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Section 1 


10 Cents a Copy, $2 a Year 


Rough Proofs 


The Creative Man doesn’t like 
that Pabst catch-line, “It’s Blended 
—It’s Splendid.” 

Well, then, how about “No per- 
haps about Pabst’? 


vvy 

Holiday came out just in time. 
Even the railroads are beginning 
to hint in advertising that now it 
may be all right for you to start 
planning your trip to California. 


- F 9 
“Associated Net in Scramble for 
Cash,” is the way ADVERTISING 
Ace headlined the story. 
They must be just like all the 
rest of us. 
vvy 
Grumman Aircraft is now dis- 
playing a lightweight, all-alumi- 
num canoe in the windows of 
sporting goods dealers from coast 
to coast, and some people are 
astonished to find it’s not equipped 
with wings or propeller. 


yee 
Somebody wrote in saying Dairy 


‘Dogs’ Losing Out 
as Magazine Sales 
Slow Up Slightly — 


‘Wanted’ Papers 
Still Short, But 
Others Fall Off 


New York, Feb. 21.—Leading 
mass magazines are, on the whole, 
still unable to meet newsstand 
demands for copies, a survey of 
leading distribution companies by 
ADVERTISING AGE disclosed this 
week, but the “cats and dogs” of 
the business are beginning to feel 
the pinch of competition. 

The first of the magazines to be 
affected by increased competition 
are in the field of comics, whose 
over-all circulation has jumped 
from an estimated total of 25,000,- 
000 in 1941 to around 40,000,000 
in 1946. A flood of new titles in 
January of this year brought comic 


Two Sections! 


This week’s issue of Ap- 
VERTISING AGE is printed in 
two sections. Section Two 
contains the standings of the 
12 best International Cor- 
respondence School ads of 
1945, presented to readers 
for “judging” two weeks ago. 
It also contains an interest- 
ing report on a “labor public 
relations school” in Cali- 
fornia, and a roundup of 
leading’ public relations 
firms’ activities. 


FIC May Revamp 
Policy and Avoid 
Reviews in Court 


Washington, Feb. 20.—Revision 
of FTC policies and procedures to 
eliminate the charge that the com- 


Million Video Sets This 
Year, Manufacturers Say 


Benton & Bowles 
Places NAM Copy; 
Bowles Blasts It 


Stabilization Chief 
and His Old Agency 
Don't See Eye to Eye 


Washington, Feb. 21.— One of 
the most unusual situations in the 
history of advertising exploded 
this week as 
Stabilization Di- 
rector Chester 
Bowles slugged 
away at the 


Concentrated Sales 
to Make Telecasting 
‘Going Ad Medium’ 


By HAL BURNETT 


Chicago, Feb. 21.—While con- 
centrating primarily on meeting 
consumer and dealer demand for 
standard broadcast receivers this 
year, radio set manufacturers are 
shooting for year-end production 
of television sets on a scale which 
may establish video as a full-size 
local advertising medium in at 
least two major markets in 1947. 

Production estimates for the 
manufacturing industry range 
from 250,000 to 1,000,000 black- 
and-white television sets and com- 
binations before Jan. 1. Quantity 
production of color video receivers 
cannot be accurately predicted. 

Tentative price estimates, sub- 


books to an ali-time high of 177|™ission is “prosecutor, judge and| economic con- 


out 


roducts 
ge ads 
Inc.— 


3 1943. 


Specialties, Inc., is listed by Mc- 
Kittrick’s as manufacturing cor- 
sets and brassieres. In denying 
the report the company joins with 
Stu Peabody in saying, “All that 
lam I owe to udders.” 


r vvyY 
} 2eets offered by Aldens, says 
k .¢ws story, and fortunately the 
same can now be reported in be- 
half of Bethlehem and United 
States Steel. 

vvyY 
George Moscovics, of the CBS 
television department, says color 
video is here. That’s right, all we 
heed now is stations, networks, 
programs and receiving sets. 


oe 
A news story reporting the ap- 
pintment of an advertising agency 
is headlined, “Schuyler Hopper 
jamed.” And it might have added 
that the chances are he’s named 
Sky. 

os. 
The American Veterinary Med- 
cal Association and the American 
Animal Hospital Association will 
equire higher standards of manu- 
acturers of dog food. After their 
wartime experiences the dogs are 
hund to be more particular. 


oa ¥ 

Jerome Ellison is promoting a 
nagazine which will be owned by 
fe contributors. If the publica- 
ion succeeds, it will have the 
wttest editorial seat in the en- 
ie history of journalism. 


titles, including 33 “one-shots.” 


Some Drop Out 
The result of this 


influx of 
titles has been to cut individual 


jury” was in the making today 
following Presidential approval 
of a general reorganization plan 
which is intended to cut the 
ground out from under Reece bill 
advocates. 


sales on each title, to squeeze out 
some of the inferior titles, and to 
force the distributors of estab- 
lished titles to take a higher per- 
centage of current returns which 
must be turned back to whole- 


While the reforms will undoubt- 
edly be far short of what Rep. 
Carroll Reece and his supporters 
are asking, they presumably indi- 
cate that the administration will 


salers for redistribution. 


Indications are, however, that 
the comics probably will not suffer 


throw its weight against legisla- 
tion to change the legal position 
of the commission, particularly 
provisions providing for full court 


a great reduction in Over-all cir- 
culation, but that the battle to get 
the books on the stands will 
eliminate some of the recent en-/ 
tries. 

A survey by Independent News 
Company, a leading comic distribu- 
tor (with such titles as Superman), 
showed that in November, 1945, 
28.1% of the total sales on Inde- 
pendent newsstands were in 
comics, that comics accounted for | 
24.5% of cost profit while non-| 
comics yielded a return of 17.4%. 
The survey included only regu-| 
larly published comic books and 
showed that 98% of comics sold 
out on the stands as compared 
with 92% of non-comics. 


Faweett Cuts List 


Last week Fawcett Publications’ 
distributing organization an- 
nounced to its wholesalers that its 
list of titles had been reduced by 
64, mostly comics. A large per- 
centage of these fell into the “cats 
and dogs” category, while others 


review of FTC findings on the 
basis of fact. 
With the full blessing of Presi- 


(Continued on Page 75) 


cepts advanced 
by the Na- 
tional Associa- 
tion of Manu- 
facturers in a 
series of ads 
placed and pre- 
sumably pre- 
pared by Benton & Bowles, the 
advertising agency which he 
helped to establish. 

Facing the implication that he 
is making money out of the $200,- 
000 NAM advertising, Mr. Bowles 
took occasion to recall to ADVER- 
TISING AGE the story published last 
year (AA, June 25, ’45), to the effect 
that he disposed of the last of his 

(Continued on Page 74) 


Chester Bowles 


Last Minute News Flashes 
ABS Drops ‘Phone Lines, Ends Operations 


Grand Rapids, Mich., Feb. 22.— “Associated Broadcasting System 
gave up its lines on Monday,” Earl Waring Dunn, head of the net- 
work’s legal department, told AA, “and has suspended operations.” 


| Other individuals in ABS are still negotiating for financial support 
| to revive the network although, according to Mr. Dunn, ABS lines 


will be given by the telephone company to applicants in order of 
application. William G. Henderson, vice-president of ABS and a key 
figure in the negotiations (AA, Feb. 18), “has left the network,” Mr. 
Dunn said. Mr. Henderson was reported, however, to be still en- 


| gaged in an attempt to finance a revival of ABS, even though Mr. 
| Dunn had written its legal obituary. 


Ballantine May Drop NBC Show 
New York, Feb. 22 — Due to the grain shortage, P. Ballantine & 


| Sons, Newark, probably will soon discontinue its sponsorship of “His 
Honor the Barber,” starring Barry Fitzgerald on NBC. 


J. Walter 


Thompson Company, Ballantine agency, is trying to get another 


sponsor for the show, which was started last October. 


Edelbrau 


ject to final OPA ceilings and 
settlement of labor disputes, range 
from $150 for the smallest cabinet 
video sets to $500 for fine con- 
sole models. These will include in 
one package  “large-screen” 
projected images 15 or 20 inches 
wide, FM or frequency modula- 
tion receivers, and AM or standard 
broadcast receivers. 

Production of a million or two 
television sets the first year sounds 
like a drop in the bucket compared 
to the number of standard broad- 
cast receivers sold in equipping 
29,000,000 homes with radio re- 
ceivers before the war. 


Market by Market 


But this number may have tre- 
mendous impact in New York, 
Chicago, Philadelphia and Los 
Angeles during 1947. Virtually all 
of the major manufacturers are 
planning to concentrate their sales 
in one or two major markets at a 
time, thus achieving saleable cir- 
culation for advertisers in a few 
months. And all of the large and 
small manufacturers polled by Ap- 
VERTISING AGE are keeping engi- 
neering, production and marketing 
plans in a fluid state so that they 
will not be “left at the post” when 
full-scale sales begin. 

Biggest factor in upsetting the 
conservative predictions of those 
who have wearied of “television is 
just around the corner” forecasts 
since 1931 has been the geometric 
expansion of military radio, radar 
and television production during 
the war. The Radio Manufacturers 


Brewery, Inc., Brooklyn, is discontinuing Lew Parker’s “Keep Ahead” rae : 

a P ’ ’ ’ 

: : represented publishers who had . : ‘a Association recently estimated that 

ling In ae business, says Dar Siaieedl to P had been picked up on WOR, New York, today. Roy S. Durstine, Inc., is the agency. ‘the V-J Day capacity of the in- 
tllesman, Wisconsin wearing ap- Sh akenl . ; dustry would permit an annual 

ned ™ by other distributors. _ |SKF Industries Starts Magazine Ads | ; ! 

vel Production runs far ahead) “wacfadden Publications this! Philadelphia, Feb. 22—SKF Industries, Inc., is running a series of | ©!¢ctronic production of nearly 20 

just { brewing and cheese making. (Continued on Page 76) 


but what was it made Milwaukee 
émous? 


10 special ads, in color in Fortune and black-and-white in Business | 
Week and Newsweek, featuring paintings by Benton Clark and show- | . 
ing the influence various industries have had on America’s develop- | Single, She May 
Personal planes ment. One ad, captioned “No unhitching—no feeding,” is devoted to | D M d Sh 
. the birth of the automobile industry, and a second, illustrated by the | ° } 
sell See ‘Private | «Tom Thumb” train, features the locomotive field. Geare-Marston, ye; arrie : ’ e 
Decides to Linger 


vvwy 

The NARD is highly agitated 
fcause supermarkets are barging 
non the drug business. Maybe 
le agitation will spread to people 


Lines,’ Page 55. Other Inc., is the agency. 


| the business of selling foods,! features: Silex Promotes Coffee Maker, Iron | Cleveland, Feb. 20—Glenn H. 
indy, hardware, sporting goods ae Hartford, Conn., Feb. 22—The Silex Company is using full-page|Campbell, president of Campbell- 
Nd a few thousand other items. |Ad-libbing ........... 


Admen Coming Back saat gz | color ads in about five national magazines for both its coffee maker | Sanford Advertising Company, re- 
.. + Coming Conventions .............. 29|and Duolectric steam iron. The latter copy admits ete never | ports that an artist who was on 
lowers-by-wire service is be-| Editorials ........................ 12| was a pleasure—but here’s the way to make it easy.” The coffee|the agency’s staff for more than ; 
he extended all over the world,| Feature Page .................... 59| maker copy says the Silex way makes “coffee that’s the toast of the | 20 years got married and left the i 
MOVERTISING AcE reports. Any ot | Sores Personal ..... .... 24| town,” and offers “Head Chef Recipes,’ a brochure of recipes and | agency. ib: 


tu servicemen want to renew | |" nation or Advertisers ........ 12| food tips. Agency is Albert Woodley Company, New York, —_— When she became a Campbell 
Intacts with those overseas beau-| py osqraphic Review ............. 79 | Says additional advertising is planned, including space in 12 to 15|Sanford employe in the ’20s, her 
es? ‘mtg Proofs pha ls see ' business papers, |name was May Dye. Now that 


Copy Cus. | Voice of the Advertiser .... a (Additional News Flashes on Page 2) 


she is married, it is May Linger. 
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times that of the early thirties. 

Television sets using the black- 
and-white transmission standards 
advocated by three of radio’s Big 
Four manufacturers and a num- 
ber of the smaller concerns employ 
basically the same component parts 
as the radar equipment built dur- 
ing the war. Production of broad- 
cast and television receivers can 
go ahead, therefore, as rapidly as 
tubes, parts and cabinets become 
available. 


McDonald Wants Color 


Three of the Big Four have re- 
vealed plans for production and 
sale of complete television sets 
on a large scale before the end of 
the year. They are Philco Cor- 
poration, largest prewar set 
builder, which is equipped to turn 
out and sell 4,000,000 broadcast 
receivers a year; Radio Corpora- 
tion of America, and General 
Electric. 

Biggest holdout is Zenith Radio 
Corporation, probably second in 
prewar sales of broadcast receivers, 
which has joined with the Colum- 
bia Broadcasting System in op- 


posing launching of black-and- 
white television on the standard 
50 megacycle band. Both Zenith 
and CBS favor a delay of approxi- 
mately six months until the CBS 
system of full color television on 
the higher 500 megacycle fre- 
quencies is ready for full com- 
mercial production. 


Plan Color Senders 


After viewing the recent CBS 
color television demonstrations in 
New York, Eugene F. McDonald, 
president of Zenith, said: 

“No television receivers should 
be sold to the public for operation 
in the 50 megacycle band without 
putting the public on notice that 
their 50 megacycle receivers will 
shortly be obsolete. .. In a color 
television receiver the public can 
enjoy color without additional cost 
after the original purchase of a 
receiver. . . It is our intention to 
produce color television receivers 
for the new high frequencies 
rather than black-and-white for 
the old frequencies.” 

Both Mr. McDonald and H. 
Leslie Atlass Jr., in charge of CBS 


television in Chicago, revealed 
plans for starting full color tele- 
casts in Chicago within 60 days. 
CBS has been demonstrating color 
television on 700 megacycles in 
New York since December. 

The big eastern manufacturers 
gave first concrete predictions of 
their merchandising plans in New 
York last week when representa- 
tives addressed several hundred 
members of the American Tele- 
vision Society and their guests. 


Philco This Summer 


Harry B. Brown, merchandise 
manager of Philco, predicted that 
television receivers would be mar- 
keted this summer, and estimated 
that prices would range from $150 
for table models to $450 for con- 
soles. 

Joseph B. Elliott, vice-president 
of RCA Victor, revealed plans to 
produce a table model with a 7 
or 10-inch direct-viewing picture 
in the neighborhood of $200 be- 
fore the end of 1946. He predicted 
that console models would be 
priced from $300 up, and that 

(Continued on Page 73) 


How in Sam Hill Can You Measure 
The Things Which Count Most in a Newspaper? 


How can you give a “per cent.”” to. the prestige of a great 
newspaper or indices to its reader confidence and its edi- 
torial integrity? 


The Indianapolis News is a Hoosier Institution. For seventy- 
six years it has helped shape the opinion of all Indianians 
. . . influenced their political, spiritual, civic and domestic 
thinking. 


It is their HOME paper. 
How can you measure these things? 
We'll tell you. 
You measure them in advertising RESULTS!* 

*That’s why hundreds of space buyers, who know the Hoo- 


sier market, use ‘The News alone” to do the newspaper 
job. 


THE INDIANAPOLIS NEWS. 


The Guat Hocsler Daily, Alone, Does the Newspaper Job 


WEW YORK 17 — Don A. Corroll, 110 & 42nd &. 


INDIANAPOUS 6 


CHICAGO 11 — J. E. Lotz, Tribene Tower 
— J. F. Breeze, Bus. Mgr. 


organization in 1930. 
C. R. Smith, board chairman. 


Advertising Age, February 
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Last Minute News Flashes 


Maxson Plans $500,000 Ad Budget 

New York, Feb. 22.— Maxson Food Systems, Inc., newly forme 
subsidiary of the W. L. Maxson Corporation, New York, is planning 
a budget of $500,000 for this year which will probably be evenly di. 
vided between advertising and. sales promotion. 
been making pre-cooked frozen meals for the military, and also cooked 
single food items, including French-fried potatoes and sea foods. Dud. 
ley Rollinson Company, New York, is the agency. 


American Airlines Elects Three V.P.s 

New York, Feb. 22.—P. P. Willis, R. E. S. Deichler and Rex W. D. 
Smith Jr. have been elected vice-presidents of American Airlines. 
Mr. Willis will be in charge of advertising, Mr. Deichler of admin. 
istration and Mr. Smith, public relations. 
Ruthrauff & Ryan, has handled the system’s advertising since it: 
Mr. Deichler has been executive assistant to 
Rex Smith joined the system in No- 
vember as public relations director. 


The company ha; 


Mr. Willis, recently with 


Public Utility 
Ads Condemned 
by REA Chief 


Washington, Feb. 21. — Rural 
Electrification Administrator 
Claude Wickard today told a meet- 
ing of North Carolina REA execu- 
tives that advertising campaigns 
of private utility companies at- 
tempting “to curry public favor” 
are “reminiscent of a decade or 
two ago when the private utilities 
were using every means, fair or 
foul, to lull people to sleep while 
they went on with their nefarious 
manipulations of the nation’s 
power business.” 

Pointing out an 1l-year increase 
from 9,600 to 106,000 in the num- 
ber of electrified homes in North 
Carolina, Mr. Wickard said: “I 
don’t think we need to worry 
about this unfair advertising if the 
business men in your towns realize 
how much your program means to 
their farm customers. 

“The cost of high priced public 
relations representatives and ad- 
vertising, like all other private 
utility costs and profits, come out 
of the monthly power bills of con- 
sumers. Cooperatives in business 
for the sole purpose of supplying 
electricity at cost to their members 
can not afford to spend big money 
for advertising, but informed and 
loyal members must do some very 
effective word of mouth advertis- 
ing.” 

The remarks were prompted, Mr. 
Wickard explained, because “to- 
day the power companies are 
spending huge sums in a national 
advertising campaign to promote 
their special interests, 

“Much of their advertising copy 
\is cleverly written to cast discredit 
| upon any power program except 
\that controlled by the self styled 
| ‘business-managed, taxpaying com- 
panies.’ ” 
| “J have seen one advertisement 
'clipped from weekly newspapers 
all over the country which ap- 
|parently was written for the ex- 


|press purpose of stirring up re-| 


sentment against REA coopera- 
tives among small town business 
men,” Mr. Wickard said. 

“Those of us who reflect on the 
| debacle of the utility holding com- 
|panies and the crashing of utility 
empires are not too much im- 
pressed by claims of efficient man- 
agement.” 


Promises April Shipment 
of Electric Ranges 


Admiral Corporation, Chicago, 
has announced that first shipments 
of the company’s postwar electric 
ranges will be shipped to dealers 
in April. 

Two models, “both new in every 
| respect,” will reach retailers in 
| quantities ample for both display 
| and sale purposes, the company 
| said. 


Dazey Names Gardner 


Dazey Corporation, St. Louis, 
has placed its advertising account 
with Gardner Advertising Com- 
pany, St. Louis, effective March 1. 
National magazines and trade pub- 
| lications will be used. 


British ‘Whisky 
Trust,’ Goodrich 
Form Geon Ltd. 


Cleveland, Feb. 21.—B. F. Good- 
rich Chemical Company and Dis- 
tillers Company Ltd., of England, 
have organized British Geon Ltd, 
to make and sell polyvinyl chlo- 
ride resins, a raw material used 
in plastics such as Koroseal. 

DCL is commonly known as the 
“Whisky Trust,” since it controls 
about 85% of the whisky on the 
continent. Nearly all of the 5,000,- 
000 gallons of Scotch sold in this 
country annually is produced by 
DCL. 

DCL has also become a leading 
chemical and plastics factor in 
Great Britain, through expansion 
of its industrial alcohol business 
into allied fields. With all grain 
diverted away from whisky pro- 
duction in the British Isles, DCL’s 
other interests become its major 
ones. 

The new company will be jointly 
owned by Goodrich and DCL ins 
is capitalized at £500,000. Sir W ¢ 
rond Sinclair, president of the new 
company, is a member of the B 
F. Goodrich board and chairman 
of the board of the British Tire & 
Rubber Company. 


Hesse Stays in N.Y. 

According to Peck Advertising 
Agency, Seymour D. Hesse, vice- 
president, who was reported named 
to direct the Los Angeles office of 
the agency in AA, Feb. 11, will 
continue to make his headquarters 
in the agency’s New York office 
The manager of the Peck office in 
— Angeles will be announced 
ater. 


Form Production Agency 
Art & Production Associates, an 
organization for handling copy, 
layout and complete production of 
advertisements and other printed 
material, has been formed in Chi- 
cago by Michael A. Doyle, Gordon 
Martin, Morris Weil and Donald S$. 
Cummings, all long associated with 
Chicago advertising agencies. Of- 
fices are at 869 N. Dearborn St. 


@ Please help avoid the 
hoarding or waste of 


AT LEADING PAPER MERCHANTS — 
THE MARTIN CANTINE COMPAI 


| SAUGERTIES, N. Y. 
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CATALOG DIRECTORY 
° Products used in 
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It’s NEW... 


THE ONLY CATALOG DIRECTORY SERVING 
ALL SEGMENTS OF THE INSTITUTIONAL FIELD 


Designed to serve all types of institutions, INSTITUTIONS CATALOG 
DIRECTORY will contain five sections: 1. Manufacturers’ Catalog Section in 
which leading manufacturers will display their products for quick reference. 
2. Classified Directory Section. Generously cross-indexed, this section will list 
the manufacturers and their products used & all types of institutions. 3. Trade 
Name Section. The Trade Names used by manufacturers will be listed for in- 
stant reference as buyers are constantly trying to purchase items by trade 
names only. 4. Reference Data Section. Contains codes, charts and other ref- 
erence data used daily. 5. Name and Address Section. Complete names and 
street addresses of thousands of manufacturers whose products are classified 
in Section 2. 


CONSULT Your ff 
INSTITUTIONS MAGAZINE CATALOG DIRECTORY 


INSTITUTIONS CATALOG DIRECTORY has been in the planning stage for YEARS. 
Announced recently by the publishers of INSTITUTIONS Magazine, this new Catalog 
Directory has been developed by an organization with a record of over 56 years of suc- 


eeu) PRODUCTION for 


... fo be 


TLISH 


MONTHS 


For many months, a large, experienced pro- 
duction and compiling staff has been entirely 
engaged in consolidating the effort of years 
of close relation with all types of products 
used throughout the various institutions. 


ED 
SOON | 


The final indexing and classifying of thousands of 
products and manufacturers will be completed 
soon. Scheduled for publication in the near a 
INSTITUTIONS CATALOG DIRECTORY will fill a 
long-felt need for a complete, centralized refer- 
ence source for product information among the 
buyers throughout the institutional field. 


For years, the ever-increasing demand by these buyers for a 


ONE-VOLUME source of product information has been so in- 
sistent that it has resulted in the publishing of INSTITUTIONS 
CATALOG DIRECTORY. This comprehensive Catalog Di- 


rectory will bridge the gap which existed between manufac- 
turers and buyers of all types of products required in the 
operation of institutions. It provides the manufacturer with 
an ideal opportunity to place complete purchasing and speci- 
fying data in one, convenient, easy-to-use form which will be 
kept on the desks of all important buying factors in the field. 
The circulation of this comprehensive Catalog Directory will 
parallel closely that of INSTITUTIONS Magazine. 


A limited number of pages in the first annual edition is being 
made available to manufacturers and processors. Write for 
advertising rates and other specifications . . . or consult your 
advertising agency. 


TO BE DISTRIBUTED 
TO BUYERS IN THESE 
INSTITUTIONS 


® Hotels 

® Hospitals 

® Schools and Colleges 
® Industrial Cafeterias 
® Railway Systems 

® Motels 

® Restaurants 

® Air Lines 

© Office Buildings 

® Clubs 

® Jobbers, Dealers 

® YMCA's and YWCA's 
® Steamship Lines 

© Public Institutions 
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NY Commerce 
Aids Small Firms 
in Newspaper Ads 


Albany, N. Y., Feb. 20.—To stim- 
ulate the expansion of small busi- 
nesses throughout New York State, 
the State Department of Com- 
merce is using the 100 daily and 
500 weekly newspapers in New 
York for 400-line ads describing 
the state’s “Plan for Small Busi- 
ness Expansion.” 

Captioned “Free to veterans, de- 
mobilized war workers, small busi- 
nessmen!” the copy explains that 
a “prosperous postwar economy in 
New York State hinges on small 
business expansion. . .” The state 
plan, it continues, “includes full 
information on basic operating 
practices in small business and 
proper functioning of various de- 
partments of a business, such as 
financing, insurance, management, 
public relations, advertising and 
so on.” 

A boxed coupon offers free the 


|department’s booklet, “Big Aids 
for Building Small Business.” 

M. P. Catherwood, commerce 
commissioner, reports that “small 
business has been found to provide 
90% of New York state’s employ- 
ment.” The department’s aim is 
to establish enough new enter- 
prises to offset the 100,000 which 
closed during the war. 

In addition to the state-spon- 
sored advertising, the division of 
state publicity has prepared a 
series of suggested ads to be spon- 
sored by firms in local communi- 
ties. 

Agency handling the drive 
Kenyon & Eckhardt, New York. 


is 


Names Burton Browne 


Burton Browne Advertising, 
Chicago, has been placed in charge 
of the advertising of American 
Phenolic Corporation, Chicago, 
manufacturer of coaxials and con- 
nectors, industrial connectors, fit- 
tings and conduits, antennas, radio 
components and plastics for elec- 
tronics. The campaign will be 
carried in some 60 trade publica- 
tions. 


FIC Suit Calls 


Cummings Grocery 
Unit a Monopoly 


$100,000,000 
Wholesale Grocer 
Setup Is Assailed 


Washington, Feb. 21.—In a rare 
type of action, the FTC today is- 
sued a complaint charging that 
Consolidated Grocers Corporation, 
Chicago, headed by Nathan Cum- 
mings, had “substantially lessened 
competition, restrained trade and 
tended to create a monopoly” 
when it absorbed in a period of 
four years the capital stock of 
Western Grocer Company, Mar- 
shalltown, Ia.; Reid Murdoch & 
Co., Chicago, and Dannemiller 
Grocery Company, Canton, O. 

As a result of these various ac- 


Advertising Age, February 25, 194 


quisitions of capital stock, FTC 
said, Consolidated now has total 
assets of approximately $20,000,- 
000, annual sales of approximately 
$100,000,000 and a force of about 
a thousand salesmen soliciting the 
business of approximately 100,000 
retail grocers, hotels, restaurants 
and institutions. 


Takes Dominant Position 


After absorbing the capital 
stocks of the three firms, FTC said, 
Consolidated has been able to oc- 
cupy “a dominant position” in the 
wholesale grocery trade in num- 
erous local trading areas, particu- 
larly in and around Chicago, 
Baltimore and Canton. 

The complaint recites the mush- 
room growth of Consolidated from 
1941 when South Street Company 
was formed with Nathan Cum- 
mings as the principal stockholder. 
Subsequently, FTC said, it ab- 
sorbed the large wholesale grocery 
business of C. D. Kenny Company 
of Baltimore and Sprague Warner 
& Co., Chicago, and has been suc- 
cessively known as C. D. Kenny 
Company, Sprague Warner-Kenny 
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A j 1 t 
D i , Z 9 only six short weeks away, is an important date for us, 


for you and for the automotive trade abroad. 


April 1 


April 1 


April 1 


st is the day we close advertising forms for the May 


ANNUAL SERVICE issues of THE AMERICAN AUTO- 
MOBILE (Overseas Edition) and EL AUTOMOVIL AMERI- 
CANO ... the big annual SERVICE issues packed with an 


intensive 


SERVICE 


editorial content, that makes these issues 


important, annual “looked for” editions by both readers abroad and 
advertiser-manufacturers in this country . .. There will be big 
SERVICE demands for parts, equipment, materials, ete., by the 
SERVICING trade abroad —the readers of these magazines — 
your buyers — to keep the currently running 8,405,954 cars, trucks 
and buses in operation overseas . . . Before the war, there were 
14,334,913 automobiles in use abroad! 


* * * * * K * 


st is also the day we close forms on the 1946 BUYERS 


GUIDES for Overseas Automotive Distributors, published in sepa- 
rate English and Spanish editions by THE AMERICAN AUTO- 
MOBILE and EL AUTOMOVIL AMERICANO. The 1946 


issues of the GUIDES will be the 13th Annual Editions. 


Time 


now to make reservations and to start planning for your condensed 
catalogs to appear in these 1946 GUIDES. 


S t is also the publishing date for our World Motor Census 


and Map. Copies will be sent to you on request! 


Business Pusriswers INTERNATIONAL Corp. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., (Inc.} 1 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


BRANCH OFFICES — I6 S. Broad Street, Philadelphia; 1427 Statler Building, Park Square, Boston; Hanna Building, Cleveland; 520 N. Michi- 
gan Ave., Chicago; 2980 Penobscot Building, Detroit; 68 Post Street, San Francisco; 621 South Hope Street, Los Angeles; 101! Rhodes-Hav- 


erty Building, Atlanta, Ga. 


Offices also in Washington, Buenos Aires and Mexico 


Corporation, and under its presen 
name. 


Details Business Deals 


In December 1942, the compan, 
began purchasing the capital stoc, 
of Western Grocer Company an; 
now owns 94,635 shares out of ; 
total outstanding common stock 0; 
102,511 shares, FTC charges. 

Outlining the significance of thi: 
acquisition, FTC said that Western 


business in Iowa, Minnesota, Mis. 
souri and Kansas, operated vege. 
table and fruit canneries in Iowa 
and Texas and maintained a divi. 
sion known as Western Grocer 
Mills, which engaged in roasting, 
packing and selling coffee, peanut 


similar items. 

“It sponsors a group of 674 inde. 
pendent retail groceries known a; 
Jack Sprat stores and its volume 
of sales in 1945 totaled $17,200, 
000.” 


Acquires Other Companies 


Two important developments in 
June, 1945, completed the picture 
outlined in the complaint, as Con- 
solidated purchased the stock of 
Reid Murdoch & Co., with a na- 
tionwide sales organization and 
half a dozen packing plants; and 
98% of the stock of the Danne- 
miller Grocery Company, which 
has $2,000,000 annual sales in 
Canton. 

In that month, FTC said, Con- 
solidated purchased all the out- 
standing common stock of Reid 
Murdoch for $4,276,000 and “some 
20,000 shares of preferred stock” 
for approximately $2,000,000. Reid 
Murdoch maintained selling divi- 
sions in seven cities and operated 
food packing plants in six, and had 
1944 sales of $33,000,000, FTC said 

Only one similar case, under 
the seldom used Section 7 of the 
Robinson-Patman Act, was started 
by FTC in recent years: an action 
in July, 1944, charging that P. Bal- 
lantine and Sons, Newark, unlaw- 
fully acquired the capital stock of 
Christian Feigenspan Brewing 


hearings stage. 

Despite the relatively small 
number of Section 7 cases, FTC 
has strongly opposed mergers that 
substantially reduce competition, 
repeatedly urging Congress 
adopt legislation like the current 
Kefauver bill which would outlaw 
acquisition of physical assets as 
well as capital stock. 


Donahue & Coe Unit 


to Serve Theaters 


Donahue & Coe, New York, has 
established a special service de- 
partment to centralize and coordi- 
nate the advertising activities of 
the agency’s more than 100 New 
York theater accounts. 

Lloyd Seidman, vice-president 
and account executive on Republic 
Pictures and varied theater ac- 
counts for the agency, will head 
the new division as operations di- 
rector, assisted by account men 
|from the staffs of the theaters. 


Arc Tool to Ellis 


Are Tool Company, New York, 
manufacturer of cigaret lighters, 
has appointed the New York office 
of Ellis Advertising Company, Bul- 
falo, to handle advertising. How- 
ard Mendelsohn has joined the 
agency’s copy staff in New York 


Effective with 
March 11 issue. 


Final closing, noon 
Monday in Chicago, 
preceding week of 
AW publication. 


Advertising Age 


Grocer “did an extensive wholesale 


Company. The case is still in thef 
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for a lot of leap-too-fast 
manufacturers anxious to 
jack-pot in this seller’s 
market. 

YES An overwhelming 
(80.2%) “Yes” vote has 
been recorded from MI 
readers on the December 15 
debate-in-print on the ques- 
tion, “Should Government 
Corporations Be Abol- 
ished ?”’. » » Presenting both 
sides cf a controversiai and legisla- 


| Lunch Table 
TOPICS 


Selected from February 15th, 1946 
Modern Industry 


For management men concerned with making and 
marketing better products at lower cost. 


Models Industry-wide, national, 


} collective bargaining is on the in- | tive question with industrial signifi- 


crease today. » » To make industry- | cance, has been Modern Industry’s 
wide, collective bargaining work | contribution towards creating a clear 
for both sides (labor and manage- | “voice of industry”—a voice that can 
ment) there must be a freer ex- | be heard in the nation’s capital. » » 
change of bargaining informa- | For instance, MI has already sent the 


mean a lot of money saved | 


tion among companies. » » Glass 
may be able to help steel, provi- 
sions in auto company contracts 
might aid the electrical industry. 
» » To bring this about, manage- 
ment should be given the same op- 
portunity that national unions now 
have to agree jointly on contract 
demands and settlement terms. » » 
Antitrust laws should be so revised 
as to permit the managements of 
various industries to bargain col- 
lectively among themselves on 
industry-wide labor agreements. 
(From the editorial page of Feb- 
ruary 15 Modern Industry) 


Plastics Just like other materials, 
plastics can be judged in relation 
to production methods on the basis 


} of cost, quantity, and salability. » » 


It is not necessary to go off the 
deep end as did one plastic- 
enthused manufacturer. » » This 
exhuberant wanted to market an 
all-plastic alarm clock complete 
with the “works” to take the place 
of scarce metal jobs. » » Without 
checking parts costs, he spent more 
than $1,000 on experimental molds 
and was on his way to all-out pro- 


) duction—when— » » He discovered 


that the product aimed to sell to 
the mass-market at $3.00 or less, 
would cost $2.98 without adding in 


» the necessary costing items of tool- 


ing, finishing, assembly, and sales 
expense! » » So—to bring home the 


' picture to responsible management 


men in all manufacturing indus- 
tries, Anne Gardner, MI’s Materials 
Editor, serves up, “Plastics—Take 


| Them or Leave Them” on page 45. 


Five key questions serve as 
rule-of-thumb in choosing mate- 


| rials safely and wisely. » » A de- 
| tailed MI Check-Chart for “Find- 


Tear Sheets of Any of These Articles 
from the February 15th issue of Mod- 
ern Industry Cheerfully Sent on Request 


How Much ‘'Personnel'’ 
dg, , SRLS EERE 35 
1re high-powered (& high- 
priced) personnel experts need- 
ed now? From 750 representative 
factories come frank answers on 
separating frills from sound 
money-makers. 


Plastics—Take Them 

it, REC ere 45 
Maybe they'd be vitamins for your 
rundown products. Maybe poison. 
Here's how to find out the un- 
biased truth. 


Industry's Stake 

in Our lerchant Marine.............. 154 
This fact-finding analysis gives 
advantages & disadvantages to 


sour plant in “shipping Ameri- 
can,” 


following figures to Congressmen 
and key officials in Washington, as 
an indication that responsible man- 
agement men in manufacturing 
want Gov’t. Corporations out: 


Yes No 
New England ... .83.1% 16.9% 
Mid-Atlantic ....77.9 23:3 
North Central ... .82.1 17.9 
OS Ser 80.8 19.2 
Mid-West ....... 76.9 23.1 
Mountain and 
Pacific Coast. . .80.3 19.7 


In the current issue, the debate-in- 
print is, “Should Price Controls 
Be Extended Beyond June 30?”. » » 
This is the only feature in Modern 
Industry that is not staff-researched 
and staff -written. » » Results of this 
debate will be mailed in advance 


of publication to any interested 
person. 


Personnel Why shouldn't I ditch 
my plant’s personnel department? 
» » A lot of managements are play- 
ing with this drastic notion, but 


Modern Industry recommends | 
against taking precipate and later- 
to-be-regretted action. » » Surveyed 
were 750 plants in the 300-750 em- 
ployee class. » » Eleanor Vaughan, 
MI’s Research Editor, presents a 
complete statistical report and a 
double-truck battery of story-tell- 
ing pictures beginning on page 35 


of this issue. 


READER CO 2e'eo 


“...I think it is the finest, and most 
informative article written on design, 
and it was done with a thoroughness 
which seems to be synonymous with 
Modern Industry.” 


” 


.. only an hour earlier I had been 
showing the article to the Personnel 
Manager; he was extremely inter- 
ested in it..." 


“. .. the article is splendid — very 
much to the point with no waste 
words. May I purchase 100 reprints?” 


‘‘... your people are to be commend- 
ed for their ability to translate such 
(technical) information into a read- 
able article without loss of technical 
accuracy.” 


basic blueprints? 


How a triangular foundation 
established an outstanding 
publishing record— Do you 
know the story of the three 


31,500 plants. 


and solid development. 


factured products. 


;* historically short time, jus! § years, 
Modern Industry carved out the larg- 
est net paid circulation of any magazine 
specifically serving the U. S. manufac- 
turing industries. Three basic blueprints 
are responsible, we believe, for this rapid 


Blueprint #1: Build an advertising me- 
dium to reach more manufacturing plants 
than had ever before been offered. Until 
Modern Industry came along, the em- 
phasis had been on companies. 


Coverage that fails to get down to plant 
levels short-changes every advertiser to 
industry! Modern Industry covers more 
than 31,500 plants responsible for ap- 
. 07 sone ¢ 
proximately 89% of America’s manu- 


Blueprint #2: Build a mass-circulation 
medium among the responsible manage- 
ment men who influence buying in the 


nation’s most important plants. Any 
Modern Industry representative will tell 
you how 21 great sellers to industry 
pooled their customers’ names and data 
to get Modern Industry off to a flying 
start with an unduplicated list of more 
than 50,000 certified buyers in more than 


Blueprint #3: Build a full-time staff of 


traveling editors who are good journal- 
ists. Let them cultivate the deepest in- 
terest of the reading audience with the 
sure fire-technic*—story-telling pictures 
with solid, informative, lively captions. 
Make a pictorial magazine to b 


e en- 


joyed by all levels of management men— 


+ * * 


and the Markets. 


Covers more... 
PLANTS ... MEN... MARKETS 


Highest Visibility for Advertisers 


Articles are — 
Staff-Researched . . . Staff-Written 


engaged in all kinds of manufacturing. 


* * 


So....in one package Modern Industry 
delivers all three: the Plants—the Men— 


Think over—making Modern Industry 
your base paper for selling to industry. 


*There are twelve reasons 
why staff-writing (by trav- 
eling editors who do their 
own field-research person- 
ally) gives the reader—and 
advertiser more. You may 
have them on request. 


Reaches More Plants... 


Modern Industry covers more than 
31,500 plants. These plants produce 
approximately 89% of America’s man- 
ufactured prod- 
ucts. This is a 
greater plant cov- 
erage —at least 
25°) greater than 
that of any other 
magazine specifi- 
cally serving the 
U.S. manufactur- 
ing industries. 


Edited to Buying 
Influences... 


Modern Industry delivers more man- 
agement men (at all levels) —in more 
plants—than any other magazine spe- 
cifically serving 
the U.S. manufac- 
turing industries. 
Delivers morethan 
50,000 manage- 
ment men—from 
presidents to gen- 
eral foremen— 


MANAGEMENT MEN 
who influence in- AT ALL LEVELS 
dustry’s buying. 


Covers ALL : 
Manufacturing Industries 


Modern Industry—with the highest net 
paid circulation of 
any magazine spe- 
cifically serving 
U.S. manufacturers 
—provides full cov- 
erage of thetop 
plants ... and blan- 
kets all the manu- 
facturing industries 
as defined by the 
16th U. S. Census 
of 1939-1940. 


31,500+ 


347 Madison Avenue, New York 17 

20 N. Wacker Drive, Chicago 6 

Union Commerce Building, Cleveland 14 
220 S. 16 Street, Philadelphia 2 

1722 Rhodes-Haverty Bidg., Atlanta © 
403 West 8 Street, Los Angeles 14 

68 Post Street, San Francisco 4 
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Senate May Balk 
at Quick Action 
on Petrillo Bill 


Washington, Feb. 22. — The 
House’s bold ‘anti- Petrillo bill” 
headed into a parliamentary tangle 
today, with its fate linked directly 
with the identity of the committee 
the Senate assigns to handle it. 

Although the 223-43 majority 
that pushed the bill through in 
yesterday’s remarkable House ses- 
sion hoped that it would go di- 
rectly to conference, it was gener- 
ally felt here that the House bill 
differs so much from the measure 
adopted by the Senate a year ago 
that the Senate would insist on 
new hearings. 


Unlike the Senate bill, which 
curbs the Petrillo influence on edu- 
cational and non-commercial pro- 
grams, the House version outlaws 
six kinds of “coersion” that Mr. 
Petrillo has used in obtaining 
stand-by fees from stations and 
contributions for use of recordings 
and transcriptions. 


May Reach Compromise 


Leaders of the House anti- 
Petrillo drive hope that the two 
bills can be reconciled in confer- 
ence, or that their measure will be 
referred to the Senate interstate 
commerce committee, which is 
strongly anti-Petrillo. However, it 
is possible that the bill will go to 
the labor and education committee, 
which is also holding up the Case 
anti-strike bill. 


Gardner Advertising 
Promotes Ballard, Adams 


Beatrice Adams and Sam M. 
Ballard have been elected mem- 
bers of the board of directors of 
Gardner Advertising Company, St. 
Louis, and both have been named 


Beatrice Adams Sam M. Ballard 


executive vice-presidents, Mr. Bal- 
lard to have duties in over-all op- 


| Township, 
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erations of the agency and Miss 
Adams to have charge of creative 
work. 

A member of the agency since 
1937, Mr. Ballard formerly served 
with Brooke, Smith, French & Dor- 
rance, and as sales promotion man- 
ager of the Delco Appliance Cor- 
poration. Miss Adams, who joined 
Gardner in 1935, was previously 
advertising manager of the Ideal 
Stencil Machine Company, and was 
with Stix, Baer & Fuller, St. Louis 
department store. In 1941 she won 
the Josephine Snapp award for 
outstanding work among advertis- 
ing women. 


Appoints Hunt 


Russell F. Hunt has been ap- 
pointed sales manager of Kerr 
Bros., Toronto, candy manufac- 
turer. The company plans to build 
a modern candy factory in York 
adjoining Toronto. 


Talk 


Dreams of places and things are 
something 3,844.960* Philadelphians 
have in common. The places are to 
go to. The things are a new car to 


take them there and a thousand and 


the groundwork in the nation’s third 


largest city. 


one other items that money used to 
buy and will buy again. 

Speaking of money, they've got 
it. So if you have something or ex- 


pect to have something to sell, lay 


This is exceptionally easy, consid- 
ering the scope of the market. For 
four-fifths of all Philadelphia fami- 


lies daily read one newspaper. That 


about flying, | was! 


I had a new car and | was splitting the 
air so thoroughly, it just stayed apari 
permanently. | drove up and shook hands 
with Willie Penn atop of City Hall. He 
said, don’t take any wooden nickels. 
That jarred me a bit and | woke up. 


newspaper is The Bulletin. It spends 
the evening with these home lovers. 
It helps them pick a myriad variety 
of essentials and non-essentials that 
make life worth living. It has a cir- 


culation exceeding 600,000—largest 


evening circulation in America. 


* Philadelphia and its natural trading area. 


In Philadelphia—nearly everybody reads 


The Bulletin 


Vitamin K Gum 
Aids Teeth; Not 
on Market Yet 


Chicago, Feb. 21.—Though yy» 
date has been set for its actua] 
introduction to the public, vitamiy 
K gum may become a future big 
seller because it helps preven; 
tooth decay. 

With the Wm. Wrigley Jr. Com. 
pany and Beech-Nut Packing 
Company, New York, jointly spon- 
soring the study, Northwester, 
University’s dental school con. 
ducted the research that led t 
the discovery. Results, disclose 
this week by the school, show tha 
cavities may be reduced from 6) 
to 90% through regular use of 
chewing gum fortified with vita. 
min K. 

Philip K. Wrigley, board chair- 
man of the Chicago company, orig. 
inated the search for some sub- 
stance that could be added t 
chewing gum to help prevent 
cavities. The subsequent experi- 
ments were directed by Dr. Leon- 
ard S. Fisdick, Northwestern Uni- 
versity professor of chemistry. 

Vitamin K, the gum testers dis- 
covered, retards the formation of 
food acids which apparently 
caused tooth decay. The vitamin 
itself is an unstable compound, 
but is effective in water. When 
chewed with gum, it retains its 
beneficial characteristics, is easily 
administered and effectively dis- 
persed through the mouth, dental 
authorities say. Students wh 
chewed the test product found its 
taste acceptable, and hardly dis- 
tinguishable from the regula 
brands they were accustomed to, 

There is no vitamin K gum on 
the market as yet, Wrigley pointed 
out, adding that “the time for its 
introduction to the public has no 
been determined.” 

Wrigley conceived the anti- 
caries hunt before the war, and 
first tests were started then. Stu- 
dents have been chewing the vita- 
min K variety for the past 18 
months. Dentists found that the 
product, which can’t cure existing 
tooth decay, effectually retarded 
it, 


Wrigley Starts Gum 


Shipments to Jobbers 


Wm. Wrigley Jr., Company, Chi- 
cago, has sent quota cards to 
wholesalers and jobbers advising 
them of the amount of Wrigley’s 
Spearmint gum they will receive in 
March. The first shipment of 4 
regular prewar Wrigley brand 
since production was halted 22 
months ago will reach wholesalers 
about March 1. 

First supplies will be larger thai 
those of Orbit, wartime sub-stand- 
ard brand which Wrigley produced 
but did not promote, and which 
has now been stopped. “We ex- 
pect to be able to improve thal 
volume steadily each month,” Phi 
K. Wrigley, chairman of the board, 
declared. Wrigley’s national ad- 
vertising, he said, will be continue 
at its same pace and no extr 
“splurge” will announce the ar- 
rival of a volume which is not ex- 
pected to meet demands. 


Bigelow-Sanford Elects 


G. C. Denebrink, general sa'¢ 
manager of Bigelow-Sanford Car- 
pet Company, New York, and 
William N. Freyer, director 
products, have been elected vite 
presidents of the company. 


AUTHORITY 


Staff writers for American Restaurant Masa 


zine are the industry's outstanding author 
... Leonore D. Freeman, quantity food st 
Jessie Alice Cline, practical menu plar 
Charles Wagner, kitchen engineer, and 
others. Your advertising surrounded by ’ 
authority shares their prestige, gains b 
faster Write for details of merchand 
service. 
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The only Cincinnati Radio Station 
that has had a consistent year-by-year increase 


za in Monday through Friday 


fed vie Share-of-Audience since 1941. 
ng BASIC 


7 CBS KKCO CINCINNATI 


e 550 KHilocyles 


*Courtesy Burke and Van Heusen, Inc. 
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4 A's Promotes 
On-Job Training 
for Veterans 


Gamble Outlines 
Apprentice Plans 
for All Agencies 


New York, Feb. 19.—Industry- 
wide apprentice training of veter- 
ans for skilled jobs in advertising 
moved nearer realization this week 
as the Four A’s mailed a “how to 
do it” manual on “On-the-Job 
Training of Veterans” to every 
recognized advertising agency in 
the country. 

The bulletin pointed out that 
veterans’ training under the “G. I. 
Bill of Rights” may be “desirable 
and practical’ for the individual 
agency and also that the plan is 


“extremely easy to set up.” 

Mechanics and advantages of 
apprentice training for sales and 
advertising jobs were reported 
fully by ApveRTISING AcE Jan. 14. 
Veterans working under approved 
training programs are entitled to 
receive a monthly “subsistence al- 
lowance” from the Veterans Ad- 
ministration up to $65 for those 
with no dependents and $90 for 
those having one or more depen- 
dents. Higher allowances for 
wounded veterans entitled to pen- 
sions are permissible under Public 
Law 16, the vocational rehabilita- 
tion act. 


Won’t Make Jobs 


In mailing a 15-page outline of 
suggestions for setting up plans 
in cooperation with Veterans Ad- 
ministration and state educational 
boards, Frederic R. Gamble, pres- 
ident of the Four A’s, pointed out 
that “‘this arrangement is not in- 
tended to ‘make’ jobs—since the 
employer still pays the customary 
salary for the job held by the vet- 
eran—but it does enable agencies 
to employ and hold promising 


young people, who, for need of 
higher income, would otherwise 
not be able to take starting jobs 
in the agency business.” 

“Although the advertising 
agency business is one of the 
countrys’ smallest industries, em- 
ploying a total of only 18,000 
people in the entire United States, 
it is trying to provide every pos- 
sible opportunity for its returning 
servicemen and other veterans 
showing potential talent. 

“It is implicit that any such plan 
must be a genuine training pro- 
gram to equip qualified veterans 
for permanent jobs and that it is 
never a justification for paying 
sub-standard wages,” Mr. Gamble 
stressed. 


Four Plans Suggested 


The Four A’s outline gives four 
specimen training programs for 
different types of training in 
agencies of different sizes, pointing 
out that individual companies can 
tailor training programs to their 
own needs and their own facilities. 

Detailed steps for setting pro- 
grams in motion are outlined as 


Advertising Age, February 25, 1948 


follows: 

1. The employer need only write 
to the state agency responsible for 
administering veterans’ educa- 
tional or job-training programs, 
requesting information (In New 
York State the Division of Veter- 
ans’ Affairs, in Illinois the State 
Board for Vocational Education, 
176 W. Adams St., Chicago). The 
state board will supply application 
forms, or give information on the 
specific local procedure to be fol- 
lowed. 

2. A simple written training 
plan is then submitted to the state 
agency by the employer. The Four 
A’s bulletin pointed out that the 
personnel officer of one large 
agency drafted a plan, secured ap- 
proval, and started men to work 
in a few hours time. 

3. The employer may bring any 
eligible veteran, newly hired or 
an old employe, under the plan 
as soon as the state agency gives 
approval. 

4. Each veteran must file his own 
application for subsistence with 
the Veterans Administration facil- 


Aucther Siquificant Name 


Has Been Added to Detroit’s Galaxy 


Detroit now has another automotive plant in production. 
The Kaiser-Frazer Company occupying the famous Willow 


Run plant where B-24 
ago, is employing 12 
emplo¥ment to 8000 soon an 
cars a day by summer. 


Despite conversion pains from which no industrial commu- 
nity is at present immune, Detroit envisions the greatest 
n history. Detroit’s high wages plus the 
($6500 per family) will give adver- 
tional market for the 


era of production i 
huge backlog of savings 
tisers in the Detroit area an excep 
sale of any product. 

This is the time to introduce new products. and renew Detroit’s 
e with old products through the News—the 
hat reaches 63.8% of all homes taking any 
Detroit newspaper regularly. 


acquaintanc 
newspaper t 


The 


Dan A. Carroll, 110 E. 42nd St., New York 17 


Detroit News 


“THE HOME NEWSPAPER 


J. E. Lutz, Tribune Tower, Chicage |! 


Liberators roared only a few months 
00 men now, expects to bring that 
d is geared to produce 1500 


ae Ti: 


ity in his city. Proper forms for 
establishing VA accounts may be 
obtained from the administration, 
from newspaper veterans service 
bureaus, or from veteran’s, organ. 
izations. 


JWT Trains 10 


On-the-job training has ad- 
vanced most swiftly in Chicago. 

The entire graphic arts industry 
has set up full apprentice pro- 
grams, most of which were filled 
to capacity before the end of 1945 
(AA, Jan. 14). 

Large mail order houses and 
State St. retail stores have be- 
gun training for all types of jobs, 
including advertising and window 
display. 

First agency to undertake a com- 
prenhensive plan was the Chicago 
office of J. Walter Thompson Com- 
pany, which began developing its 
present program last July. JWT 
employs 10 veteran trainees in the 
art, mechanical production, media, 
radio and traffic departments on a 
24-month plan, reserving the right 
to promote men to the professional 
grades in a shorter time as they 
develop. 

The Thompson program is su- 
pervised by an officer of the 
company who entered apprentice 
training with the agency 21 years 
ago, and is a logical extension of 
a system which has provided the 
agency with the bulk of its cre- 
ative personnel over a 30-year 
period. The quota was filled early 
in January. 

Foote, Cone & Belding now em- 
ploys seven trainees in Chicago. 
The firm has elected, however, to 
pay all of the trainees a “going 
wage” to start, rather than seek 
government aid for them. 


Shulton Increcises 


Its Canadian Drive 


Shulton (Canada) Ltd., for 
Early American Old Spice and 
Friendship’s Garden toiletries for 
women, Early American Old Spice 
for men and Leigh perfumes, has 
increased its Canadian advertising 
schedule for this spring and has 
added MacLean’s to the list for the 
men’s line. 

Large - space advertisements, 
with emphasis on color in the 21 
insertions, will appear in Canadian 
Home Journal, Canadian Pharma- 
ceutical Journal, Chatelaine, Mac- 
lean’s, Mayfair, Saturday Night 
and Star Weekly Rotogravure. 
A. J. Denne & Co. Ltd., Toronto, 
handles the account. 


Wisconsin Officials 
Scrutinize Gas Ads 

The Wisconsin department of 
agriculture has issued an order re- 
quiring gasoline dealers to com- 
pute octane content featured in 
advertisements by methods ap- 
proved by the American Society of 
Testing Materials. 

Louis M. Faber, executive secre- 
tary of the Retail Gasoline Deal- 
ers’ Association, said some dealers 
had been using a research method 
“that showed 6 to 10 points 
higher.” Advertising of “aviation 
gas” is banned by the order unless 
the product contains all character- 
istics required for use in airplanes, 
as well as the claim, “Contains 
components of 100 octane gas.” 


| 

‘Murphy Named A.M. 

| Edward V. Murphy, who joined 
the publishing company in Janu- 
| ary, 1945, has been appointed ad- 
| vertising director of the Arkansas 
Gazette, Little Rock, Ark. 


DONT MUTHLATE 


ee ~ 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza 
tion don’t cut them up. Route them to 
all departments and then use ow 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON'S CLIPPING BUREAU 
BUSINESS po FARM. ge SiN RAE 


221 N. LASALLE ST, CHICAGO 1. Ott 
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. The authoritative por- 
ayal of current events, without 
steria or prejudice, is the 
blication's greatest contribu- 
on to me." 


n Boucher, 
vertising Manager 
WAITAN PINEAPPLE COMPANY 


The TRANSITION PERIOD is still with us — 
and will be with us for a long time to come 
... new wage ceilings ... new price con- 
trols ... regulation of profits ... all 
these and many other problems are on 


Industry’s doorstep. 


Industry must know what Government 
is doing and is about todo. The impact 


of Government on Business is a fact. 


News of national affairs is required read- 


ing for key management men because 
they must watch closely what happens 
in Washington in order to make their cor- 


porate decisions intelligently. 


The United States News is the only magazine devoted entirely 


to reporting, analyzing and forecasting news of national affairs. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
* 

Daniel W. Ashley 


Vice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 


* The only publication of its kind * 
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PENALTIES 


PENAITIE 
Fer 


TELEPHONE 
HOGARTH 2426 


GEORGE W. MILLER 
President, Miller Homes Inc., and Director, 
National Association of Home Builders 


MILLER HOMES, INC. 
<Master- Built Homes 


13835 LIVERNO!IS AVENUE 


DETROIT 4. MICHIGAN 


RR 


December 29, 1945 


Mr. James M. Lange, Managing Editor 
Practical Builder 

59 E. Van Buren St. 

Chicago 5, Illinois 


Dear Jim: 


Replying to your request of December 11 asking my opinion of the Practical 
Builder, I could write you a very lengthy letter praising your publication 
to all of the various phases of home building 


for its practical approach 
- whether this be up-to-date planning; building materials, construction 
Despite the pe that these are matters of great 


methods; or what not. 
importance to the practical builder - and by that I mean the operative 
ised especially for your forward 


builder - your magazine should be pra 
looking and and progressive attitude toward the entire home-building picture. 


It is evident that the management of the Practical Builder has been and 
is thinking far in advance. You illustrated this attitude in your fight 
You have sounded 


against the fantastic claims for the post-war homes. 
prevent the socialization of housing. 


the warning in the great fight to 

Your attitude in this regard appears to me to be one almost of extreme 
eagerness to pry into the future, and after arriving at your own con~ 
clusions, fearlessly passing those conclusions on to your readers. 


I realize that a great deal of what you 
tine but, as we approach the great possibilities of 


marked as they 
known - I feel 
4s merelj; so impo 
the period holds 
and most nearly per 
deserves from uS- 
he home builders - in the 
ability in 

I am 


My sincerest hope for you - and for ourselves, t 
year to come is that you carry on to the very best of your 
this regard. With every best wish for your continued success, 


Very truly yours, 
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Read Letter on Opposite Page. It is Only One Among Thousands of 
Indications that in Every Building Emergency, the Thinking and Leader- 
ship of the Building Industry’s First Publication is Far, Far in Advance 


31-YEAR-OLD advertisement for Cadillac Cars, 

headlined “The Penalty of Leadership,” was 

recently acclaimed the finest single advertisement 
ever published. 


In those days, the “motor car” was still in diapers. 
Two groups of Detroit manufacturers, many of 
whose names are now forgotten, were jockeying 
for position. One group favored the four-cylinder 
engine. The other as loudly favored the Six. 


Cadillac blew the whole controversy wide open. 
Cadillac announced not a Four, not a Six, but an 
Eight! 


Shouts of derision echoed from coast to coast. 
Cadillac’s competition bitterly assailed such non- 
sense. The public listened, bewildered. Had 
Cadillac pulled one of the bonehead plays of all 
time ? 


Theodore F. MacManus, Cadillac advertising 
agent, locked himself in his office and wrote the 
finest advertisement of all time—the famous 
“Penalty of Leadership.” 


The rewards were not long in coming. Overnight, 
the public went over to the Cadillac Eight. The 
thinking of a whole industry was reversed. The 
detractors of Cadillac leadership were silenced. 


Many an American business leader, suffering the 
barbs of criticism for daring to plow new fur- 
rows, has read the Cadillac statement and from it 
has taken new courage. 


* * * * 


We ought to know. In the past, we have suffered 
the penalties of leadership. Today, we are reaping 
tho rewards. 


Fr years, while others were striving to perpetu- 
at. the false and old-fashioned notion that “‘only 
a ew thousand top builders do most of the build- 
in,” we have been pounding away at the truth: 
T at America’s building market is not just a 
h odful of big builders, not just the Cream of the 
C op, but every single one of America’s 100,000- 
%” 1 communities and its 6,500,000 farms. That it 
ti -es not 2, or 3, or even 30,000 builders, but 
1 ),000 builders, to do this country’s work. 


There were those—and there were plenty of them 
—who cried out against this kind of 8-cylinder 
leadership thinking. Today, publications con- 
cerned with the building industry have aban- 
doned the former “Cream of the Crop” dogma, 
and are going our way. Only to find that like 
Cadillac, we got there first. 


* * * * 


But that is only one case. There have been many, 
many others. 


Every modern innovation and trend we have in- 
troduced has first been ridiculed—only to be 
eventually copied, imitated or adopted. 


We fought for experience and common sense in 
high places, against irresponsible public state- 
ments by amateurs outside the building industry 
whose efforts could bring only inefficiency and 
confusion. We fought for a cooperative training 
program to fill the ranks of apprentices and 
skilled workers in the building trades. We fought 
for modernized building regulations, against 
restrictive practices and antiquated building 
codes. We fought for sound design and construc- 
tion, against futuristic dream-monstrosities 
which supposedly typified the postwar home. We 
fought for the building contractor and the build- 
ing material dealer whose business integrity, 
vision and practical know-how have built Amer- 
ica’s 39,000,000 homes and will build many mil- 
lions more. 


Today we are fighting in Washington, and every- 
where in America, to bring sanity and sense to 
the housing situation and spare the homeless 
veteran the misery which can follow in the wake 
of action based on political appeasement. We are 
fighting to lick the housing crisis in the only way 
it, or any other crisis—nylons, shirts, cars or steel 
—can be licked: By increasing production. By 
making building materials and equipment, and 
channeling them and Labor into housing first— 
instead of going off half-cocked with a series of 
temporary expedients which simply need more 
expedients to correct them. 


We have met every building emergency first. We 
have met them not with criticism but with action. 


From such acts come the rewards of leadership 
—like the letter on the opposite page and thou- 
sands like it in our files. 


* * * * 


Practical Builder’s circulation consists of the 
largest audience of builders who service the vast 
building market. 


Our editorial policy covers the whole broad field 
of light construction, up to and including the 
great operative builders. Not only building but 
home repairs and remodelling of farm houses, 
barns, and outbuildings, stores and garages, pub- 
lic buildings and additions thereto, small factories 
and factory repairs, schools, churches, bowling 
alleys, theatres, hospitals and institutions of all 
kinds. 


Our kind of builder might have built 5 homes per 
year before the war, and next year might build 
50—or 5,000 for that matter. He may specialize 
in homes or he may be ready, willing and able to 
take on any type of light construction, do a bang- 
up job, and use in every job the materials and 
equipment he knows best. 


TO SUM UP: We have built a fence around the 
58,000 most alert, most progressive, most action- 
minded builder-contractors and building material 
dealers in America. By-and-large, they are ours 
and ours alone. They can be yours as well— 
through the advertising pages of the world’s 
largest publication of its kind—Practical Builder, 
59 East Van Buren St., Chicago 5, Ill. 


\.BUILDER | 
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NTE: This advertisement is the exact “spread” size of Practical Builder—the only publication in the building field in which you can display your sales message 


in space as large as this. We are also publishers of Building Supply News, first among building material dealer publications and read by 12,255 retail home- 


bi oducts merchants and 33,088 of their key-men from coast to coast. 
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30% More for 30% Less 


Many serious indictments of 


Higher money wages, 


labor and labor leadership have} panied by equally higher money 


been voiced by business in recent} prices, 


make no economic con- 


months, but none has been more| tribution to anyone, beyond easing 
serious or more fundamental than| the load of debtors (including the 


the assertion made by Westing- 


| government) 


house in the ad answering “some | 


false and malicious charges”? which 
it published last week: That pro- 
duction per worker in its factories 
“is more than one-third less than 
prewar.” 

If this assertion is true, and if 
it continues to be true, the Ameri- 
can dream of more and more goods 
for more and more people at con- 
stantly decreasing real prices, is 
doomed beyond all hope of re- 
clamation. Thirty per cent more 
pay for 30 per cent less productive 
work does not spell prosperity, and 
least of all for the working man. 

Such a relation of pay and pro- 
ductivity can mean only one thing: 
A rising spiral of costs and prices 
which must inevitably result in de- 
creased production of goods and 
services, fewer jobs, smaller mar- 
kets for everything, and a decline 
in the standard of living. 

It is time all of us learned, once 
and for all, a few of the simpler 
economic axioms which no amount 
of tinkering, by government, by 
labor, by capital or by any com- 
bination of the three, can alter. In- 
cluded in this primary course 
should be these self-evident truths: 

There is a direct and basically 
inviolable connection between 
costs and prices. 

What each group and each indi- 
vidual gets out of the total eco- 
nomic pie can be no greater than 
individuals, 
collectively, put into that pie. 


what all groups and 


at the expense of 


those who possess liquid savings: | 


bonds, bank 
policies. 

A decline in productive ef- 
ficiency means a smaller economic 
pie, and a smaller segment of that 
smaller pie for every group and 
every individual. 

America has grown great ma- 
terially because, almost without a 
setback, its working force, both 
labor and managerial, has been 
able, with the aid of technological 


accounts, insurance 


advances, to turn out more and| 


more goods and services at a 
smaller and smaller cost in terms 
of human effort. Throughout the 
years and almost regardless of the 
price level, our goods and services 
have cost less and less in the real 
commodities of time, sweat and 
toil. 

If we are to go forward, the 
productivity of the American in- 
dustrial machine must continue to 
advance. Part of the responsi- 
bility for this advance lies with 
management and with capital, in 
making available the best and 
most efficient technological assist- 


ance. But at least an equal re- 
sponsibility rests with labor, to 


operate the equipment of industry 
at the highest possible standard of 
efficiency. 

Higher 
from 


real wages come only 
reducing costs. And costs 
can never be reduced if wages rise 
30% and production per manhour 
drops 30%. 


That Raleigh Advertising 


It has been the custom in the 
advertising field to inveigh against 
“that minor segment of advertising 
which is misleading, or in bad 


taste, or worse.” But since no 


one’s advertising is mentioned by 
name, it 


is conveniently easy for 


all of us to wrap our personal 
mantle of self-righteousness about 


us and utter pious condemnations 


of the bad, but never-identified 
company which is tearing down 
faith in all advertising. 

Perhaps it is time to name 
names, and to talk concretely, 
rather than abstractly, about ads 
that « advertising no good. The 
new Raleigh newspaper campaign 
earns the dubious honor of a men- 


tion here because, while it is by 
no means the worst advertising 
we have seen, it is a long way 
from being the best. 

Over the air, its theme of ‘No 
ither leading cigaret is safer to 
smoke! No other gives you less 
nicotine, less throat irritants,” is 
merely carnival mumbo-jumbo, in 
tradition. But 
when this slogan is translated into 
newspaper copy in which LESS 
NICOTINE LESS THROAT 
IRRITANTS stands out like a 
Powers model at a GAR reunion, 
while the 


the best cigaret 


remaining words get 
slightly tangled up with the lay- 
yut, there is a definite ‘possibility 


that some readers will be misled. 


accom. | 
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‘What About Us? 


Just one small detail 


prevents 
George Sall Metals 
(aluminum ingots, pig 
non-ferrous metals) 


this ad of 
Company 
lead, and 


from béing one of the really re-| 


markable ads of the month. It 


WHAT ABOUTUS? 


We Work for the George Sall Metals Co. 
at Westmoreland and Tulip Sts. 


We can't get to work and we can't afford 
to lose working time— 


We and many hunareds of thousands like 
us have our rights—but it seems no one 


cares a d.,.,. about them— 


We don't know whether the P. T. C. or 
the Union is right or wrong—we do know 
we are losing money that we can ill afford 
to lose. We know that no union or the 
P. T. C. will feed our families if we don't 
work—and we want to work—but we can’t 
~—because we have no means of transporta- 
tion! 


Any difference between reasonable peo- 
ple, can and should be settled — we the 
public should be considered—our rights are 
paramount because we are the public—-we 
should come first—but we don't. 


* * * 


Arbitration Is the Vehicle by Which 
Reasonable People Settle Their Differences 


$0 GET TOGETHER SO THAT WE CAN GET TO WORK 


THE EMPLOYEES OF 
TWE GEORGE SALL METALS COMPANY 
Menete: 


ran in three-column space in all 
Philadelphia newspapers during 
the recent transit strike, and you 
can probably read enough of it to 
get the idea. The small italic line 
at the very bottom, however, you 
probably can’t read—and that’s the 


one that makes the ad’s sockeroo'! 


punch a little less realistic than a 
movie haymaker. It says: “This 
ad paid for by the management of 
the George Salls Metals Company.” 


Promotion Tieup 

When Owens-Corning Fiberglas 
Corporation men speak of promo- 
tional tie-ins these days, they put 
more than the usual accent on the 
“tie.” The reason is that a con- 
siderable number of men in the 
appliance manufacturing, distrib- 
uting and dealer fields are cur- 
rently tying a Fiberglas tie around 
their necks—a gift from the com- 


h | city? 
| Wickliffe, 


pany to remind them of the value 
of Fiberglas as an appliance in- 
sulating material. The ties were 
made for Owens-Corning by Beau 
Brummel, of Fiberglas and rayon, 
and the decorative motif is sup- 


plied by refrigerators, stoves and | 


other appliances woven into the 
|cloth. The color scheme is a little 
iess vivid than your Ad-libber 
prefers, but a session or two with 
soft boiled eggs will probably fix 
| that. 


| Jottings 


We are now honorary members | 


|of 43 Sidewalk Superintendents 
|clubs. The latest two came from 


| Allen Thrasher of Ralph H. Jones 


| Company, on behalf of Cincinnati’s 
Plaza Terrace Hotel project, and 


} | from Sidney Strotz of NBC’s west- 


}ern division. Looks like the build- 
ing industry is beginning to pick 
up. . . 

| Want to buy an ancient buried 
Col. Fain White King of 
Ky., has a “unique 
archeological treasure site of 25 
acres” at the junction of the Mis- 
sissippi and Ohio rivers, which he 
| offered for sale via a business page 
}ad in the Chicago Tribune a few 
|days ago... 

Have strikes and stuff got you 
|down? You can relax now. Be- 
|}cause good Old Underoof is back, 
to take its place alongside or in 
front of Old Tennis Shoes, Old 
Gutstring, Old Overalls and the 
other 1,256 Old Bourbons... 

Our old pal Wilbur Foshay, Sa- 


lida, Colo.’s greatest booster, who | 


once sent us a mounted specimen 
of the rare fur-bearing trout, is 
now tickling our palate with offers 
of fresh Rocky Mountain rainbow 
trout by mail. Five for $5—25 for 
the cost of a war bond, and perfect 
delivery guaranteed. . 

At least 500 business executives 
in Washington should be prime 
prospects for that city’s newest 
advertising agency. At home and 
at the office, they received pack- 
ages bearing the legend “A record 
that speaks for itself,” containing 
a 6%-inch fiber recording—with 
only a phone number and the in- 
itials I.T.C. thereon. Nearby radio 
and music stores and home phono- 
graphs revealed the voice of Russ 
Hodges, sportscaster, announcing 
the formation of the I. T. Cohen 
Advertising Agency—probably the 
first spoken commercial written by 
an agency about itself. . . 


The following documents 1 ay 
be secured without charge f1 .m 


companies sponsoring them, 06, 
through ADVERTISING AGE, by | ny 
national advertiser or advertis ng 
agency executive writing on his 
business letterhead. Address _\p- 
VERTISING AGE, 100 E. Ohio 3t. 
Chicago 11, IIl. 


No. 2615. The Market for Men's 
Clothing and Furnishings «nd 
How to Peneirate It with Your 
Selling Story. 

| The men’s wear market—$3,350,- 
|000,000 a year distributed through 
| 70,549 retail outlets—is analyzed 
|in this booklet, which has been 
|}issued by the Fairchild publica- 
tion, Men’s Wear, now appearing 
‘in new format with redesigned 
typography. The publication’s new 
circulation guarantee is empha- 
sized, and a chart shows how its 
|retail distribution parallels sales 
volume of men’s clothing and fur- 
nishings throughout the country 


No. 2616. How Transitads Are 
| Used in the South. 

Some 331 car cards Classified 
|for handy reference, under 21 ma- 
|jor business classifications, ar 
illustrated in this book, issued by 
National Transitads to show the 
varied techniques used by adver- 
tisers and agencies in southern 
markets. A special section present: 
the complete card campaigns of 15 
successful advertisers in the South 


No. 2617. Minnesota Newspapers. 
The Minnesota Editorial As- 
sociation tells all, or practically 
all about the newspapers of th: 
state in this rate and data book 
which covers daily, weekly, for- 
eign language, labor and Negr 
newspapers. Tabulations include 
population figures, rates, circula- 
tion and mechanical requirements; 
a map shows locatiOns by counties 
land the text describes various 
|services of the association. 


No. 2618. Sales Tell the Story. 
House Beautiful, in this book- 
let, displays the evidence of sales 
success through the use of the 
magazine’s window shopping sec- 
tion. Pages show typical advertise- 
ments for a variety of merchan- 
dise, from furniture to jewelry and 
wearables, with corresponding re- 
ports on the success of the ads. 


No. 2600. Copy Testing Plan. 

Details on the Grit plan [0! 
testing up to four advertisements 
in one issue are contained in this 
new folder, issued by the publica- 
tion. The folder shows examp'es 
of such .tests, mechanical require- 
ments and a list of advertisers \s- 
ing the service. 


No. 2610. Grocery Products S¢ 
in the Pittsburgh Market. 
Three maps indicating groce:) 
| products distribution in the Pi‘ s- 
burgh area highlight this folc 
issued by the Pittsburgh Press. ( né 
shows the territory covered ») 
wholesale grocers, the seco d 
chain store locations controlled ») 
Pittsburgh, and the third, the g: °- 

ery products marketing a 
wholesale and retail combined. A 
table provides market facts, »! 
state and county, about the Pi >- 
burgh food area. 


No. 2612. Soundings. 

Newsweek has issued this re} 
of a readership survey made | 
U. S. Navy pharmacist’s mate 
part of a course in advanced n 
ket research offered by the An 
Forces Institute. The report sh: 
which of the crew in each é 
group read Newsweek, per cen' 
readers in each classification 
service length, and other infor! 
tion. 
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Advances Frank 


Albert A. Frank, general sales 
manager of the Ward LaFrance 
truck division of Great American 
Industries, Elmira, N. Y., has been 
appointed vice-president of Great 
American Industries and general 
manager of Ward LaFrance truck 
division. 


Other executive appointments 
include E. M. Horfle, general sales 
manager; C. W. Wiley, domestic 


sales manager, and R. I. Harmon, 
export sales manager. 


‘Airline Names Williams 
Harvey L. Williams, whose avia- 

tion activities started during World 

War I, has been elected executive 


vice-president of Chicago and 
Southern Air Lines, Memphis, 
Tenn. 


Appoints Whitworth 

John J. Whitworth has been ap- 
pointed national director of sales 
of the Rand-Williams Mfg. Com- 
pany, New York. 


lage jem Circulation Coverage is your guarantee 
of improved cash register returns. 


In the CHICAGO DEFENDER, intimate messages 


ices are carried into over 


on your product or serv 


200,000 homes. 


For Results— 
Schedule the CHI 


in your new a 


Member Audit Bureau of Circulation 


Write for 
GEORGE T. HOPEWELL 
NEW YORK OFFICE: I0/ Park Ave. 


CAGO DEFENDER 
dvertising budget. 


information: 
, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


Rumors of U. S. 


| 
| 


Paper Hoards Fly; 
Need Confirmation 


Washington, Feb. 20.—The print 
paper situation is getting tighter 
and tighter. 

At the same time there are 
rumors here and throughout the 
paper trade that vast stocks of 
usable paper, which might greatly 
ease the immediate shortage, are 
piled up in government ware- 
houses. 

So far, no one has been able to 
authenticate these rumors to a 
point where action can be secured. 
Therefore, ADVERTISING AGE in- 
vites its readers to supply what- 
ever factual data they may have 
on this situation, so that appro- 
priate investigation may be made 
and action instigated if the rumors 
prove valid. 


~ 


Advertising Age, February 25, } 34 


Here in Washington the avail-| 


able information on the paper sit- 
uation ‘is rapidly deteriorating, 
largely because both military and 
civilian organizations concerned 
with paper are being demobilized 
so rapidly that records cannot be 
kept up to date, The Printing In- 
dustry Association, for example, 
has checked on the various rumors 
of government paper stockpiles 
which have been coming in from 
the trade, but thus far has had 
no success in pinning down any 
specific data. 


Government Surplus Tight 


Government units involved in 
surplus property disposal have 
very little paper to sell except at 
one or two local offices, and no 
details of these sales are available 
here. Moreover, the Army and 
Navy apparenty do not have the 
slightest idea of how much paper 
they have, or where it is. And the 
paper division of Civilian Produc- 
tion Administration likewise pro- 
fesses to have no idea of govern- 
ment stocks. 


4-Color 


ads 


This is what top-flight industrial pictures should be, 


and this is precisely what they are when we produce them with our fabulous 


full color methods. We are color specialists, recognized leaders in our field. 


Frankly, no finer films are being made today. 


Ask for our informative brochure: “A Primer 


for Sponsors,” and arrange to see our pictures 


at your convenience. 


135 W. 52 St., New York 19, N.Y. - Plaza 3-2800 


Jonuary Feature Releases 


- National -ddeerlisers 


“FIT & 


FAIR" 


(20 min.) 
“AGE OF PRECISION" 
(28 min.) 
“HIGHWAY TO PRODUCTION" 


(30 min.) 


“FLAMEFOIL-CANVAS PROTECTION" 
(30 min.) 


Films for Industry, Inc. 


eS petaes 


Both military and CPA rec rq 
|are admittedly now inadequate ], 
|the case of the military, loss 9; 
| Manpower is said to have beer gy 
‘rapid that competent keeping 4; 
‘records has been impossible. |p 
the case of the CPA paper 4d yj. 
sion, the replacement of all pane 
on a free market has led to p: ac. 
tical elimination of the divisio:. 


CPA Staffs Inadequate 


There are now only seven pec ple 
at CPA handling paper, incluc ing 
Col. J. Hale Steinman, the direc. 
tor, who is returning to pri\ ate 
life next week, and whose p)! ice 
will be filled for the next 60 days 
by Carroll Hanson, on leave from 
the Audit Bureau of Circulations, 
who has spent the past three year; 
in Washington, administering 
paper orders. 

Of the seven CPA paper staff 
people, three are enforcing the 
newsprint inventory order, the 
only regulation which is still be- 
ing administered, and three are 
helping veterans who want to buy 
printing presses. The newsprint 
inventory regulation is expected 
to go out the window within the 
next 60 days, leaving the division 
with no regulatory work of any 
kind. As one person puts it: “The 
users of paper wanted the orders 
lifted, and they have been lifted. 
Now everyone is going home to 
make more money.” 


Real Information Needed 


It is reported on good authority 
here that Rep. Clarence Brown, 
the moving spirit of the House 
paper committee, has been ap- 
proached to make a study of gov- 
ernment paper hoarding and has 
|refused to touch it, insisting that 
|current shortages will work them- 
|selves out. 

If there is serious paper hoard- 
ing by government agencies, it 
seems certain that no one in gov- 
ernment knows it. It seems equally 
|certain that nothing much can be 
done about it unless and until 
some one comes up with some 
specific information to back up 
the rumors and enable interested 
|parties to go to government agen- 
icies and ask them “How come?” 


To Chambers & Wiswell 


Minshall-Estey Organ, Inc. 
Vt., has appointed 
|Chambers & Wiswell, Boston, to 
handle its advertising. A cam- 
paign in leading magazines is 
| planned to begin after July 1, 
featuring a new electronic organ. 


| Brattleboro, 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 


—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N. 
BArclay 7-5371 3 
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PAs 


The Sign of the Gun Smith 


drew gentry, squire and “Sports Men with Doggs train’d up for 
fowling,” to purchase “Shot Guns, straight Rifles, Cocking-pieces, 

and Fuzees which hath gained the Approbation of the best Judges 

within the three Provinces” ... and for shot “well siz’d, not too big, nor 


too small, of strength sufficient to do Execution on a large Fowl...’ 


LIKE THE GENTLEMAN GUNNER, the newspaper editor beats the brush 
for hidden headlines, bird-dogs the news breaks, courses the 
covered into the clear, sets sights on the secret, aims at events 
on the wing, fires point blank at fraud, matches shot-size 
with story significance, brings the public a daily bag of happenings, 
choice in its currency. With a trigger finger that itches at any 
tampering with the public weal, and a double-barreled honesty, he 


is recognized and respected as a straight shooter. 


ApverTISERS of careful aim, in Philadelphia preserve gunpowder 
and avoid scattershot, by concentrating on the Inquirer’s rich covey 
of 575,000 choice customers. The reports of successful users 


(echoed in Media Records) point up the wisdom of hunting in a 


major market with a Bang, not a Blank... 
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The Philadelphia Mrquirer 


Tho. Palmer, Gun Smith on Market Street, 
from the Pennsylvania Gazette, 1774. 
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16 
Three Name Mace | 


Johnson Farm Equipment Com- | 
pany, Streator, Ill., Baughman 
Mfg. Company, Jerseyville, II1., 
and Paul J. Hagerty Equipment| 
Company, Peoria, Ill., have named | 
Mace Advertising Agency, Peoria, | 
to handle their advertising. 


| 

———— | 

. 

Plans to Build Plant | 

American Home Foods plans to) 

construct a $1,000,000 baby food 

processing plant in Elkhart, Ind., 

shortly. The new plant will be) 

patterned after the company’s 

Rochester, N. Y., and San Jose, 
Cal., plants. 


Joins Glasser-Gailey 

Muriel Wright, formerly with 
Young & Rubicam, Toronto, and 
previously advertising manager of 
T. Eaton Company, Ottawa, has) 


Study Shows U. S. 
Airline User Now 
One of ‘Masses’ 


Los Angeles, Feb. 20.—The air- 
lines of America are no longer 
“class market” conveyances, a 


|study made by Franklin S. Allen, 


western manager of The American 
Weekly, has revealed. Mr. Allen 
also told ADVERTISING AGE that he 
believes commercial airlines in 
this country will have 600% more 


‘carrying capacity by 1947 than 
ithey had in 1945. 


The study was made following 


joined Glasser-Gailey & Co., Los|@ remark by an aircraft industry 
Angeles, as fashion director. spokesman that ‘successful busi- 


GIBBONS KNOWS CANADA 


AOVERTISING 


J.J. GIBBO 


SAY STREET. 
WINNIPEG 


TORONTO MONTREAL 


NS LTD. 


REGINA 


MERCHANDISING 


CALGARY EDMONTON VANCOUVER 


ness men were air transportation’s 
clientele.” Mr. Allen disagreed 
with the statement, and set about 
to prove air travel is now a “mass 
market” business. 

Mr. Allen first asked TWA for a 
list of all the Los Angeles people 
which it had flown out of the city 
during one week. The airline 
eliminated all servicemen and pro- 
vided home addresses of the cli- 
ents. Mr. Allen then had photo- 
graphs taken of the homes of 99 
passengers. The pictures reveal 
that 63 of the passengers live in 
“very modest homes or bungalows, 
practically all of them in the mass 
neighborhoods.” 


Few Deluxe Homes 


Other figures: Only 13 of the 
homes were in “deluxe” neighbor- 
hoods, “the type of homes that the 
aircraft industry is prone to think 
‘of as its market;”’ nine live in 
apartment houses, “most of which 
are in very ordinary neighbor- 
hoods;” 14 live in multiple-family 
homes, ‘very definitely bordering 


on, or in the mass _ neighbor- 


|hoods;” 


Advertising Age, February 25, 1 


and of the 63 modest 
homes or bungalows, “23% are on 
the back of a lot, several over 
garages. One is a boarding house.” 

Declaring that his survey shows 
the airplane industry is not fully 
conscious of its potential market, 
Mr. Allen says, “In the history of 
nearly every new industry there 
has been a lag between the de- 
velopment and the general accept- 
ance of the idea by the millions— 
and during the lag, the pioneers, 
the developers, usually lose out to 
those who later learn how to sell 
the millions.” 


Cites Other Lost Chances 


In warning the industry that it 
must develop a broader commer- 
cial airplane travel market 
“quickly, or the forward progress | 


> rt 
——. 


too late for most of the pion. e, 
automobile factories,’ he seid 
“Only about a dozen of the 1, 


j;automobile manufacturers ha ‘. 


survived. 

“For years the electric refr ; 
erator was regarded as a ‘cli sy’ 
commodity, and the industry s |q 
only 20,000 to 40,000 and 100, 
boxes a year. Then automot ve 
executives and other people vy 
understood the mass market ot 
into the refrigerator business, ; 
the sales zoomed to 2,000,000 bo 
in 1937, with most of the progres 


made during a_ depression, 
with mass media carrying the «d- 
vertising load. 
Incomes Move Upward 
“In 1936 the National Resources 


Committee reported that half of 


of America’s airplane industry will | all refrigerators were sold to fami- 
be very definitely slowed down,” | lies whose income in that year was 
Mr. Allen cited the lag in the auto- Under $2,000. In 1936 only 79),- 
mobile and electric refrigerator 000 families reported incomes over 
industries as examples of neglect- | $5,000—today 4,500,000 families are 
in that bracket,’”’ Mr. Allen said 


ed opportunities. 
“The real development of the| 
mass market for automobiles came | 


IN 


... AND THAT’S HOW 


“SALUTE” 


Some of us who had helped to echo the 
voice of our fellow GI's in the pages of 
YANK and STARS AND STRIPES, now 
felt that something ought to be done to 
continue that voice of the GI, now turned 
veteran and civilian. Word spread around 
and soon we were fairly swamped with 
requests from other ex-GI’s who liked the 
idea of SALUTE well enough to want to 
become a part of the magazine. 


Before long a staff was formed, and with 
it an editorial policy intended to parallel 
completely the interests of the veteran. 


SALUTE will reflect the veteran’s sense 
of humor in cartoons by such ex-Gl’s as 
Tom Flannery. SALUTE will reflect the 
vet's experiences and adventures with yarns 
by such veterans as Marion Hargrove, Irwin 
Shaw, and Walter Bernstein. Last but not 
least, SALUTE wants to reflect the veteran's 
opinions, voice his rights 
LUTE does not want to become his organ- 


izer. SALUTE will stay 


pendent, free of all party and organizational 
lines, as in that way, and in that way a/one 
can it best serve the veteran. 

In addition to an editorial policy, there 
were dozens of other problems that had to 


be met before SALUTE 
bow. Conferences with 
men, typographers, and 


before we could say to you, with more than 
a bit of pride: “We're all set!’ The first 
issue of SALUTE will hit the stands on 
March 10th with a bang that we hope 


WAS BORN 


“ mass-market an 
-and yet SA- 


completely inde- 


could make its 
printers, layout 
space reps — all 


will echo across the nation. 


The Editors of SALUTE 


edition Yank 
CHARLES BRAND 
Art ed. E.T.O. 


edition Yank 
HARRY SIONS 
Feature ed. Y 
Medit. edition 


ank 


antee of 300,000 


STEP WITH G. Il. RECONVERSION 


OUR PROBLEM WAS TO PUT “YANK” 
IN “CIVVIES” 


SALUTE’S Who's Who 
(from left to right) 
DAVE GOLDING 
Mng. ed. Medit. 
Stars & Stripes 
D. L. HORNER 
Mng. ed. British 


SALUTE and Eleven Million Veterans... 
The Perfect Media for Your Richest Market 


There’s no question of the value of the veteran’s purchasing power. It’s a rich 


America’s most decisive market. Sell the veteran and you sell 


NEW YORK 


“Leyerett:s. Gli 
-Cyvere?rtrT sa at. 


everybody. Capture and sell it in one large bloc at profitable low milline rates 
through the interest-packed pages of SALUTE. Starting with a circulation guar- 
- print orders will be increased with each issue to meet the 
growing demand of over eleven million vets. Fore-sighted, far-sighted advertisers 
and space buyers are covering themselves with long term insertion orders at the 
initial 300,000 circulation rate. They recognize it as a “ground floor” buy that 
will zoom to sky-scraper proportions as word gets around. Hop on the SALUTE 
bandwagon. There are some choice positions still available in coming issues. 
For rates and information, phone or air mail the nearest SALUTE office. 


NATIONAL PUBLISHERS’ REPRESENTATIVES, INC. 
CHICAGO 
59 E. Van Buren St. Wabash 0152 


LOS ANGELES 


114 E. 47th St. Plaza 3-5173 610 S. Broadway Mutual 2161 


To illustrate the amazing breadth 
of today’s market for millions of 
high-price units, Mr. Allen gives 
the report by Dr. Daniel Starch on 
The American Weekly, whose 8.- 
250,000 circulation is read in 4,350.,- 


000 homes where the income ex- 
_ceeds $3,000... “the bracket that 
/is supposed to buy the Cadillacs, 


Buicks and Oldsmobiles.” 

Other facts Mr. Allen’s survey 
revealed: The market for air trans- 
portation today is the same mass 
market that the automobile and 


‘refrigerator industries cater to; the 


airplane business today is a metro- 
politan business; small towns on 
the present lines do not provide 
enough traffic to hold much hope 
for the importance of small-town, 
rural feeder lines, and “the coun- 
try is definitely air-minded.” 


Bendix Names Two 


Anthony E. Cascino, former) 
with the OPA in Washington as 
branch economist and prior to that 
instructor in economics at North- 
western University, Evanston, I11.., 
has been appointed head of market 
research and statistics of Bendix 
Home Appliances, South Bend, 
Ind. George T. Wrasse, recently 
released from the Navy, has re- 
turned to Bendix as assistant ex- 
port manager. 


Ajax-Doret to Denne 


A. J. Denne & Co., Toronto, has 
been named to handle the adver- 
tising of Ajax-Doret Metal Prod- 


ucts, Toronto. 
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BOX OFFICE 


in 1944 


Buffalo's largest group 
of theatres 
placed 


54.4% 


of their space 
in the 


BUFFALO 
COURIER-EXPRESS 


For “box office” 
results — 


the Courier-Express 
Delivers the Goods! 


ber Syne. 


BUFFALO'S ON 
MORNING & SUNDAY NEWSPAP! 
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WCETT DISTRIBUTING ON 


is|now the largest independent distributor in the United States 


What does this mean... ? 


Find out how Fawcett can help you boost newsstand sales and 


cut down returns. Write or call Roscoe K. Fawcett now — 
Fawcett Distributing Corporation, Greenwich, Connecticut. 
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The Class Magazine 


Perfumesand Cosmetics 


BEAUTY FASHION 
101 W. 31 St., New York 1 
Also publishers of Drug and Cosmetic Industry 


Swift Conducts Sampling 


Test for Its Cleanser 


Swift & Co., Chicago, is con- 
ducting a door-to-door sampling 
test for its Swift household 
cleanser in Chicago and Mil- 
waukee, where housewives are be- 
ing given a package of cleanser 
and a coupon. The coupon en- 
titles them to one free package 
with the purchase of another 
package of the cleanser at their 
grocery store. 

No advertising is being done 
especially in connection with the 
sampling. 


Joins Pershall Agency 

Mrs. Maxine Inlander, formerly 
fashion copy writer for Mandel 
Brothers and associated with agen- 
cies in Dallas and Houston, has 
joined the copy staff of J. R. Per- 
shall Company, Chicago agency. 


Advertising Age, 


Rollins Appoints Two 


Rollins Hosiery Mills, Inc., Des 
Moines, has appointed Walter J. 
Lehmann, under special assign- 
ment with the Norden Company 
during the war, as sales manager. 
Thomas V. Nolan, following serv- 
ice with the Navy, has been named 
sales representative of the eastern 
division, with headquarters in 
New York. 


Opens N. Y. Cfifices 


United Productions of America, 
which specializes in animated 
cartoon films, has opened eastern 
offices at 1 E. 57th St., New York, 
under the direction of Max E. 
Youngstein, who will be in charge 
of national sales, advertising and 
publicity. The company plans to 
produce feature length films and 
short subjects for both 35mm and 
16mm use. 


70 million 


Sales Opportunities 
At the Gas Pumps Each Month! 


f 


SUPER SERVICE STATION Magazine, 
founded in 1929, is published monthly, 
in standard 7" x 10” print page size, 


for owners and managers of independ- 
ent super service stations. Its 59,000 
controlled circulation also embraces 
key individuals in the marketing branch 
of the petroleum industry responsible 
for station operation, and TBA mer- 


chandising activities. 


THE NUMBER OnE 
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a ACC ESSORIES 


GREAS SING “. sitive 


IMAGINE what it would mean to other retail businesses, for 


instance a department store, if customers brought their ward- 
robes with them so that an unhampered inspection could be 


made to determine actual needs. 


Yet, this is exactly what 


happens every time a car Owner stops at a gasoline station to 
buy gas. He is exposed to a sale. 


Today the readers of SUPER SERVICE STATION Magazine 
have more than 70 million customer contacts at their gas 
pumps each month. Arrange to capitalize on these contacts by 
influencing the operators through consistent advertising in 


SUPER SERVICE STATION Magazine. It is the No. 1 book 


in its field. 


THE IRVING-CLOUD PUBLISHING COMPANY 


435 North Michigan Avenue, Chicago 11, Illinois 


420 Lexington Avenue, 


86o°O K 


New York City 17... 


Leader Building, Cleveland 14 


Also publishers of JOBBER TOPICS, the automotive jobber's ‘‘Bible.“’ 


SUPER SERVICE STATION 


THE GAS em SY 


ebruary 25, 1°4% 


James Egan Quits 
‘Times’ to Join 
‘Toledo Blade’ 


New York, Feb. 19.—Paul Block 
Jr., publisher of the Toledo Blade, 
has announced the appointmen: of 
James W. Evan 
Jr., for the past 
four years ad. 
vertising man. 
ager of the Ney 
York Times, as 
vice - president 
and advertising 
director of the 
Blade. 

Mr. Egan 
joined the 

J. W. Egan Jr. Times after 
serving since 1932 as assistant gen- 
eral manager of the Hearst news- 
papers and advertising director of 
the New York Mirror. He has long 
been active in the Newspaper Ad- 
vertising Executives Association, 
of which he is a director. 

At one time he was associated 
in the advertising agency field in 
Chicago with his father. Mr. Egan 
Sr., now retired, was for 30 years 
vice - president of the McJunkin 
Company, and at one time five of 
his children were in various 
branches of the advertising busi- 
ness. 


Solfred Names Bayard 
for New Dispenser 


Solfred Mfg. Company, Glendale, 
Cal., has appointed Jere Bayard & 
Associates, Los Angeles, to handle 
advertising for its new Micro- 
Master Automatic Dispenser, a dis- 
infecting appliance that eliminates 
the human element in sterilization 
of glassware and dishes. 

Plans call for the expenditure of 
$100,000 on advertising this year. 
Trade publications and direct mail 
will be used. 


To extol a small circu- 


lation above a great cir- 
culation is as illogical 
as it would be for a 
general to pride him- 
self on a lack of troops 
. . » Numbers are the 


first secret of victory. 
\, ——— oa 
{Dd 


Editor and Publisher 


TIMES-HERALD 

The STAR. . . 
The POST . . . 168,345 
The NEWS. . . 105,231 


as of September 30, 1945 


Times Herat 


WASHINGTON, 


243,902 
207,859 


National Deities 
GEO. A. McDEVITT CO. 
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WHERES 


| FN EW | HOUSEWARES DISTRIBUT 


NOTE:— “No, this is not a big city department store, but the show room of Long-Bell Lumber Company, Longview, Washington (population 12,000), a reader of BUILDING SUPPLY NEWS.” 


—Yes, 25,000 New Retail Outlets for Everything 


from a Flashlight to a Fly-swatter 


A Vhat! Merchandise fly-swatters, flashlights, 
nd a thousand-and-one other housewares 


roducts and appliances through a “lumber 


"Ircu- rar 


P d’’? 
xactly! In fact, that is just what plenty of 


gical jmart manufacturers are starting to do right 
‘or a Ow. 
him- t is one of the most amazing of all the stories 
oops 0 come out of postwar reconversion, and it 
h potlights the tremendous shifts and trends in 
e the merica’s changing postwar distribution pic- 
story. ure, 
Ve have been following this one trend for 
— ears. We fostered it, long before World War II 
—— (Bas even underway. 
v7 ‘01. see, lumber and building material dealers 
0 onger handle merely the products their 
3.902 ane implies. They no longer limit their stocks 
7859 0! imber, wallboard, roofing and siding, insu- 
8345 ation, and other typical building products. 
15,231 ik» the modern postwar drug store, these 
1945 ea ers now handle hundreds of other items 
00 -because they have found that they can 
_ |[Pel "hese other items like hot-cakes. 
tral Ve made a nationwide survey, to find out just 
c vn t they have been doing. 
r CO. V ‘ound that today, these so-called “lumber and 


' ling material dealers’ are actually one-stop, 


-and-carry, over-the-counter retail outlets for 
st everything used to build and equip a home. 


And here is the top set of facts our survey un- 
covered: Exactly 17,150 of these dealers plan 
to spend $124,887,560 to remodel or build new 
yards, stores or offices, containing beautiful, 
modern display rooms worthy of any depart- 
ment store. THEY ARE GOING TO SELL 
ELECTRIC APPLIANCES, RADIOS, 
ELECTRICAL SUPPLIES, LINOLEUM, 
TOOLS, AND A HOST OF HOUSEWARES 
LINES THEY NEVER HANDLED BE- 
FORE. AND GET THIS: ELECTRIC 
HOME APPLIANCES HEAD THE LIST. 


* * * 


To the new, beautifully planned showrooms 
of these lumber and building material dealers 
will come the fastest-buying home-owners in 
America—with the ready money and the state- 
of-mind to equip their postwar homes with 
everything new—or to completely renovate, 
from top to bottom, the homes they already 
own. * * * 


Remember, the lumber and building material 
dealer gets the new home or remodeling pros- 
pect FIRST. He’s in on the ground floor of the 
sales. 


Building Suppry 


(Also publishers of Practical Builder) 


1S YOUR PRODUCT LISTED HERE? CHECK BELOW: 
O Wire = oods 


ELECTRICAL APPLIANCES 
() Scree 


O Fans oO Ventilators 
Q) Sun Lamps O Enclosures 1 
O Heating Devices O Awnings 
} Electric Heaters 


MAJOR APPLIANCES 
(gas, electric and coal, etc.) 


) Lighting Fixtures 
O ba Glosmese 
NGS O) Washing Machines 
FLOOR COVER! O Ironing Machines 
9 Linoleum QO) Dryers 
Hard Surface Linoleum O Refrigerators 
) Freezers 
() Oil Burners 
) Portable and installation type Air 


LAMP DEPARTMENT 


home laundry 
i] 


HOUSEWARES DEPARTMENT 


Conditioning Units 
O Kitchen Cabinets © Electric Cooking Ranges 
}) Unpainted Furniture ) Gas Ranges 
} Unpainted Book Shelves () Gas Water Heaters 


} Cedar Chests 
) Bathroom Fixtures 
)} Paints and Brushes 


WALLPAPER 


News 


59 East Van Buren Street, Chicago 5, Ill. = 


Among America’s leading lumber and building 
material dealers, Building Supply News is first 
in advertising volume, editorial influence, and 
leadership. 


Circulation is 12,255 ABC, each a lumber and 
building material dealer —7 % of whom are 
located in towns of less than 25,000 population. 


What’s more, these primary dealer-readers 
route their copies to key employees, for a total 
of 33,088 extra readers per month. 


Yet a 12-page black-and-white program in 
Building Supply News still costs only $2,280. 


Little enough to get your product displayed and 
sold in the fastest-selling retail 
outlets America has ever seen. 
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Chicago Stores 


Resume Deliveries 


In full and half-page newspaper 
advertisements, Marshall Field &| 
Co. and Carson Pirie Scott & Co.,| 
Chicago, last week announced re-| 
sumption of prewar daily delivery | 
service to customers within a 35-| 
mile radius. The ads ask customers | 
to continue to carry small pack- 
ages, but stress that the stores 
have resumed a “traditional” serv- | 
ice. 

Next-day service, free delivery | 
by parcel post to those not on a} 
regular route, no size or weight | 
restrictions, pick-up service, fur- | 
niture delivery and special pack- 
ing are among the services Fields 
offers. The service by both stores 
fegan Feb. 18. 


Maurer Opens Office 


Fred Maurer has resigned as 
vice-president and director of Al- 
len V. Smith, Inc., Marcellus Falls, 
N. Y., to open an office in Syra- 
cuse, N. Y., where he will repre- 
sent manufacturers of grocery and 
related items. The firm, Maurer 
Sales Company, is located at 606 


NBC Speakers Set 
for CFAC Talks 


Three National Broadcasting 
Company executives will address 
sessions of the Chicago Federated 
Advertising Club’s’ advertising 
school, Feb. 28, March 4 and 11. 
The discussions will be held at the 
NBC Chicago studios in the Mer- 
chandise Mart. 

William Murphy, NBC central 
division continuity editor, will 
discuss script writing; Paul Mc- 
Clure, central division sales man- 
ager, will talk on measurements 
and costs of radio advertising, and 
Jules Herbuveaux, program man- 
ager of the division, will describe 
the building of shows. In a fourth 
session, March 7, Gail Blocki of 
John Blair & Co, will speak on 
buying and selling of spot radio 
time. 


Schwartz Names Ellis 


Schwartz Jewelry Company, 
Buffalo, N. Y., ring manufacturer, 
has named Ellis Advertising Com- 
pany, Buffalo, to direct its adver- 
tising. Business papers, magazines 
and direct mail to dealers will be 


Safeway Buying 
Plan Nets Chain 
18 New Products 


Oakland, Cal., Feb. 19.— Safe- 
way Stores stocked 78 new prod- 
ucts during the last quarter of 
1945 as a result of its policy of as- 
sisting manufacturers and proces- 
sors in the placement of new prod- 
ucts, according to a report now 
being distributed. 

At the beginning of March last 
year Safeway startled the food in- 
dustry by announcing a “clarifica- 
tion” in its buying policy whereby 
any manufacturer, regardless of 
size, who was making a product 
“which met required grade stand- 
ards,’ would have an opportunity 
to get the product placed in Safe- 
way stores. 

Records were not kept on the 


is 
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1945, but at that time manufac-| 
turers were required to submit} 
their requests in writing and Safe- | 
way buyers were required to dis- | 
pose of these requests in writing. | 
As a result, complete records for | 
the last 1945 quarter for Safeway 
divisions at Butte, Denver, New 
York and Phoenix are available. | 
These show that 279 such re-| 
quests were received, of which 78, | 
or 28%, were accepted and the) 
products stocked, 


Why Others Were Rejected 


Of the 201 requests which were 
rejected, 115 were rejected because 
Safeway was already stocking ade- 
quate supplies of similar prod- 
ucts; 24 were items foreign to Safe- 
way business and unsuitable for 
sale in its stores; 21 were items of 
limited demand, and 9 were re- 
jected because they retailed at a 
price much higher than price levels 
acceptable to Safeway patrons. 

The statement of buying policy 
issued by Safeway last year was 
particularly significant because it 


Wilson building, Syracuse. 


employed. 


operation until the last quarter of 


informed buyers that “recognized 
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No. 2 


Official News of the Continuing Study of Transportation Advertising 


Feprt vary, 1946 


Top CAR-CARD AD READ BY 34, OF 


CAN YOU PICK THE WINNING AD? 


‘The three cards reproduced below were the 
winners in the Cleveland study—but they 
were all in the 30% bracket. (All cards ap- 
peared in full color.) The best produced 
291,000 readers; the second, 271,000 read- 
ers; the third, 254,000 readers. Try your 
luck. (Answers below.) 


PAUL 
JONES 


WHISKEY 


Shee f to the girt 


with color-bright hairt 


MARCHANDS 
<> 


_—— a 


WINNERS: 


The winning ad in Cleveland, with a record 
of attracting 34°. of all Cleveland adults 
as readers, was the Paul Jones card. Num- 
ber 2, with 32% readership, was the Alka- 
Seltzer strip. (Alka-Seltzer had not used 
transportation ads in Cleveland for several 
years.) Number 3, with 30° readership, 
was Marchand's triple-threat display. 
Marchand’s and Paul Jones are regular ad- 
vertisers in Cleveland transit vehicles. The 
average cost per 1000 readers for these 
three winners was $2.03! 


MITCHELL, McCANDLESS | siv0 wo 
& KLAUS 


GUARDIAN BUILDING 


CLEVELAND 14, OHIO 


ALL CLEVELAND ADULTS 


Latest Transportation-Advertising Study by A.R.F. Shows 
77% of Cleveland Adults Ride Transit Vehicles 


IGH readership of Transportation 
Advertising in Cleveland by im- 
portant segments of the adult popu- 
lation was forcefully demonstrated 
when Study No. 4 of the Continuing 
Study of Transportation Advertising 
was released early in November by 
the Advertising Research Founda- 
tion (jointly operated by AAAA & 
ANA). 


Leading ads produced readers total- 
ling as high as 34% of the adult pop- 
ulation (15 and over) of the Cleveland 
area. The average ad produced 21% 
readership, with a cost per thousand 
readers of only $2.94. 


Additional Data 


Detailed breakdowns of the riding 
habits and character of the riding 
audience are given in the 24-page 
brochure describing the Study. It 
shows that 77% of all Cleveland adults 
ride the transit system (69% of all 
men, and 84% of all women). 86% of 
the 15-29 age group are riders, as are 
76% of the 30-44 age group, and 71% 
of the people of 45 and over. Riding 
by various’ income groups varies be- 
tween 75% and 80%. The average 
length of ride is 29 minutes. 

The Continuing Study provides the 
most complete information obtainable 


NAME 


POSITION. 


MEMBER | NATIONAL ASSOCIATION OF 
NATA TRANSPORTATION ADVERTISING 


ADDRESS 


COMPANY 


svaiesteedasste , ZONE ... STATE 


on readership costs and character of 
the audience of any medium. 


Impartial, Standardized 


Completely unbiased, the Study is a 
joint effort of the Advertising Re- 
search Foundation and the N.A.T.A. 
The Study was established to supply 
advertisers and agencies with stand- 
ardized information on Transporta- 
tion Advertising, both as a local and 
a national advertising medium. 
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COPIES AVAILABLE 


Copies of the Cleveland Study are 
available to advertising agencies and 
advertisers free of charge. Clip the 
coupon to your company letterhead, 
and mail to Mitchell, McCandless & 
Klaus, Guardian Building, Cleveland 
14, Ohio. 


SEND NOW FOR FREE COPY... 


Mitchell, McCandless & Klaus 

Guardian Building, Cleveland 14, Ohio 

Please send me a copy of Continuing Study of Transportation 
Advertising, No. 4, which gives details of the 7 
low-cost readership of transportation advertising in Cleveland. 


7% ridership and 


consumer demand” would jy 
longer be considered a major f ic. 
tor in determining which prod) >t, 
would be stocked by the chain 


Seeks New Suppliers 


In announcing the liberalizat oy 
of its buying policy, Lingan A. 
Warren, Safeway president, saic at 
that time: “We have found t iat 
many products which actually g ve 
better values to consumers h: ve 
been denied the opportunity of 
justifiable distribution. While eon. 
tinuing to offer the establisied 
brands having acceptance with our 
customers, it is our intention to 
aggressively seek out and deve op 
new items and new sources of sup- 
ply which will offer good value tp 
our customers and potential vol- 
ume and profit for the company,” 


At the same time, Safeway took 
occasion to release the results of 
a survey which, it said, refuted 
the widespread belief that Safe- 
way sponsored brands account for 
a large share of its sales. In a typi- 
cal large Safeway division, it said. 
only 7.18% of the total brands 
carried are Safeway sponsored 
brands, while 30.76% are local and 
regional brands and _ nationally 
distributed brands account for 
62.06%. 


No indication was given, how- 
ever, of the relative dollar volume 
of these various groups. Safeway 
operates about 2,450 stores, and its 
1945 volume—second only to A&P 
in the grocery chain field — was 
$665 million. 


Reynolds Appointed 


Walter M. Reynolds, with Ameri- 
can Telephone & Telegraph Com- 
pany as information manager since 
May, 1944, has been appointed 
publications manager of Western 
Electric Company, New York. R. I. 
Johannesen, editor of the “New 
York Telephone Review,” succeeds 
him with AT&T. At Western Elec- 
tric, Mr. Reynolds will be in 
charge of production of sales and 
instruction bulletins, manuals and 
booklets, and will supervise prep- 
aration of displays, exhibits and 
posters. 


To Test Video Films 


The Hollywood office of NBC and 
Jerry Fairbanks, producer of short 
subjects, have concluded arrange- 
ments under which Mr. Fairbanks 
will launch experimental work on 
film shorts for possible television 
use. He will continue to produce 
the short subjects he has made for 
Paramount for some years. 


For 

Coverage of 
North Carolina’s, 
No. 1 Market— 


Winston-Salem 
Greensboro 
High Point 


WSJS 


WINSTON-SALEM 
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Mitions of couples all over the nation, ss 
Are planning to renew their refrigeration. 


3. Selling the housewife, alone, is mistaken, 
Sure, she’s the cook, but who brings home the bacon? 


If you’re selling gadgets for keeping food colder, 
You'd better not give either sex the cold shoulder. 


Warm up to both sexes, turn on the heat! 
How is it done? It’s a cinch (have a seat): 


The American Magazine double-exposes 


Your ads to both sexes, it’s under both noses. DOUBLE-EXPOSES 
YOUR ADS 
Double exposure, a singular force. TO BOTH SEXES 


A shot in the arm for your 


(sales curve, of course). 


) KC 
THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
“PANY PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 
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‘Buried’ Chart 
Upsets Figures 
on Mail Order 


Aldens Estimates 
Sears, Wards Get 
69°, from Stores 


Chicago, Feb. 20.—If a graph 
on page 18 of Aldens Chicago 
Mail Order Company’s annual re- 
port is accurate, then mail order 
sales of Sears, Roebuck & Co. 
and Montgomery Ward & Co. are 
far smaller in relation to their 
total sales than anyone has ever 
estimated. 

Sears and Wards have for 
decades refused to break down 
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_— ANNUAL CATALOG SALES Industry 
$44,000,000 $748,000,000 
-emameeed L $7147000,000 
$40,000,000 $680,000,000 
$38,000,000 | $646,000,000 
$36,000,000 $612,000,000 
$34,000,000 1 $578,000,000 
$32,000,000 | $544,000,000 
$30,000,000 $510,000,000 
$28,000,000 $476,000,000 
$26,000,000 $442,000,000 
$24,000,000 $408,000,000 
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SALES FROM CATALOGS—Chart from the annual report of Aldens Chicago 
Mail Order Company which plots the mail order catalog sales of the industry, 
confirming suspicions that Sears and Ward are getting approximately two- 
thirds of their business from retail stores, and only one-third from catalogs. 


their income to show the relation|higher percentage attributed to 
of their catalog to department} Ward’s catalog business. 

store business. The customary According to the Aldens chart, | 
conservative guess has been that|/ catalog sales in 1945 totaled about 
at least 40% of Sears’ sales are| $600,000,000 for the industry— 


made by mail, with a slightly | which means Sears, Wards, Aldens 
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and Spiegel, Inc., 
Bellas Hess of Kansas City. The 
chart puts Aldens sales by mail 
at about $43,000,000. Since all 
sales by Spiegel (which has not 
broken down its mail-retail store 
receipts for nearly two years) 
totaled about $70,000,000 last year, 
Spiegel mail order sales probably 
totaled at least $32,000,000. Bellas 
Hess sales totaled around $5,000,- 
000. 


Sears Tops $1 Billion 


Therefore, of the total catalog 
volume, Bellas Hess, Spiegel and 
Aldens accounted for $80,000,000, 
leaving only about $520,000,000 
for both Sears and Wards. Last 
year Sears’. total net volume was 
around $1,025,000,000; Ward’s was 
about $680,000,000. Together, this 
comes to about $1,700,000,000. It 
follows that their department store 
and farm store sales represented 
about 69% of their combined busi- 
ness, assuming the Aldens report 
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and National | is correct. 
| @J. C. Staehle, director of pu |i, 


relations of Aldens, told ADVER’ js. 
ING AGE that the estimate is be eq 
on very reliable figures obtai ie 
“through the grapevine.” The -e-. 
port does not otherwise refe: 
the industry total, and exact ig. 
ures for Aldens and the indu. try 
are not shown for the dec ide 
covered. 


Aldens Improves Position 


As the chart indicates, Alden; 
has greatly improved its cm. 
petitive position during the var 
More than that, the chart indic: te; 
what had not previously been sus. 
pected—that Aldens is a strong 
third in the mail order field. [py 
the first place, it has more than 
7% of the mail business, as against 
possibly 48% by Sears with $290.- 
000,000; 40% by Wards with $235.. 
000,000, and 5% by Spiegel with 
about $32,000,000. 

This estimate is largely based, 
of course on what Aldens shows 
and on latest sales figures by the 
other houses. It is also based on 
AA’s best guess that, with both 
Sears and Wards doing 30% of 
the $600,000,000 business, Sears’ 
mail volume is about 29% of its 
total and Ward’s is about 34% of 
its total. This difference reflects the 
fact that Sears stores are larger, 
generally, than those of Wards 
and Sears is reckoned to receive 
a higher percentage of its income 
from stores than Wards receives 


Aldens Outdoes Spiegel 


Although Aldens, therefore, get: 
only 2%% of all the revenues en- 
joyed by the five companies to- 
gether, its catalog business is 7% 
of the total, one-seventh as much 
as the catalog business of the 
billion-a-year Sears organization, 
one-sixth as much as the Wards 
volume, and well ahead of Spiegel, 
which at one time was far ahead 
of Aldens. 

Aldens has only two retail 
stores, one each in Kankakee and 
Decatur, Ill. These accounted for 
about $4,500,000 of Aldens 1945 
total sales of $47,756,102. Com- 


Are you 
looking for 
Profit Markets? 


There are 25 Profit Mar- 
kets in Indiana that you 
can and should begin cul- 
tivating now. 


They are the important 
Indiana markets outsice 
of the metropolitan cities. 


How can they be: cul’- 
vated? By your advert s- 
ing in the columns >f 
the newspapers compr s- 
ing the 

INDIANA LEAGUE 


of 
HOME DAILIES 


For information phone or write 


_ SCHEERER & CO. 


35 E. Wac 


Member of the American Association 
Newspaper Representatives 
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Printers’ Strike Costly 


‘he month-long printers’ strike 
inst R. R. Donnelley & Sons 
mpany here in the summer of 
1945 cost Aldens about $2,500,000 
in sales and $250,000 in extra 
edia, overtime and other” ex- 
penses, due to delays in mailing 
the fall catalog, according to the 
report to stockholders by R. W. 
Jackson, president. Income before 
taxes was reported as $1,652,271. 
Mr. Jackson also indicated that 
Aldens will, as soon as possible, 
build a large new streamlined 
plant here to house the expand- 
ing organization, which employs 
4.500 people here in six buildings. 
He pointed out that the separate 
locations makes operations diffi- 
cult and costly and that Aldens 
plans to acquire a site in Chic=zo 
large enough to permit building 
a plant to meet present require- 
ments for 1,500,000 square feet 
of floor space with room for ex- 


pansion as future volume justifies. 
The new plant undoubtedly will 
be of the one-story type, more or 
less comparable to the 700,000- 
square-foot wholesale hardware 
plant which Hibbard, Spencer, 
Bartlett & Co. plans to build in 
Evanston near here (AA, Feb. 11). 
Although no details of the plans 
of construction have been revealed, 
it was learned earlier this month 
that the Chicago school board has 
approved a high bid Aldens made 
for a 39-acre tract on the west 
side of Chicago. Final approval is 
awaited from the City Council. 


Catalog Caused Loss 


Mr. Jackson reported that the 
1945 spring catalog “produced a 
sales demand far in excess of Our 
ability to supply it,” resulting in 
nearly a 50% drop in profits for 
the first part of the year compared 
with the same period of 1944, and 
a 20% loss in profits for 1945 as 
against 1944. He also reiterated 
that the company is developing 
plans to open new stores and ac- 
quire others in the Midwest (AA, 
July 16, ’45). 


Electric Auto-Lite 
Adds Media to List 


Supplementing its extensive 
business paper, national magazine 
and network radio campaign in 
behalf of Auto-Lite spark plugs, 
Electric Auto-Lite Company, To- 
ledo, has launched a series of full- 
page color ads in The American 
Weekly and similar space in lead- 
ing color rotogravure sections of 
newspapers. 


Distributors and dealers in these | 


communities will tie in with the 
local newspaper advertising. The 
“Switch to Auto-Lite” theme de- 
veloped first on the radio show 
will be carried throughout the 
newspaper and magazine adver- 
tising. Ruthrauff & Ryan, New 
York, is the agency. 


Hotpoint to Display New 
Mass-Produced Range 


Edison General Electric (Hot- 
point) Appliance Company, Chi- 
cago, has started production of a 
new custom built mass-produced 
electric commercial range in which 
stainless steel is available. 

Details of the new product will 
be disclosed at the National Res- 
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taurant convention and exposition, 
March 26-28, Stevens Hotel, Chi- 
cago. A full line of counter equip- 
ment and an exhibit of specifica- 
tions and plans for all-electric 
railway diners also will be shown. 


Fairchild Plans New 


Building and Presses 


Construction of a new $1,200,000 | 
12-story building in New York has) 
been started by Fairchild Publica- | 
tions. The building will house new | 
presses when they are needed, and | 
will be occupied by the editorial, | 
advertising and circulation| 
branches of the publications of} 
Fairchild Press, Inc. 

Fairchild publications include 
Women’s Wear Daily, Daily News 
Record, Retailing Home Furnish- | 
ings, Men’s Wear, Footwear News| 
and the “Fairchild Blue Book” oat 
rectories. 


i 
MISCONCEPTIONS 


| 
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War is the world’s 


Dwight M. Howley, formerly 
with Power Plant Engineering, 
has been named eastern repre- 
sentative of Caminos Y Calles,| 
Latin-American road and _ street 
publication. 


The Dinner Belle got the gong! 


Mrs. P. Pierpont Pondulicks called the 
Help Haq. for a capable cook, who could give 
oomph to an omelette, and smack to a snack. 
But when the culinary champ arri ved she 
sizzled the spinach, made bilgewater of the 
bouillon, got vanilla in the vermicelli, salted 
the salt pork, devilled the angel cake, and was 
a terrible palooka with the pomme de terre. 


calls for a rabbit’s foot... 
buying of colorgravure, 
supplied advance proofs. 


. and so did the 


Now with the Intaglio progressives, the 
advertiser gets more than a preview peek, 
can check, correct, revise, rectify before 
publication—try out in private not in print, 
bring a show to the boards a box office hit! 


INTAGLIO SERVICE Corp. ¢ Rotogravure Servicers 


NEW YORK: 305 East 46th Street + 


Hirina a rarebit performer sight unseen 


before Intaglio 


different cities .. 


The magazine publisher of gravure books 
. .. as well as advertisers . . . finds Intaglio 
easy to use. Just send us the comprehensive 
layout, original photos or artwork, and the 
type proofs . .. we make working negatives, 
stage, retouch—supply progressive proofs 
and complete positives. Our Commercial 
Department gives life-like gravure for labels, 
bread wrappers, or boxes. 


Wirn the most modern plant, a staff of 
over 175 skilled craftsmen, full engraving 
facilities in both Chicago and New York... | 
Intaglio gives the finest gravure service, 


. Saves worry and costs. | 


makes possible identical reproduction in 


For best results from gravure . . 
monotone or color . . . consult Intaglio. 


CHICAGO: 731i Plymouth Court 


The number 
| Of accidental 


deaths 
during the 
years of 

| World War II 
| far 

_ ©€xXceeded 
the number 
of combat 
deaths. 


(Institute of life Insurance) 


It’s no accident that the Hillman 
Women’s Group reaches Amer- 
ica’‘s young women . : . a market 
headed for years of peak pur- 
chases. Don’t ever forget that: 


Youth makes new markets. 
New markets make sales. 


. either 


WOMEN’S GROUP 
Real Story — Movieland — 
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All-Feminine 
Styling Board 
Engaged by Ford 


Detroit, Feb. 19—Prewar trends 
of designing and styling automo- 
bile interiors to appeal to the 
American woman are receiving re- 
newed impetus from at least one 
automobile maker. 

Ford Motor Company revealed 
today that it has engaged the serv- 
ices of a group of young women— 
a sculptor, an interior decorator, 
a former designing manufacturer 
and an advertising artist—and 
combined their talents to bring the 
feminine viewpoint to Ford, Mer- 
cury and Lincoln styling. 

They are concerned chiefly with 
the development of auto interior 
styling and design, including the 
selection of upholstering fabrics, 
designing of interior hardware, 
window controls, door handles, 
dome lights and instrument pan- 
els, according to Eugene T. Greg- 
orie, head of the company’s styling 


department. 

The women agree that drab 
colors for car upholsteries are 
fast becoming taboo, On the way 
out, also, are undecorative instru- 
ment panels and interior fixtures. 
One clue to their work is pro- 
vided by the revelation that they 
are designing interior hardware so 
that women will not break or chip 
their fingernails. 


Paris Publishing House 
to Publish Register _ 


Jacques Lafitte, Paris publish- 
ing house, intends to publish a 
new loose leaf register listing es- 
sential data concerning news- 
papers and periodicals. The reg- 
ister will be kept up to date by 
issuing of substitute pages when- 
ever there are rate or other 
changes effected by a particular 
medium. The yearly fee will be 
around $60. 


Named Reznor President 
G. F. Reznor, son of the founder, 
has succeeded the late William M. 
Graham as president of Reznor 
Mfg. Company, Mercer, Pa., maker 


of Reznor heaters. Dave Webster, 
with the company since 1926 and | 
sales manager since 1931, has been | 
named vice-president and general | 
manager. 


Ford Appoints Lee | 


David W. Lee, formerly with | 
Chrysler Corporation’s fleet sales | 
division, has been named to head | 
the truck advertising division of | 
Ford Motor Company, Detroit. Mr. | 
Lee joined Chrysler in 1934 and. 
three years later moved to the} 
Dodge truck sales department, | 
eventually becoming truck sales | 
engineer. Shortly after Pear] Har- | 
bor, he worked on administration 
of government contracts for jrucks | 
with Chrysler’s fleet sales division, | 
and for the past year has been) 
active in preparations for postwar | 
operation of that department. 


F 
Starts Cooker Drive | 
Moffats Ltd., Weston, Ont., has | 


‘introduced its Handi-Chef, a one- | 


element portable cooker, to the) 
Canadian market through a do- | 
minion-wide newspaper campaign. | 
E. W. Reynolds & Co., Toronto, | 
handles the account. 


“Hold the wire. Mr. Chent—Here’s 
an EXPERT we ean ask!” 


If you had thirty or forty people in your own organiza- 


tion, each of whom spent his full time on spot broad- 


casting in the markets listed at the right—in that case, 


there might never be any reason whatsoever for you ever 


to ask us anything! 


F&P knows those markets and stations like you know 


your own clients and friends. We’ve been working with 


them for many years, and are still in constant touch 


with them both personally and by telephone and tele- 


type. 


So the next time you have any questions, of any sort, 


give us a chance to brief 


tion. We 


expense. 


know we can 


2 FREE & PETERS. we. 


Pioneer Radio Station Representatives 


you with the newest informa- 


save you time, trouble, and 


— 


EXCLUSIVE 
REPRESENTATIVES 
ALBUQUERQUE 2... .0200ce008 KOB 
TOUTE bs cescuveseces WCBM 
BROWNSVILLE ............. KVAL 
od ee WGR-WKBW 
CHARLESTON, S. C......... wcsc 
GEMGTMANE ssccascsesences WCKY 
oe eee eee wis | 
CORPUS CHRISTI .......... KRIS 
oo er eee woc 
Ee WUONED cesnscccceceede WHO 
og We EEE Ee KDAL 
FN had eid sacs Vebevceus WDAY 
NEY Soke sivsvasweesan KXYZ 
INDIANAPOLIS ......:.5... WISH 
| 8 ere KMBC 
ROUT UURE cess rscccdacee WAVE 
MINNEAPOLIS-ST. PAUL ..WTCN 
OKLAHOMA CITY ......... KOMA 
PEORIA-TUSCOLA ...WMBD-WDZ 
POND oo 6s c0e ees sheets KOIN 
og eee WPTF 
ROANOKE .... WwoDBJ 
Ws. MIND 20 60 daebcreveesceen KSD 
SEATTLE KIRO 
SHENANDOAH .............. KMA 
WOME bias didgenvees WFBL 
WOES ore ctaviss tens aGebaxs KTUL 
and WRIGHT-SONOVOX,. Inc. 


CHICAGO: 180 N. Michigan WEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


F.anklin 6373 Plaza 5-4130 


Cadillac 1880 Sutter 4353 


Hollywood 2151 Main $667 
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For gallantry in action, Joseph M. Schallmoser, now with Aubre °, 
Moore & Wallace, Chicago agency, has been awarded the Distir - 
guished Service Cross. PFC Schallmoser, who had hoped to jon 
the air forces, was rejected because he’d been a U. S. citizen a fey 
months less than the required time. He won the award for cour:- 
geous action as an infantryman last March during combat in hs 
native Germany... 

Milwaukee is getting ready for the May 26-29 convention of the 
Advertising Federation, and Les Hafemeister, ad mgr. of Weyer- 
berg Shoe Co., has shouldered a heavy load of plans. A past presi- 
dent of the Milwaukee ad club, he has just been appointed chair- 
man of the club’s convention committee. . . 

The Little Gallery, Chicago, is showing, now to March 15, a 
collection of peacetime water colors by James Sessions, famed for 
his war paintings and color illustrations for numerous national 
advertisers. .. Ed M. Hunter, head of the Hunter Advertising 
Agency, Denver, regarded thereabouts as a pretty able angler, com- 
bined a business trip to New York with a guest appearance on the 
Hunting and Fishing Club of the Air program (ABC) Jan. 30. Mr. 
Hunter has done a Pathe News piece on fishing, and a number of 
articles for outdoors magazines on the same subject... 

The new radio production class at Creighton University, Omaha, 
is being taught by Had Hughes, program and production chief of 
KOIL, who is making the class a practical one by calling on stu- 
dents to produce their own programs for self-criticism. . . 


CELEBRATE BIRTHDAY—George C. Biggers, general manager, Atlanta Journal, 

helps J. L. Laube, regional vice-president of Beaumont & Hohman, cut the cake 

in observance of the agency's 25th anniversary, while Capt. Edgar T. Neale, com- 
manding officer of the naval air station, Atlanta, looks on in approval. 


Jack Rodger, McGraw-Hill vice-president in charge of the Chi- 
cago office, is back on the job after recuperating from a long illness. 
His period of convalescence enabled him to spend some time re- 
newing acquaintances in his old home town of Union, S.C... 

Gene Tanner, commercial manager of WSIX, Nashville, is mighty 
proud of his 10-year-old daughter, Sylvia Kay. The air-minded 
youngster, a fifth grade pupil, won the first grand prize, a Piper 
Cub super cruiser, three-passenger plane in General Mills’ national 
“name the plane” contest... 

Flight-minded radio execs include John Royal, NBC vice-presi- 
dent in charge of television, who was a passenger on the initial 
TWA Constellation’s Los Angeles to New York flight Feb. 15, and 
Jim O’Bryon, Mutual’s publicity head, who was aboard the Ameri- 
can Airlines’ inaugural flight, Feb. 19, to the Netherlands ... A. 
Schiller, pres. of Federal Advertising Corp., the outdoor organi- 
zation of Paterson, N. J., is on a combination business-pleasure trip 
in the Southwest. .. And George Stevens, vice-president in charge 
of Eureka household appliance sales, is vacationing with his family 
in Florida... 

Campbell-Ewald Company, oldest ad agency in Detroit and the 
oldest agency in the U. S. still directed by its founder, observe: 
its 35th anniversary Feb. 15. Henry T. Ewald, president, who i 
approaching his 61st birthday, still has his first client, Hyatt Roller 
Bearing, now a division of General Motors. . An old-timer in 
radio is Maurice Raphael, assistant to the pres. of Garod Radio 
Corp., Brooklyn, who has started his 30th year in the industry. . . 

Undaunted by prospects of the electric power shut-down in Pitts 
burgh couple of weeks ago, agency head W. Earl Bothwell too 
over a wing of the Summit Hotel (one of the Bothwell accounts 
in the mountains near Uniontown, and moved about 20 of his de 
partment heads and their families for the duration. Other depart 
ment heads were transferred to Canton, O., to handle engravin 
and printing operations; a skeleton clerical staff remained at th 
Pittsburgh office, and all other employes were furloughed unt 
the end of the strike. Wired Mr. Bothwell from the hotel: “I suspe« 

. altitude of 3,000 feet tends to clear one’s head and desk.”. . 

Wilbur S. Forrest, assistant ed. of the New York Herald Tribun: 
will act as judge of the American Newspaper Publishers Ass’n 
1946 journalism contest, topic for which is “Free and Independer 
Reporting of Foreign News—lIts Importance in World Relations 
The winner, to be anounced at the annual ANPA convention i 
April, will be presented with a gold medal and $500 cash awar' 
and a replica will be given the dean of the school, dep’t or colleg 
of journalism in which the winning student is enrolled. . . 

Orrin E. Dunlap Jr., director of advertising and publicity f< 
RCA, has just completed his 11th book, entitled “Radar.” to b: 
published by Harper & Bros. this week. The book is described 2 
the “first popularly written story” on the subject. . . 
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Advertising Age, February 25, 1946 


turned on according to schedule, a, the day, stimulate them at mid-, service command at Wright Field,, Promotes Charpentier 
Musak Adds Boom bank official reported. morning, soothe them at noon, re-| Dayton, O., has joined Roche, Wil- ian 2 nace wie 


= - Janice Fels, program director for| fresh them at mid-afternoon andj liams & Cleary, Chicago. He will . - d Providence Box & Lumber 
to Chicago Wired Marquette, told ADVERTISING AGE| revive them just before they go|concentrate on the engineering ee eres . 


25 


: ; : ? . |Company, Cranston, R. I., in 1932, 
» I | that banking circles prefer the| home. phases of the agency’s accounts. has been promoted to general sales 
Music ndustry |latest top-hit tunes and modern A possibility in the near future manager. 


| ballads. Defense plants, Miss Fels| is adaptation of radio’s commercial| Sylvania Ups Two 
‘ : ; : ” |said, favor foreign and domestic} announcements to the service, with} R. P. Almy, manager of dis- 
Chicago’s growing wired music| ae : “ys er apes : sag ‘ : : eshte | 
idustry is Boom Electric & / oe polkas and American military} special “sale” products getting fre-| tributor sales of the radio division | 


olifier Company, a dark horse | Music. The taverns order light} quent mentions. IN Sylvania Electric Products, Inc., | MISSOURIS “A, MARKET 


Chicago, Feb. 19.—Latest entry 


; ; New York, has been named as- 
inder Musak Corporation fran- opera and the specialty shops, light 


P F a ° “ sistant general sales manager of | 
chise. The wired service field! as yoosenternr sgtl ae egy Joins Chicago Agency this division. He is succeeded by , —— 
ere, operationally insulated to| ,..",® Fuge & lor In-| James A. Greer, civilian chief of Harold H. Rainier, former district ST. JOSEPH NEWS-PRESS/ 
St. Joseph Onzctte 


avoid being short - circuited by| stitutions and offices aims to give} special projects of the maintenance | sales manager and assistant dis- 
James C. Petrillo, president of the| workers a lift at the start of|data section in the air technical | tributor sales manager. 
American Federation of Musicians, | 
now includes Boom-Musak, World| 
Broadcasting System and Mar-| 
quette Music Company. | 
Boom, established public address | 
and sound equipment company, is 
ihe Chicago distributor for West- | 
ern Electric and Bell Laboratory | 


equipment, and as such installed) 
sound systems in Chicago Stadium, | G 
Ravinia Park, the Arena, National | 


and American league ball parks, | 
and many business places. The| 
company long has eyed the wired 


music business. G 


Has 24-Hour Service Yj 


Boom will operate as its pr Y 


petitors do: service only establish- | 


ments that are not “live talent”) G 
locations, tailor programs for vari-| GY 
ous types of outlets, and provide | GY 
24-hour service. Boom will rent| Gy 
Musak’s transcription library of 
more than 5,000 recordings. 
Marquette’s operation is typical 
of the field’s. This company serv-| 
ices Walgreen drug stores, Tri-| : 
angle restaurants, cocktail lounges, ‘ 
© 
é 


sedate offices, specialty shops, ho-| * 

tels, factories and laundries. It! 

has as clients such institutions as/| é 
the Federal Reserve Bank of Chi-| . 
cago, Continental Illinois National | 4 


Bank & Trust Company, La Salle} | : ‘A. 
National Bank and Merchandise | e 
National Bank, and the “college ¥ 


shop” at Carson Pirie Scott & Co. \\ il 
Marquette relays its music over | 
leased wires from studios at 160 N. | 


La Salle St. The company installs | 
sound systems in its outlets, and | 
the client has the option of using 
the service from 24 seconds to 24 
hours a day. The Federal Reserve 
Bank, for example, uses the music 
for a total of two hours daily, 


} 


fa 


*HELEN BOWER 
Literary Critic 


turning it on at five different “(WOME BOOKS” wrote Bacon, ‘‘are to be tasted; Now, whether it be an evaluation of the chuckles 
times. The bank’s employes have : . . ; 
complained when the music is not others to be swallowed, and some few to be in a ‘Thurber Carnival’, or an approach to the awe- 
| . ” 
EVE CATCHERS chewed and digested. some mathematics and potentialities of the ‘Smyth 
: : | But our Helen Bower goes a little farther than Atom Bomb Report’’, Miss Bower deals with them 
~ i | Mr. Bacon suggested. Her job here at the Free deftly. Her manner and method of criticism com- 


> » 


Press is to “taste” ’em, “chew” ’em, “swallow” ’em, 


| mands widespread approval and respect because 
and then write about the result. Which implies 


‘ ee of her scholarly, human and helpful approach to 
that Miss Bower is our Literary Critic. 
the printed pages of our current books. 


The title, however, we think is a misnomer. 


While it is true that some books should be criticized, Sat CR GOCE SY SREY HOUR SER 


in the strict sense of the word, it’s a far bigger and exceptional interest by that ever-growing multitude 


more important task to interpret them without bias of Detroit book lovers, who regularly scan the 


ahead of the reader’s approving or abhorring eye. pages of The Detroit Free Press. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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j EY CATCHERS, Inc. 10 E. 38th St., N. Y. 16 
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Your Entrance to the | 
$4 Billion Medical Market | 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 
drugs, foods, clothing, etc. Ob- 


specifies those prod- 
ucts with which he ~ 


MEDICINE. 


Reaches Every Doctor ..- Every Month 


>» MODERN MEDICINE 4 


viously, the doctor - | 


\~ By 
._ 
| 


is most familiar. This familariity 
comes to him through MODERN 


Schick Injector Razor 
May Use CBS Program 


Magazine Repeating Razor Com- 
pany, New York, which moved its 
account the first of the year from 
Ivey & Ellington to J. M. Mathes, 
Inc., and Biow Company, is re- 
ported planning a half-hour eve- 
ning network program for the 
Schick Injector razor. 

Biow has taken an option with 
CBS for the Monday 10:30-11 p.m., 
EST, period, currently occupied by 
“Crime Photographer,’ a _ sus- 
tainer. No show has been selected 
as yet. 


To Kuttner & Kuttner 


Dernburg-Singer Fur Company, 
Chicago, has placed its advertising 
with Kuttner & Kuttner, Chicago. 
Direct mail and business papers 
will be used. 
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Hooper, Isker Form 


New Food Agency 

Col. Rohland A. Isker, com- 
manding officer of the Quarter- 
master Corps Subsistence Re- 
search & Development Laboratory, 
is leaving the Army to establish 
with Frances Hooper, who has 
been associated with Wm. Wrig- 
ley Jr. Company, an agency which 
will specialize in food advertising. 
It will be known as Hooper-Isker, 
Inc. Colonel Isker will preside 
over his personally designed re- 
search kitchen, a feature of the 
new agency which is located in the 
Wrigley Tower, Chicago. 


Appoints Parsons 


Outdoorman, published by Out- 
doorsman Publishing Company, 
Chicago, has appointed B. J. Par- 


sons advertising manager. 


what do the airlines buy? how much do they buy yearly? 
who does the buying? how did the war affect development 
of air transport? what’s happening today? what of the | 
next 5-10 years? what are future traffic potentials? 

what of air freight? of first-class mail? ...of 

U.S.-International traffic? .... of feeder line development? 
most important to you, what are the sales , 
potentials for your product in this rapidly- 


developing transportation ___— 


market? 


new book 
answers 

your questions 
about the 

air transport 
market 


Here, for the first time, is a comprehensive 
and thoroughly informative picture of a great 
new transportation market for U.S. business. 
This 52-page report has been designed specif- 
ically to furnish you with basic working in- 
formation for an accurate evaluation of dollar 
volume potentialities and sound: sales develop- 
ment in the air transport market. 


It’s rich with sales information, facts, data, 
charts, maps, tables—but not stuffy. It’s fast- 
moving, interesting reading, with plenty of air- 
line action shots. Digs right down to dollar 
figures. Examples: how the average transport 
plane in one year requires $1650 in exhaust 
valves, $1000 in paint, $1500 in spark plugs, 
$850 in upholstery and carpeting; etc.—how 
one airline spends yearly over $5,000,000 for 
parts and supplies alone. 


Explains engineering, maintenance and 
overhaul practice, charts buying influences in 
the airlines and the airports, charts the progress 
of the industry pre-war, during the war and pre- 
sents a sound, realistic appraisal of the imme- 
diate future. 


SEEKING NEW MARKETS NOW? 


If you manufacture any of the thousands of 
products used in air transport, examine closely 
this relatively undeveloped market, still rich 
with opportunity. The expansion that you read 
about daily is only the beginning. 


ie 


Name 


Title 


@seeevaue rs e2eeeee228227 


Pa este! 


A MARKET STUDY OF 


VA? Uaaspou 


OUR SWIFTEST-GROWING CARRIER 


= 
Capyright 1945 by McGraw-Hill Publishing Co. Ine 4 


ld 
if 


Prepared hy the Market Research Division of Air Transport. 


YOUR COPY FREE @ 


McGraw-Hill Publishing Co., 330 West 42nd St., New York 18, N.Y. 
Publishers of Air Transport, Aviation, and Aviation News 


Affiliation 
Address 


City & State 
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Printing Trades 
Unit Asks Radio 


Franchise Tax 


Washington, Feb. 20.— John B. 
Haggerty is tilting his lance 4; 
the broadcasting industry agair 

In a letter sent out last week to 
190,000 “dear sir and brother” 
affiliates of the International \- 
lied Printing Trades Association, 
Mr. Haggerty emphasized again 
that radio is competing seriously 
with letterpress publications and 
urged the passage of legislation 
setting up a broadcasting franchise 
tax. This tax would total all net- 
work and station profits in excess 
of 15% yearly of the depreciated 
physical properties of the net- 
works and stations. In addition, 
total salary and bonus to any one 
radio executive would be limited 
to not more than $25,000. 

A somewhat less drastic pro- 
posal on Mr. Haggerty’s part was 
passed by the House in 1941, but 
was killed in the Senate finance 
/committee, partly as the result of 
opposition from the Chicago Fed- 
eration of Labor, which own; 
WCFL; AFRA and electrical 
workers unions. 

Mr. Haggerty is president of the 
International Brotherhood of 
Bookbinders when he is not acting 
as head of the Allied Printing 
Trades Association. In addition 


to the bookbinders, Allied is 
| affiliated with the international 
/unions of printing pressmen, 
typographers, stereotypers and 
|electrotypers, and photoengravers 


Issues Booklet on 


| Business Materials 


| “How to Prepare Materials fo: 

Educational Use” is the title of 
la new 25-page booklet issued by 
i'the Committee on Consumer Re- 
|lations in Advertising, New York. 
|It provides a discussion of basic 
|factors to guide the business man 
‘in the preparation of pamphlets, 
| bulletins, wall charts, films, slides 
|cards, samples, demonstration de- 
| Vices and other aids for use by 
schools, colleges and adult study 
| groups. 


| Sylvania Names Almy 

| R. F. Almy, who joined Sy!l- 
| vania Electric Products, New York, 
/ 1928, has been appointed as- 
sistant general sales manager of 
the radio division. Harold H 
Rainier succeeds him as manage! 
|of distributor sales, radio division 


ppmhier ss VRE 
‘Noma Buys Effanbee 
| Third expansive move in the 
past two months is the recent pur- 
chase by Noma Electric Corpora- 
tion, New York, of Fleischaker & 
| Baum, Inc., and its affiliate, Effan- 
bee, Inc., doll manufacturer. The 
deal was a cash transaction in- 
volving more than $1,000,000. 
|Noma’s other acquisitions were 
| Refrigeration Corporation ol 
America, New York, and Estate 
Stove Company, Hamilton, O. 


CANNOT BE SOLD 
FROM THE OUTS (DE 


. Home-carrier-delivery 


Bayonne family subs: ri} 


tion 

More circulation amor * 
Bayonne families thar all 
New York and Hudso 
County evening newspe /¢ 
combined 


THE BAYONNE TIM:S 


NEW JERSEY 
BOGNER & MARTIN . 
Sales Representativ°* 
NEW YORK CHIC! S° 
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Dont Quarrel- DUNK: / 


Nationa DONUT WEEK 


. March 24-30 


DONUT PROMOTER—In addition to 
the official poster carrying the slogan 
"Let's all dunk—for good will," for use 
during Donut Week next month, is this 
promotion piece, which offers a humor- 
ous booklet written by Cal Tinney, 
columnist and radio commentator. 


April 2-5. 


American Associa- 


nual meeting, 
New York. 

April 15-18. Association of Na- 
tional Advertisers, semi - annual 
meeting, Westchester Country 
Club, Rye, N. Y. 

April 23-25. 
paper Publishers Association, an- 
nual convention, Waldorf- Astoria | 
Hotel, New York. 

April 23-25. 
paper 
meeting, Waldorf-Astoria Hotel, 
New York. 

May 22-25. Associated Business 
Papers, spring conference, 
Homestead, Hot Springs, Va. 

May 23- 25. International Affilia- | 
tion of Sales and Advertising 
Clubs, annual convention, Wm. 
Penn Hotel, Pittsburgh. 


National 


American Manage-| 
ment Association, packaging ex-| 
position, Public Auditorium, At-| 
lantic City. 
April 10-11. 
tion of Advertising Agencies, an- | 


Waldorf - Astoria, | 


American News-| 
1 


News- | 
Promotion Association | 


The | 


New Agency Formed 


Herb Mason and O. E. Steele, 
both active in Minneapolis adver- 
tising circles for many years, have 
formed Mason & Steele Company, 
new advertising, merchandising 
and public relations organization, 
with headquarters at 804 Thorp 
building, Minneapolis. 


Firzite Goes National 


United States Plywood Corpora- 
ition’s plans for Firzite, a wood 
lsealer and softwood hardener 
‘sacar sales have been confined to 


|\the eastern part of 
call for national distribution 


the country, 


through its chain of warehouses, 
an aggressive promotional pro- 
gram and a redesigned package to 
be marketed primarily through 
lumber dealers and hardware 
stores, 


Agency Changes Name 

W. S. Kirkpatrick Advertising 
Service has changed its name to 
Richard G. Montgomery and As- 
sociates, with offices at 1210 
American Bank building, Portland, 
Ore. 


B&W Appoints Burgard 
Col. John W. Burgard, on tech- 


29 


Joins Alvin Gardner 
William Glicksman, 


formerly 


nical leave from the Army air) with Foote, Cone & Belding, has 


forces, and previously in the ad- | 


joined Alvin Gardner Company, 


vertising department of Brown &)| New York, as account executive. 


Williamson Tobacco Corporation, | 


Louisville, has been named as- | 


sistant advertising manager. 


Two Join Four A’s 


Klau-Van Pietersom-Dunlap As- 


sociates, Milwaukee, and Liller, 
Neal & Battle, Atlanta, have joined | 


the American Association of Ad- 


vertising Agencies. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 


SAN FRANCISCO 


RUSS BLDG. 


S 


1928 


LOS ANGELES 


GARFIELD ame. J 


| 


} 


} 


| 


| 


| 


| 
| 


May 26-29. Advertising ayo 


tion of America, 42nd annual con- | 
vention, Milwaukee. 

June 20-22. National Industrial 
Advertisers Association, conven- | 


tion, Hotel Claridge, Atlantic City. | 
Pacific Advertising | - P 
thirty-five onward are the more settled years of comfort and relaxation. 


June 24-28. 
Association, annual convention, 
Spokane, Wash. 

Oct. 17-18. Direct Mail Adver- 
lising Association, annual conven- 
tion, Chicago. 


Bank Clearings 
Still On The Rise 
In Winston-Salem! 


Federal Reserve figures show 
that Winston-Salem bank clearings 
were greater in December than 
any previous month in 1945 with 
the exception of October. 


Clearings for December of more 
than 88 millions represented an 
increase of II millions over the 
same month in 1944. 


acts continue to pile on facts 
thet Winston-Salem is a market 
the! is constantly growing .. . * 
merket in which ACTIVE people. 


liv... and work... and have 


th: money to spend for the things | 


ou have to sell. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 
National Representatives: 


KELLY-SMITH COMPANY 


HERE's a time in most women's lives when they fulfill the destiny of American woman- 


most of her spiritual and material possessions. 


home-making. 


hood and the later years is the Age of Self-Improvement. 


hood. Their adolescence covers the preparatory years of instruction and training. From 


Between child- 


All of the statistics which we have seen affirm — and none deny — that the age span, 
eighteen to thirty-five, is the era in a woman's life when she acquires and replenishes 


It is the time of marriage, motherhood, and 


Approximately a million women in the Age of Self-Improvement are in a class by them- 


and 


determined to get ahead. They prove it by their interest in SECRETS — which is de- 


; p , . - 
| selves. That's because they are outstandingly progressive, unswervingly ambitious, 


voted to guiding and helping them in the development and realization of a fuller life for 
their families and themselves. 
SECRETS delivers this important consumer market because 83.9% of its over a million 


buyers are within the Age of Self-lmprovement — eighteen to thirty-five — the largest 


concentration of any magazine. And 82.3% of SECRETS young women readers are mar- 
| ried — another record-breaking concentration. 


habits of SECRETS million-plus purchasers. 


| 


67 West 44th Street 
New York 18, N. Y. 


Sct 


“The Magazine of Dramatized Self-lmprovement'’ 
100 North LaSalle St. 


Chicago 2, Illinois 


403 West 8th Street 
Los Angeles 14, Calif. 
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| Ask for a copy of the SECRETS Reader Survey which tells about the living and buying 
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Court Pats FTC, 
Other Agencies in 
Piston Ring Case 


Washington, Feb. 20.—An FTC 
order prohibiting a leading manu- 
facturer of piston rings from buy- 
ing up his competitor’s products 
was sustained by the Sixth Circuit | 
Court in Cincinnati last week, in 
an opinion that points up the con- 
fidence the courts currently are 
placing in the findings of admin- 
istrative agencies. 

Brushing aside the 
Hastings 


pleas of 
Mfg. Company, 


to prove that it was building a 
monopoly in the sale of replace- 
ment piston rings for automobiles, 
the court pointed out that “there 
has been an ever growing depend- 
ency by the courts upon the find- 
ings and administrative commis- 
sions generally, even when factual 
issues are not too easily disasso- 
ciated from questions of law.” 
FTC was created with the 
avowed purpose of lodging ad- 


ministrative functions in “a body | 
specially competent to deal with | 
information, | 


them by reason of 
experience and careful study of 
the business and economic condi- 
tions of the industry affected” and 
was organized in such a manner 
as would “give them an oppor- 
tunity to acquire the expertness 
in dealing with these special ques- 


tions concerning industry that 
comes from experience.” 
Becomes Second in Field 


When FTC found that Hastings 
has built itself from one of the 
smallest to the second largest in 
its field by buying up stocks of 
competitor’s products from job- 
bers who would take on the Hast- 
ings line, and when it found fre- 
quent examples where Hastings 


% HEART OF EASTERN NORTH CAROLINA 
BRIGHT LEAF TOBACCO BELT 


This Washington, in the heart of Eastern 
North Carolina, is the home town of WRRF! 
Also perhaps you didn't know that Eastern 
North Caroline Bright Leaf Tobacco farmers 
sold their 1945 crop for over $175,000,000 


We want you to know that WRRF 
serves this morket completely ao market 
of over 600,000 population with 6,188 


retail stores that do over $100,000,000 an 


nual sales volume 


You should know that 67,144 radio 
homes depend primarily on WRRF for their 
favorite national ond local programs 


Then you will know thot WRRF is the only 
buy’ to cover Eastern North Carolina 

WRRF will sell your product in one of Amer 
ica’s richest agricultural belts So remem 
ber WRRF This Washington in North 


Carolina — and this ‘as good as gold 


Hast- | 
ings, Mich., that FTC had failed | 


was making loans to distributors, | inducement in furtherance of an ‘Organizes Movie Service 
and guaranteeing gross profits, its|express or clearly implied agree- | 
findings were conclusive, the court |ment that they would discontinue 


said. 


“While the practices, either sin- | favor of Hastings. 


gularly or in combination, may 


not universally have been pur-| findings of fact made by the com-|of 45 telephone operators who, 


sued, and while in insurances there 
may have been lacking specific 
proof of express agreements, 
enough was shown reasonably to 
warrant an inference by the com- 
mission that the challenged prac- 
tices were pursued on a large 
scale, that they operated as an 


| 


| 
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Davis Appointed V.P. 
| Movietime, Inc., has been estab- 
or immolate competing lines in |lyn, to act as a service for motion}man, has been appointed regio 
y ds : |picture theater advertisers. The/vice-president for the cent 
The FTC Act provides that the | (ompany will maintain a battery | group of offices, with headquart: 
viene : : : in Chicago. He is succeeded 

mission, if supported by evidence, | when customers dial Main 5-6171,| Perry Thomas. 

are conclusive, and it has fre-| ‘vill supply _ name of the pic-| ne 

uently been held that this applies | ture, cast and time of each per-| 

mie ca to facts proven or stip. | formance for the theater desired, Federal Ups Morse 
'Shorlane-Benet Company, New) 
York, has been appointed to handle| promotion department of Fede 


ulated, but also to inferences to 
be drawn from them which are 


for the commission to determine} papers, spot radio, subways, ter-| has been named manager of tl! 
—not the courts.” 'minals and outdoor posters. | department. 


Guy Davis, manager of the C)); 
| lished at 186 Joralemon St., Brook-| cago office of Beaumont & Ho, 


Herbert A. Morse of the sale 


an advertising campaign in news-| Advertising Agency, New Yor! 
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Everybody's goin 


W... all booked for an extraordinary 


ride—the most extraordinary in human history. 


It’s the one today’s science is taking us on 
—and it’s going to last the rest of our lives. 


It’s a trip through dazzling realms of new 
ideas, new comforts, new materials, new 
products, new conquests over sickness and 
pain. 


And a new magazine is arriving just in 
time to make this journey completely clear, 
exciting, thoroughly enjoyable. It is SCIENCE 
ILLUSTRATED. It will interpret what science is 
doing to us, what it’s going to do, in an utterly 
new way—crisply, pictorially, and above all, 


authoritatively. More than sixty percent of 
editorial matter will be pictures. 


ScIENCE ILLUSTRATED, naturally then, wil! 
attract a unique kind of audience. It will be « 
peculiarly alert, inquiring one. They will be 
people eager to read news and information 
about new things and new means which ma‘ 
enrich their lives. They will be a highly at 
tentive, thorough-reading kind of audienc« 


This audience, then, will be one whic 
an advertiser will be particularly anxious t 
secure for his message. 


First issue of ScIENCE ILLUSTRATED wi 
be on newsstands this April. 
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WE RADIATE REAL FRIENDSHIP - = | 
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2 Home Products 
items Get Heavy 
1946 Ad Budget 


Pittsburgh, Feb. 19.—The ey 
advertising campaigns in the his-| 
tory of two well-known house- 
hold products, Plastic Wood and 
3.In-One oil, will be launched 

in by Boyle-Midway, subsidiary 
of American Home Products Cor- 


pot ation. 


Using newspapers, general 
magazines, spot radio and business 
papers, the combined advertising | 
budgets on both products will ex-| 
ceed $250,000, four times more 
than was spent in 1945. 

As one phase of the campaign, | 
Boyle-Midway will enter the) 
model-building field. Its adver- 
tisements will feature a model- 
building book the company has | 
just compiled. Ads will appear | 
in American Girl, Air Trails Pic- | 
torial, Air World, Boys’ Life,| 


Model Airplane News, Open Road\uled in 13 monthly and weekly | copywriter, 


for Boys, Popular Science, Scholas- , 
tic, Young America, Young Catho- | 


lic Messenger, and, in full color, 
in Puck—the Comic Weekly. Other 


'special copy will be directed to 


housewives, home workshop hob- 
byists, outdoor sportsmen and pro- 


fessional draftsmen through 27 
consumer and professional pub- 
lications. 


Plans for 3-In-One oil are di-| 


rected primarily toward announc- 
ing its availability once again. An 
average of 10 insertions is sched- 


magazines, seven outdoor sports 
publications and nine science and 
hobby publications. More than 200 
newspapers will be used in a spe- 
cial fall campaign lasting six 
weeks, and radio promotion will 
be used during the year. 

Advertising of both products is 
handled by W. Earl Bothwell Ad- 
| vertising Agency, Pittsburgh. 


R&R Promotes Miller 


| Gordon S. Miller, who joined 
| Ruthrauff & Ryan in 1944 as a 
has been appointed 


a, TRIPIN 


better go along, too! 


Advertising forms close on the 10th of 
the second month preceding date of issue. 


Initial print order, 500,000 copies; circulation guar- 


Science 
ILLUSTRATED 


eo 


antee 250,000. Twenty-five cents. For further, full 
details, address SCIENCE ILLUSTRATED, 330 West 
Forty-second Street, New York 18, New York. 
Or phone your nearest McGraw-Hill office. 


A New McGraw-Hill Magazine—Science brought home to you 
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account executive in the Detroit 
office, assisting on the Electric 
Auto-Lite Company account. Pre- 
viously he was with the New York 
Telephone Company. 


Altman Joins ARA 

Bruce Altman, previously sales 
promotion manager of Turco Prod- 
ucts, Los Angeles, has been ap- 
pointed sales promotion manager 
of ARA, Inc., Hollywood phono- 
graph record and sheet music pro- 
ducer. He will have charge of all 
publicity and merchandising for 
the company. Trade publication 
advertising will be continued, 
through Ruthrauff & Ryan, and 
|new dealer promotion material 
|}and publicity has been released. 


| . 
Four Join Byer & Bowman 
William Copeland, Reginald W. 
|Testement and Malcolm L. Mc- 
Guckin Jr., all recently released 
\from the armed forces, have 
joined the public relations staff, 
/account executive and art staff, 
respectively, of Byer & Bowman 
Advertising Agency, Columbus, O. 
William A. Arter, former advertis- 
ing manager with several local 
companies, has been named ac- 
count executive. 


__—- New Vork Dost 
| | MASTER (MEDIA CHLCULATOR } 
| FOR NEWSPAPER SPACE BUYERS 
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iS, net Neg 7 ~*~ & 


ee a er ? ane » * * 
| See SY 
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75 WEST ST. MEW YORE 6. HT. 
, 


overs vescuasy © reacneee 


a Metionelly represented by 
ba] ] THEODORO ADVERTISING SERVICE 
7 WEST ST. MEW TORR AHF EEMMELLT Genera! Meceger 


Your new, up-to-date 


MASTER 
MEDIA 
CALCULATOR 


is ready to mail 


The New York Post is glad to 
offer you latest circulations and 
rates in the third edition of its 
Master Media Calculator which 
gives quick reference to New 
York newspaper rates, millines, 
circulations and other pertinent 
data ... singly or in any com- 
bination of the eight papers. 


Copies are now going out to a 
long list of advertising buyers 
who showered copious compli- 
ments on previous issues. 


PHONE OR WRITE FOR 
YOUR COPY TODAY 


Mary McClung, Advertising Director 


New York Dost 


75 West St., New York 6, New York 
WHitehal! 4-9000 


a 
National Representatives 


THEODORO ADVERTISING 
SERVICE 


75 West Street, New York 6, New York 


Edward C. Kennelly, General Manager 
Offices in Principal Cities 
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St. Regis Paper Starts 


Advertising Series 


St. Regis Paper Company, New 
York, has launched a series of 
business paper advertisements to 
run monthly, presenting case his- 
tories to demonstrate how its mul- 
tiwall bags and bag packaging sys- 
tems have “doubled packaging 
production and halved packaging 
costs.” 

While each ad of the series will 
deal with a specific product and 
type of packaging machine, atten- 
tion will be called to the fact that 
St. Regis packaging systems are 
made in a variety of capacities 
and speeds, with varying man- 
power requirements. G. M. Bas- 
ford Company handles the account. 


Begins Movie Drive 
Eagle-Lion Films of Canada 
Ltd., distributing organization in 
Canada for motion pictures pro- 
duced by the J. Arthur Rank 
studios, has launched a national 
advertising campaign in magazines 
and weekend rotogravure papers 
to familiarize Canadians with the 
latest international motion picture 


ee 


successes and their stars from the 
Rank studios. Spitzer & Mills, To- 


/ronto, is the agency. 


Casey Leaves Wadhams 


Francis H. Casey, director of ad- 
vertising and promotion for the 
Wadhams division of Socony- 
Vacuum Oil Company, Milwaukee, 
for the past 27 years, has resigned 
to become director of the 1948 
Corporation, which is composed of 
civic leaders working for a pro- 
gram of civic improvements and 
for a year-long celebration in.con- 
nection with the state’s centennial 
in 1948. 


Makes New Wrapper 


Package Machinery Company, 
Springfield, Mass., has announced 
a new automatic wrapping ma- 
chine, described as the first prac- 
tical packager for fresh fruits and 
vegetables. The unit handles 
various size trays at the rate of 
12 to 55 trays a minute. An auto- 
matic device that attaches price 
and date label outside the cello- 
phane wrapper can also apply a 
printed band beneath the cello- 
phane to serve as an opener. 


Dealer Group Now 
Vastly Improved, 


Chrysler Maintains 


Detroit, Feb. 19.—Chrysler Divi- 
sion’s expanded dealer group is 
prepared to do a “much better job” 
for the buying public in car sales, 
service and parts than “was done 
by the majority of our dealers” in 
prewar years, Stewart W. Munroe, 
general sales manager, states in 
the current issue of the “Chrysler 
Tonic,” its dealer publication. 

“A very large number of our 
older dealers have either built new 
buildings or have completely re- 
modeled their old ones in the last 
year, and we have insisted on 
higher quality in the way of facili- 
ties among those who apply for 
dealerships both as regards the 
structures themselves and their 
equipment,” he points out. 

“Most of these new buildings 
have been designed according to 
the recommendations and with the 
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aid of the central service division 
of the corporation.” 


Has 3,045 Dealers 


As of Dec. 31, Chrysler Division | 


had 3,045 dealers on its roster, ac- 
cording to Mr. Munroe. This fig- 
ure compares with 3,404 dealers 
listed Dec. 31, 1941, and represents 
a gain of 560 over the low point at 
Dec. 31, 1943, when the count was 
2,485. 

An interesting feature of the 
current Chrysler Division roster, 
as discused by the sales executive, 
is the greatly increased number of 
direct accounts over that listed at 
the close of the last prewar year. 

At that time, there were only 
449 direct accounts—including dis- 
tributors, direct (wholesale) deal- 
ers and direct dealers. The divi- 
sion currently boasts 1,761 such 
dealers, an increase brought about 
both by the transfer of former as- 
sociate dealers to the direct basis 
and the enrollment as direct deal- 
ers of new accounts entering the 
organization. As this direct dealer 
list has grown, Mr. Munroe con- 


WHY BUY HALF A LOAF? 
To Baltimoreans, there is only 
ONE real radio station... WFBR 


trated on WFBR for over a decade—day in and day 


Yes, WFBR alone attracts huge studio audiences, 


visitors in large numbers. . . and gives advertisers the 


goodwill of Baltimore’s only complete radio service. 


Only here do you get crowds of daily visitors—product 


displays and all the glamor of Radio City in smaller 


replica. No wonder successful advertisers have concen- 


MEMBER— AMERICAN BROADCASTING CO. 


out—year in and year out. For WFBR gets results. 
And in Baltimore,gjWFBR is a living, breathing radio 
station — not just a tower or a spot on the dial — it’s 
Baltimore’s Big Home Town Radio Station. It is 


your best buy in the nation’s 6th largest market. 


* NATIONAL REPRESENTATIVE——JOHN BLAIR & CO. 


tinues, the number of associcte 
dealers has decreased. There are 
| now only 1,284 associates against 
| 2,955 at the close of 1941. 

During the war, the princi)a] 
casualties in the dealer body were 
among the associates who dropped 
from 2,955 at Dec. 31, 1941, to 
2,063 two years later. Many of 
these were small accounts lacking 
the service and parts facilities 
which other dealers found essen- 
tial during the war as a source of 
revenue. The number of direct 
dealers, meanwhile, was litile 
changed, showing 422 at the end of 
1943, compared with 448 when the 
war began and 387 at the end of 
1942. 

In 1944, the division’s program 
of changing qualified dealers from 
associate to direct whenever pos- 
sible was inaugurated and, in that 
year, direct accounts mounted to 
1,225. The total increased last 
year to 1,791, with the number of 
associates signed “just about’’ bal- 
ancing those transferred to direct 
or dropping out entirely, Mr. Mun- 
roe points out. 


Yale & Towne Appoints 

Meade Johnson, assistant man- 
ager of contract hardware sales o{ 
|Yale & Towne Mfg. Company, 
|Stamford division, Stamford, 
|Conn., has been appointed market- 
ing manager. 

Other appointments announced 
are: Frank Boxwell, with the com- 
pany since 1909, manager of build- 

ers’ hardware sales, and R. T. 
|Mitchell, manager of contract 
| hardware contracts with Yale. 


Eagle-Tribune’ Elects 

Irving E. Rogers, publisher of 
|the Eagle-Tribune, Lawrence, 
|Mass., and general manager ot 
WLAW, has been elected president 
and treasurer of the Eagle-Trib- 
une Publishing Company; of Hil- 
| dreth & Rogers Company, which 
owns and operates WLAW;; and of 
|the Eagle-Tribune Realty Com- 
|pany. Mr. Rogers became treas- 
urer upon the death of George A 
Mellen, who had held the post in 
'the three corporations since 1942. 


Capitol Records Forms 


Transcription Service 

Capitol Records, Hollywood, has 
formed the Capitol Transcription 
Service, a division of Capitol Rec- 
ords, with program service for 
radio stations throughout the na- 
tion to be made available July 1. 

Walt Davidson, formerly in 
charge of sales for the NBC radi 
recording division, has been named 
to head the national sales and Lee 
Gillette, former musical directo! 
of WJJD and program manager o! 
WAAF in Chicago, will take ove! 
national program production of 
service. 


Elects Williamson 

George E. Williamson, with 
Strathmore Paper Company, West 
Springfield, Mass., for 34 years in 
various executive capacities, has 
| been elected president, succeeding 
|John D. Zink, who recently re- 
| signed. 


ad is just a sample of what ca 
done with this amazing new e 
setting device-and it cuts cost 
eliminating display type and j 
lettering charges. Quick, simple 


nomical 
compositor 
Write TODAY for catalog expla’ “9 
the FOTOTYPE system and shov “9 
the 60 modern types now availa 


THE FOTOTYPE COMPA’ 
625 W. Washington, Chicag” © 
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NBC to Use ‘Farm 
System’ to Build 
Postwar Programs 


Chicago, Feb. 20.—An opera- 
tion, similar to baseball’s “farm 
system,” that will seek out, de- 
velop and present new radio tal- 
ent and programs on the National 
Broadcasting Company network, 
was described here today by Clar- 
ence L. Menser, vice-president in 
charge of NBC programs. 

Speaking to Chicago trade pub- 
lication and newspaper radio edi- 
tors, Mr. Menser pointed out that 
the move was made by NBC in 
response to a_ realization that 
“steps should be taken to give 
Chicago her rightful place in the 
radio picture,” 

“In 1934, 
had more shows than did New 
York,” he said. The present be- 
moaning of Chicago’s blight of 
network originations, he declared, 
both “ignores the fine things be- 
ing done here and over-emphasizes 
the value of the talent and shows 
that have gone to the coasts from 
Chicago.” 


Will Develop Talent 


He pointed out that NBC’s ef- 
fort will directly help Chicago, 
in that several shows are now 
tabbed for production here, but 
that NBC intends “to intensify 
its efforts to create a network of 
people, to replenish the supply of 
talent of all sorts and to revise 
its auditioning operation to give 
a better hearing to new talent.” 
He said $100,000 had been set aside 
to develop talent in 1946. The 
plan will stress NBC’s policy of 
searching for talent, placing it 
under “employment 
which will provide earnings for 


the talent to obtain further train- | 


ing, assist the talent with its own 
coaches and provide a “showcase” 
for the actor or singer, 
m.c., comedian, musician or group 
to develop before a microphone. 
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contract” | 


writer, | 


prove the listener’s lot. It will 
institute credit lines for the city 
in which programs originate, and 
it will “squeeze the water out of 
the cost of a sponsored produc- 
tion so that those who make no 
contribution to the program will 
not take such a cut from the total 
outlay.” 

Mr. Menser plans to discuss the 
advantages of originating shows in 
Chicago with advertising agency 
men and clients at a meeting 
scheduled here in March. 


Graham Rejoins R&R 


William N. Graham, for many 
years with Ruthrauff & Ryan and 
later with the former Blackett- 
Sample-Hummert agency and copy 
chief for Grant Advertising, Inc., 
in New York, has rejoined R&R in 
Chicago as account executive. 


Joins Reynolds Metals 


G. W. Birdsall has resigned as 
staff editorial feature writer for 
Steel to become editorial depart- 
ment manager for Reynolds Metals 
Company, Louisville, Ky. 


To Advertisers Service 


Builders Specialties Company, 
Pawtucket, R. I., distributor of 
Johns-Manville products, has ap- 
pointed Advertisers Service Com- 
pany, Pawtucket, to handle all of 
its advertising. The agency has 
previously serviced this account, 
handling some phases of the ad- 
vertising. 


To Donovan & Thomas 


Donovan & Thomas, Inc., New 
York, has been appointed to handle 
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the accounts of Buell Engineering 
Company, manufacturer of dust 
recovery systems for industry, and 
American District Telegraph Com- 
pany, maker of electric protection 
services. 


Maytag Names Triangle 

Triangle Advertising Agency, 
Chicago, has been appointed to 
handle advertising of the Maytag 
Dutch Oven stove, manufactured 
by the Maytag Company, Newton, 
Ia. McCann - Erickson, Inc., con- 
tinues to handle the Maytag 
washer account. 


6 Years in 
POULTRY 
‘TRIBUNE 


| 


3 MODERN FARM MACHINERY 


| ZZTa TORS -TAMESNWEMS -TMWE NARVE STOR: FARA MACHINERY) 


The operation will include the. 


sending of network and top-| 
station stars to smaller stations | 


as “hypos” to shows sponsored 
locally. 
recommend and send its upcoming | 
talent to the larger stations, which | 
in turn will develop them for net-| 


work presentation. 
Will Increase Transcriptions 
Within the operation, NBC in- 


The local stations will | 


(Source U.S.D.A.) 


| 
| 


tends to increase the number of 
transcriptions of auditions for ap- 
praisal and development of ideas 
and talent. It will extend its pol- 
icy of selling 15-minute shows to 
a sponsor instead of a series of! 
one-minute announcements, to im- 


500,000 


STOCK PHOTOS 


peviwann & T 


ae 


- Powers alot of POULTRY FARMS 


You can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1944 gross farm income from 
Poultry and Eggs was $2,689,000,000. 


For 6 years Minneapolis-Moline Power Imple- 


ment Company has found a ready response to 


its advertising in Poultry Tribune. The M-M 


message of “Modern Methods and Modern 


Your FARM Magazine List is Not Complete Without 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 


Machinery” clicks with this highly progressive 


and prosperous section of the farm field. Sur- 


veys show that Poultry Farms lead in mechanized 


equipment, and advertising 


lineage records 


show that the most favored means of reaching 


500,000 


them is to use Poultry Tribune . . . America’s 
Leading Specialized FARM MAGAZINE. 


Circulation 


TRIBUNE 


America’s Leading Specialized FARM MAGAZINE 
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M. H. Hackett Named 


Allied Plastics Company, New 
York and Los Angeles, has named 
M. H. Hackett Company, New 
York, to handle advertising of 
plastic compacts, cigaret cases and 
Gregori lucite housewares. In 
March, four-color pages will begin 
for these “Ziegfield Girl” products 
in women’s fashion magazines, and 
newspapers will be used later. 


Bronson Joins Agency 

Earl Bronson, for four years 
senior producer with American 
Broadcasting Company, has joined 
Schwimmer & Scott, Chicago 
agency, as radio producer. 


Open Tulane Associates 


William V. Humphrey, manag- 
ing editor of Industrial Aviation 
for the past three years, and H. 
Alexander Tulane, president of 
Tulane Advertising, have opened 
Tulane Associates, Chicago public 
relations firm, at 333 N. Michigan 
Ave. Mr. Humphrey will be a 
partner, handling the firm’s avia- 
tion accounts, and will direct ac- 
tivities of the technical editorial 
department. Mr. Tulane is senior 


partner of the company, which will 
be affiliated with his agency. Lloyd 
Rosenow, also a member of the 
new firm, will retain his present 
position as co-partner of Rosenow- 
Henderson Company and as presi- 
dent of the Chicago Research 
Center. 


Deere Promotes Two 


Bruce Lourie has been promoted 
from vice-president and general 
manager of the John Deere Plow 
Company of Moline, Moline, IIL, 
to sales manager of Deere & Co., 
the parent organization of Deere 
factories and branch houses. 

R. M. McGaughey has been ad- 
vanced from manager of the sub- 
branch of the John Deere Plow 
Company of Moline, Milwaukee, to 
general manager of John Deere 
Plow Company of Moline. 


Opens N. Y. Office 

Windsor House, Los Angeles, 
manufacturer of Kings Men toilet- 
ries for men, has opened New York 
offices in the Empire State build- 
ing. Murray Levitt, New York 
representative of the company, 
will be in charge. 


Color Ads Rate 
High in ist Sunday 
Readership Survey 


Research Foundation 
Releases Findings on 
‘Milwaukee Journal’ 


New York, Feb. 22.—In the first 
complete report ever published of 
a Sunday newspaper readership 
study, black-and-white and color 
advertisements divided top honors 
for popularity among men and 
women in the national category, 
while in local advertising, color 
insertions take top position on 
both men’s and women’s lists of 
favorites. 

This was the finding reached by 
the Advertising Research Founda- 
tion, which today released Sun- 
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day Study No. 1 in the Continuing} of the survey. 


Study of Newspaper Reading, | 
covering’ the 140-page Nov. 11, 
1945, edition of the Milwaukee 
Journal, 

The topmost color ads in the 
Sunday edition rated higher than 
corresponding best-read black- 
and-white ads of the same size 
group and within the same cate- 
gory compiled for the 94 daily 
newspapers examined by the 
foundation since 1939. 


Sample Is Increased 


The foundation, which previ- 
ously analyzed the March 13, 1941, 
issue of the Milwaukee Journal, 
with published findings contained 
in Study No. 36 of the Continuing 
Study of Newspaper Reading, in- 
terviewed for its first Sunday 
study 1,100 readers, equally di- 
vided between men and women. 
This was more than twice the size 
of the usual sample—250 each of 
men and women—interviewed for 
most of the dailies. The Mil- 
waukee paper, which has a circu- 
lation of 314,298, paid all costs 


Nothing’s too good for HOLIDAY people — for 
you or the millions of other vacation-conscious 


Americans who are planning to spend their money 
and make up for lost fun-time—at home and away. 


Holid 


ay 


The National Magazine of Recreation, Travel and Play, fits right into 


the all-year vacation mood, and into the sales picture of alert advertisers. 


THE CURTIS PUBLISHING COMPANY 
INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


Urging caution in viewing i.e 
results of this first Sunday ana). 
sis, the foundation submitted te ,- 
tative comparisons as to the eff. -- 
tiveness of black-and-white § s. 
color advertising. Prior to t! is 
study, only 13 color adverti:». 
ments had appeared in the 4 
daily newspapers examined {5 
date, whereas in the Sunday paper 
alone, more than two and a hi: if 
times this amount, or 32 in ai], 
were color ads. 


Ad Total High 


Twenty-seven per cent of tie 
91 national ads of 70 lines and 
over were in color, as were 5% 
of the 141 local ads. The total 
number of advertisements, both 
national and local, presented in 
the Sunday edition was about 
three times the number appear- 
ing in the average daily news- 
paper already studied. 

An interesting sidelight was that 
91% of the men and 99% of the 
women interviewed read some of 
the advertising in the Sunday 
paper, while only 80% of men and 
86% of women read some adver- 
tising in the daily Milwaukee 
Journal surveyed in 1941. 

Among national advertisements, 
six color insertions appeared on 
the men’s list of 10 best read, 
while eight appeared on the 
women’s selections of the top 10 
national ads that day. Only seven 
local ads appeared in color, but 
four of these were among the 
men’s 10 best read, while five 
placed on the women’s list. 


Chevrolet Ad Leads 


Leading the list of best-reads 
in the national category was a 
1,015-line Chevrolet color ad on 
the third page of the roto section, 
which stopped 65% of men. This 
ad placed third on the women’s 
list with 56% attention. Women’s 
first choice was a full-page black- 
and-white Victory Loan appeal in 
the screen and radio section, at- 
tracting 67% readership. This ad 
was read by 56% of men, and tied 
with a 1,260-line Oldsmobile ad 
for second place among all na- 
tional ads on the men’s list. 

Women’s second choice was a 
144-line black-and-white inser- 
tion of the Golden Guernsey Dairy 
Co-operative, which was some- 
what similar to news-feature 
photos above it on the back page 
of the roto section. It drew 62% 
of women, and 47% of men, there- 
by rating fifth on the male list. 
A 1,476-line Mobilgas color ad on 
the 14th page of the main news 
section was the fourth best read 
national ad among men. 


In ‘This Week’ 


Sixth, seventh, eighth and ninth 
positions on the men’s list of 10 
best-read nationals were held b) 
color ads of Waterman pens, Libby 
tomato juice, Glo-Coat, and Gen 


eral Mills, all of which appeare: 
‘in This Week Magazine. 

| Third to tenth positions on th: 
| women’s list of best-read nationa! 
| were held by color ads of Chevro 


let, Glo-Coat, Libby tomato juic: 


: PEACE-TIME 


OIL BOONS 


Wuen our Air Forces asked for 100-octa 
gas, no one thought it could be produ: 
in adequate quantity. What was need 
most was equipment. To the everlasti 


credit of manufacturers, the impossible » 


accomplished and two significant pea’ 
time boons resulted: 
(1) A higher standard of gas for y« 
kd car; (2) A $3 billions equipment-want 
bring all refining processes up to the n 
standard. The detailed facts will be sv 
plied by our nearest representative. 


PETROLEUM REFINER 
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Helena Rubinstein, S unshine 
rackers, Chiffon soap flakes, 
Vaterman pens, and Mobilgas. 
rhey appeared variously in the 
iain news, roto, screen and radio 
actions, and This Week Magazine. 
Department store advertisements 
'-d in the readership of local ad- 
ertising in this Sunday study, 
ith a slight edge held by those 
rinted in color. Schuster’s 2,400- 
ne color ad on the seventh page 
of the society section tied for first 
place among women with an ad of 
<milar size by Gimbels on the 
seventh page of the main news 
section. Each scored 76%. Gim- 
bels’ color display of men’s sports 
shirts, occupying the back page 
of the screen and radio section, 
was first among men, with a 48% 
score. Second place was held by 
a Kunzelmann-Esser furniture ad 
on the eighth page of the roto 
section, which attracted 44%. 


Men Favor Color Pages 


Incidentally, among editorial 
features noted, the foundation re- 
ports that men seem to prefer 
color pages while women tend to 
favor those in black and white. 
Comparing readership of the 52 
color pages with that of the 88 
black-and-white pages in the 
paper, color pages chalked up a 
9% lead with men readers, but 
failed by 6% to equal the women’s 
average readership of black-and- 
white pages. 

The roto section of the Sunday 
Journal took highest average page 
readership of all 10 sections among 
both sexes, attracting 80% of men 
and 86% of women. In first-place | 
tie among men was the sPorts sec- | 
tion, while the society section was | 
second-place favorite ueinied 
women with a 75% score. 

The Continuing Study of News- 
paper Reading, conducted by the) 
foundation in cooperation with the | 
Bureau of Advertising of the. 
American Newspaper Publishers, 
Association, is sponsored by the, 
Association of National Adver- | 
tisers and the American Associa- 
tion of Advertising Agencies. Sun- | 
day Study No. 2, reporting an | 
analysis of the Observer-Dispatch, 
Utica, N. Y., will soon be issued. | 


Wyman Joins OAI 

Jack Wyman, previously associ- 
ated with Foster & Kleiser Com- | 
pany as sales representative and 
sales manager, has joined Outdoor 
Advertising Incorporated as sales 
representative in Los Angeles. 


Elects Williams V.P. | 


John E. Williams, head of Var- 
lon, Inc., a division of United 
Wallpaper, Inc., Chicago, has been 
elected vice-president of Varlon. 


Leading Agencies 
Rely On Faithorn 
3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
and Printing... all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
‘< Phone WHitehal! 2300 


t 
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Bauer & Black Starts 
Elastic Goods Drive 


Bauer & Black, division of the 
Kendall Company, Chicago, will 
launch a new campaign featuring 
its line of elastic goods with a full- 
page advertisement in the March 
2 Saturday Evening Post. 

Copy and illustration will be 
handled in a manner to sell the 
entire line and will be directed at 
both men and women. The cam- 
paign is said to be the first “line” 
advertising in the elastic support 
field. 


New Toledo Glass 
Firm Is Formed 


Glass Fibers, Inc., Toledo, has 
been organized with R. H. Bar- 
nard, formerly executive vice- 
president and director of Owens- 
Illinois Glass Company, as presi- 
dent and general manager. The 
company will manufacture by a 
patented process and market a line 
of continuous and staple glass fiber 
products, as well as glass wool in 
various forms. 

Other officers announced in- 
clude Harry O. King, president of 


Munson Line, Inc., chairman of the 
board, and Gordon W. Reed, chair- 
man of the board. of Texas Gulf 
Producing Company, vice-presi- 
dent and treasurer. 


Introduces Marvalon 


Marshall Field & Co., Chicago, 
has announced development of a 
new plastic household material, 
Marvalon, a synthetic fabric de- 
signed for use as a waterproof 
covering, for draperies, and for 
other household uses. The fabric 
was developed by Munising Paper 
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Company, Munising, Mich., with 
the assistance of Marshall Field & 
Co. interior decorators. 


NBC Promotes McCray 


Thomas McCray, former NBC 
eastern program manager and pre- 
viously with the Office of Censor- 
ship, has been named national 
program manager of NBC, taking 
over tne operational details from 
Clarence L. Menser, vice-president 
in charge of programs, who will 
devute more time to over-all 
}Janning. 
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Don Lee Network 


Faces Quiz Under 
FCC Monopoly Rule 


WFIL Sale Price 
Draws Fire; Senate 
Trims Agency's Funds 


Washington, Feb. 20.—As if to 
prove that 2,447 pending broadcast 
applications and half a dozen un- 
settled economic issues are not 
enough to wear it out, FCC today 
embarked on a campaign to apply 
its network “monopoly” regula- 
tions to regionals, with a notice 
that it will examine the relation- 
ship of the Don Lee network to 
four California outlets. 

In a letter to the network, T. J. 
Slowie, commission secretary, said 
that from the files of several Don 


, Lee affiliates, it appeared that the 
network might be optioning more 
than the permissible number of 
hours in each segment of the 
broadcast day, and that it was fail- 
ing to give affiliates 56 days’ no- 
tice of the exercise of its option. 

To determine these points, Mr. 
Slowie wrote, the commission was 
holding hearings on renewal of the 
license of KGB, San Diego, and 
KDB, Santa Barbara, and that it 
would hold similar hearings on 
KFRC, San Francisco, and KHJ 
and KHJ-FM, Los Angeles. ° 

Decision to look into relationship 
of a regional network and affiliates 
represented an extension of the 
enforcement effort in support of 
the “monopoly” rules, already en- 
dorsed by the courts as applied to 
the major networks. 


An ‘Anti Monopoly’ Action 


This “anti-monopoly” action, 
defended as protection against ab- 
sentee programming, came during 
a week in which Commissioner 
Clifford J. Durr renewed his cam- 
paign for closer examination of 
inflated sale prices, which he con- 


siders as another factor unfavor- 
able to good programming. 

The Durr complaint, plus re- 
newed discussion in Congress of 
alleged excessive profits in the 
radio industry, greeted Charles 
Denny Jr. as he took over as act- 
ing chairman, enabling Paul Por- 
ter to move to the OPA. Other 
woes inherited by Mr. Denny in- 
clude a decision on the “clear 
channel” issue, and the processing 
of the 2,447 applications. 

The 33-year old Mr. Denny _ has 
been a loyal follower of retiring 
Chairman Paul Porter since his 
elevation to the commission last 
May. His rise through the De- 
partment of Justice and the FCC 
legal division to a spot On the 
commission rates as a Washington 
“Cinderella” story. 

The unusual licensing load he 
inherited —a by-product of the 
wartime “freeze’—was further 
complicated during the week when 
the Senate whittled the FCC’s 
1946-47 budget request of $6,000,- 
000 down to $5,360,000, largely be- 
cause Kenneth McKellar, chair- 
man of the appropriations com- 
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mittee, feels FCC should be self- 
supporting. 

Protesting the upward curve of 
FCC requests for funds, Senator 
McKellar told the FCC chairman 
to prepare a study on the profit 
situation, including recommenda- 
tions on a franchise tax which 
would enable the commission to 
pay its way. 


Durr Inquiry Causes Stir 


On the heels of McKellar’s an- 
nual blast about industry profits 
came the protest from Commis- 
sioner Durr, who objected to ap- 
proval of the $1,900,00 transfer of 
WFIL, Philadelphia, to the Phila- 
delphia Inquirer. 

Commissioner Durr argued that 
the FCC should have insisted on 
more information about the In- 
quirer’s plans for the station, but 
other FCC members felt this detail 
was not necessary, since no other 
buyers were competing for the 
property. 

“When broadcast facilities hav- 
ing a total book value of a little 
more than $148,000 sell for $1,900,- 
000, and when a relatively small 


ae ae ae 


greatest con 


's first market, 
anes coin 


... with America's greatest church 
edifice, the Cathedral of St. John the 
Divine. Under construction for 64 years, 
this is how it will look when completed 
. .. the largest Gothic Cathedral in the 
world with a seating capacity of 15,000 
and standing room for 40,000. Authorities 
rank it with the pyramids for permanency. 


* 


You need newspapers to sell New York 


| 


one-kilowatt station earns mre 
than $300,000 net profits, bef: re 
federal income taxes in one yer. 
two questions would seem logica |, 
to present themselves,” Comm s- 
sioner Durr wrote: 

“1. Is the purchaser buying 
only the seller’s properties and ‘he 
going concern value created by ‘he 
seller’s own investment and effcrt, 
or is it buying also—and prin. j- 
pally—a license to use one of the 
limited number of standard broad- 
cast channels assigned to the 
Philadelphia area and an assured 
right to use one of the FM chen- 
nels assigned in the same area 
which might otherwise have to be 
sought in competition with other 
applicants? 

“2. What effect will the higher 
price being paid for the facilities 
have upon the operations of the 
tranferee ‘in the public interest, 
convenience and necessity?’ It 
is reasonable to assume that any- 
one purchasing broadcast facilities 
expects to earn at least a reason- 
able return on his investment and 
the higher the investment, the 
greater will be the pressures to- 
ward excessive commercialization 
of broadcast time.” 

Senator McKellar thinks that 
the FCC ought to operate on a 
basis comparable with the Post 
Office. ‘Inasmuch as these licenses 
are simple grants or gifts from the 
government, why would it not be 
right and proper to make such 
charges as would make this or- 
ganization pay for itself?” the 
Senator asked. 

Between White House meetings 
Chairman Porter conceded that on 
the basis of capital investment, the 
broadcast industry was “enor- 
mously profitable,” but he pointed 
out that because of the stations’ 
relative capital base and because 
they have come into a period of 
relatively high earnings, the 
broadcast industry is paying “a 
relatively larger proportion in 
general taxes than any competi- 
tive industry. 

“T think that before putting a 
special tax or a license fee on it, 
Congress would have to consider 
the policy as to whether such a 
tax would place broadcasting at a 
competitive disadvantage with 
other media—for example, the 
newspapers that have the second 
class mailing privileges, a govern- 
ment subsidy,’ he suggested. 

While promising a report on the 
subject, the outgoing FCC chair- 
man pointed out that roughly a 
third of FCC’s appropriations and 
facilities are used to regulate the 
broadcast industry. The rest goes 
for safety and special services such 
as police, fire, forestry and com- 
mon carrier communications. 

Despite this assurance, Sen. Mc- 
Keller pressed for a reduction of 
$800,000 below the budget re- 
quest, compromising on $700,000 
after Sen. LaFollette (Prog., Wis.) 
protested that any reduction in 
FCC funds would delay processing 
of applications, and prevent vet- 
erans and others from getting into 
the broadcasting business. 


Two Appoint Gordon 


The Phil Gordon Agency, Ch - 
cago, has been appointed to hand e 
the advertising of Samuel L. Wi - 
ternitz & Co., auctioneer, and W1 
son Industries, Inc., househo 4 
specialties. 


initia 


619 WORTH MICHIGAN AVE re 
CHICAGO 11 - DEL. 8300 


C4 \ 
4, 
TET 


a a f ce soi Ps << 5 one . A he z pie r Se m = S Ue: “a p : ae a -— ‘ Et oie ae aa ¢ er r aes ; ; ¥ me 
“ = ee ide 
Pigg st : 
e. : 
oe * : a | 
ii: ) Le 

; | E" 

— 4a 
: 

Lae ; Si 
ee : | or 
ie: e 
Saas hee 

ner 

: 2an 
ee Ve 

‘58 San 

T 

; he 

cl 

Fo! 

. bee 

an 

: n ~ é 

: | Rh 

att] 

| ae 

tiv 

= the 
- : Clu 
; the 
on cha 

; coo 

¢ 
1 loci 
ms o 
3 = . ing 
| 
° 
La K = 
| wi 
| 
| tio! 
| by 
fro 
oT co , nol 
: — " a8 tio 
: é i tio! 
_— 4 i che ; eX] 
ai Hef ie ; if 00¢ 
1 ite hE, Ge i) WL 
ei mie ea se Pi, i sid 
een ' iy h : 4 4 out 
ce ae & - 

ieee 1 ¥: ¥ vs ‘ r 

ae | Sate Ey a oy ‘ e | 
ee al 4 age 
ee 2A if by Cli 
ee i ale 

ee fie oe ‘ee ple 
aa - is uf Pee = ise 5 i: Ss ee % ee me i ‘ an 
ae Kern oe OE Ae eee ae : : BOOT ise > J oe q a a wa Sen ieee Soe ; as 2 ne Mg is ae He ee - oO hig 
g , 1s : : ae te : AY : se be ; Mi i a -— ~~ age psu See ae? ee ee ; sf ss an 
ig th Rigs Seo es is mee 2 ; ee ee cs. Se Fe Se = . : ber 
pay ba ac een Sd Be a : E fe Geode ; ., ae ae See i 9 es : : a1) 
—_ } ES oa Fae Go eee oe ae Nee Rn eS ce pee ‘ i a Eee? & 44, soe te, i a a i rae Be ¥ k - 
ty bey, \ ae ge Soloed WO CE gy ; EE ane Me eI. sata % 
he rl ra 7 : Par ae , oe = “ eS 3 Bs ede . ; ie = 3 ae iy ‘ | ’ ee ea eS 5 es Bea eg s eet a Sipe aes 
lr A Se i Se ge eee : a ; : B . Pee aah Be . Re eee Pea oC ae 
kha "2 nS POO Rae : P ‘hie q é ea e eae: 
Ns S aye? Wee i= .—l( Cy ; R is ee* ‘ 
— j we 1] cS oe i } eee 2 ; aot, & 4 3 os , & % ; we 4 ij s. 3 Ne 
i sua : mt if « «Be ee tee . i ght eee f } : a oe Se — eee: 3 . j 
. id “ \ ? . - “4 . : j- . ?* . ap yan is ' i ‘d Chee Ce g i. ae 2 dir 
3 | “ ee wae Vet it i = a ; I a {il a 2 | Us 
a I Pa on j8t ‘Weiee as A q Th 
' a ” Ll a OT i e AW - ‘ i Ke sof 
Dey. : ke 4 ae 34 * j : a oe . (asia ca ' 4 , — : ) 1S] 
Se, WS |; Bh” irae re ~ . rf » oA : Be 
rt | os ot ' » sl : - : oe fT. Bek pe Be 
oh Tikes te y : 3 * 4 § e Be - rae © 4 § ‘i ™ = iss 
ft | fs te : » «¢° s] is . He . _* | ae es in 
et ] Lek i - : | ee ef me. 7e 
= ‘ miartTe —,-." on . bis. gar lad 3 4 >| 4 oe 2 Se 
we es ~ i Ae ve! 5 NS “ ie mi : _ : mo =| a .g ce. yee is | to 

ae ie , , a6 ya. ute © cal 3 F bs ‘ oe @ 4 et t i ee ae | G 

Dose E = | ae le ts Gey a lie mg be a i! A ow 7 : sg _ 
ig oe / : ”~ } ; hi j > a i ee : :  @ “ tae Se ete . 4 y ( 
ce 4 : 7 ; : : pis j i ¢ a Hs = : . Si : a _ 7 E.! aa pets 

: : ; * 2 f ji if | “ “ ; ‘ om ; Auten ; 4 Le ‘ By $ 
’ , 1 a ae re ee ; ee Ls i g ‘ 
or ri e ; | lg Ce ‘ 8 Fee : \ a F : . EL 2 oe an : of Ye 
Re — = : ia. ‘ i i Coma, eal “ r 

a ve f ‘i £ wat pats ci _ me Ry ae oie ae | W 
ale : ; : : ’ ‘ ia G ir” an. ; ae ee a | N 
; " mie’ ie eS ' ‘cc § Bie 4 ; F . bm Fa : ne ave 
ie: bo i. f & Bee | ( tf ; eo 2 oe Rad er 
aan F -. ; i ae | : A ‘ait ah, |. GC gh ie ap 

eer : ; 2 i : : q oe 5 lle g ti ee MS sit cae eo Ee pa 
pa oo af “ ee ee ee ee a eee in 

eae’ = _ Nee oe rm eal Le “ae eee 5. pr . eh yates te St Set ad , 
q ess po a be ee. eee : as ae Py ee ‘a 
ee a = A> ee % — BP le _ — aoa ‘ gea> a ae S ee, ea aor a ge 
et Ree) 5): | a ‘ * teks a 3 ieee Re rn ae ee eo! 2 

a Sit... a a é So oe lll i: =| (ke AL _ al 

4 oes i 8 eee er is rere ceatapencinmina 
: og Bee fre eo an ie rn ; Sree ee : N G Stoo 
; bf ee ee” THE EVE a oe : 
- ———— GH T i es : 
ena ey a het) are a i Me R 4 T H R re) U P R £E r E R F ia | 

veeytes Soa! : “A i d ee tp. 

os a ew YORK 1® RKERS ee . 
aia \\ $F ER MOST ep es eae 
; ee = / as q me Se ‘ bs a ae: an : 

ae ae : center of the an : great, >. fe 
i, i Son the x eaaeiee ~ ( 
Pe en aos im th an 
a see ‘And here, ‘i : jie ay ae r 
| | 4 ae. We: i + . ’ ms ee — AN ; ia We 
| oo NAL- “Sie 
5 i an ah. _ aes ¢ 
NEW YORK JOU sete se ) get 
ae : cee Sn eee eee as : Wr gs yw 
es a oe Rpt aha he et SSR bs : Ne 2 ‘ 4: Bat pope | Since 3 é so alana ca ie nyt sae N 7 si ‘ “Bes : - ve 
BE ee oe Sa gt eS Bice es Se piel ees mae gee AIST ang Ie Fe ae re" g rg a 
; vs eae ye aes pos oe Se p ce ENTE: : : ae . : Ge Gabe % ‘ a + 
by \ . ; : “ . il a 
. ae . . 
Pe SA . S “ 
; Dy; cf, ke 


25, 1946 \dvertising Age, February 25, 1946 


iS More Atl: . 
snet & Claire Forbes ‘Mogelever Heads Special) 
bh Year a Promotions for Treasury 
logica ly rorms Ad Agency Jacob Mogelever, who has been 
Yomm s- identified with the national war 
; Santa pone we ee Pen Ps bond program since its inception, 
buying Forbes a” nema d vertising | has been appointed chief of the 
and ‘he gesey ___ | special promotions section of the 


peen formed 


‘ continuing Treasury savings bond 
d by the here to serve . y . 


| 


Chenault to ‘American’ 


Richard §S. Chenault, for the 
past three years art director of 
Fuller & Smith & Ross, New York, 
and author of the book ‘“Advertis- 
ing Layout,” has been named art 


director of the American Magazine. | 


To Plug Zell Compacts 


Zell Company, New York, man- 
ufacturer of compacts, will launch 
a national advertising campaign in 
business and consumer publica- 


37 
Joins Modeling School Heineman Named V.P. 


Franklin Fisher, formerly field! William J. Heineman, general 
public relations representative for | Sales manager of Samuel Goldwyn 
Warner Bros., has joined the Bar- Productions, has been named vice- 
bizon School of Fashion Modeling,| President and general sales man- 
New York, as director of public|ager of United World Pictures, 
relations. |New York, recently formed motion 

| picture distributing organization. 


Changes Division Name Affiliated Names Y&R 

F. L. Jacobs Company, Detroit,| Affiliated Products, Inc., New 
has announced that the name of its | York, cosmetic division of Ameri- 
major appliance division has been | can Home Products Corporation, 
changed to the appliance division.|has appointed Young & Rubicam, 


d effort <anta Barbara = l 
Finci. in ’ | Mr. Mogelever, a former New 
P Ventura and |Jersey newspaper man, handled 
e of the San Luis QObis- promotion arrangements for Sec- 
1 broad. oo eounties. retary Morgenthau’s trips to key 
to the The agency is pe 
van ed hea ded b y Tives. 
M chen- Claire Drew 
aoe Ores Forbes, who has : | 
4 ue been advertising 
bel and promotion Claire Forbes 
. manager of 
. higher Rhodes department store in Se- 
facilities attle, Wash., for the past 13 years. 
3 Of the During the war, she was war ac- 
eeatest, tivities chairman for four years of 
ty? It the Seattle Advertising and Sales 
nat any- Club and was a vice-chairman of 
facilities the War Advertising Council in 
oeaeon- charge of Pacific Northwest ad 
rent and cooperation. 
ent, the Offices of the new agency are 
mee: t0- located in the San Marcos build- 
alization ing here. 
iks that : 
te on a Signature Records Ally | 
a with G-E; Plan Campaign 
Thar sgra Signature Recording Corpora-| 
tion, New York, founded in 1940 
t not be by Robert Thiele, recently released | 
ke such from the armed forces, has an-| 
this or- nounced its affiliation with the 
f?” the General Electric Supply Corpora- | 
tion, Bridgeport, Conn. Signature | 
neetings expects to produce about 15,000,- | 
that on 000 records during 1946 which 
nent. the wul be sold through the G-E sub- 
ge: sidiary’s 100 distributors through-| 
enor- out the country. 
pointed Through its recently appointed | 
stations’ agency, Kastor, Farrell, Chesley & | 
because Clifford, New York, Signature | 
eriod of plans spring advertising in music| 
s. the and fan magazines, promoting the) 
gs, ; : : 
ying “a high-fidelity quality of its records | 
tion in and its various recording artists. | 
aaieails First newspaper ads will be dealer | 
seein cooperative, and other promotions | 
ats will be cooperative with G-E Sup- | 
utting a oly. 
e on it, 7 ————— 
—— Nat'l Starch Expands | 
ing at a National Starch Products, Inc., | 
with New York, has opened a southern | 
1 th division with headquarters at 1200) 
x May S. Front St., New Orleans, under | 
> second the managership of H. F. Stegall.’ 
govern- The new division will serve Lou- | 
ed. isiana, Texas, Oklahoma, Arkansas, | 
t on the Mississippi and eastern Tennessee. 
* chair- Before joining the company early 
ughly a in 1944, Mr. Stegal was for two) 
ae aol years chief of the grain pricing) 
hala the section in Washington, and prior | 
to that, southern representative for | 
‘est goes General Foods Corporation, New | 
“y such York, 
1d com- <vintheercaianimt 
ns. ic. | lide Water Ups McCabe © 
ction of _Eugene F. McCabe, former New 
get re- York state sales manager for Tide 
$700,000 Water Associated Oil Company, 
" New York, has been named gen- 
g., Wis.) eral sales manager for the com-) 
ction in pany’s eastern division, succeed-| 
ocessing ing R. E. Ryerson, resigned be-| 
ent vet- cause of ill health. New assistant | 
ting into general sales managers, all with | 
Tide Water for a number of years, | 
are R. D. Rogers, William S. med 
lan and Dartley E. Hoffman. 
on | 
cy, Ch- . | 
o handle . not only the ONLY DAILY | 
L. Wii- J \EWSPAPER published in Del-| 
ouseho 4 aware County, but truly the 


“mito” 


cities during several war bond|tions through Arthur Rosenberg| Edward A. Ash continues as direc-|New York, to handle advertising 


Company, New York. tor of the division. of Neet deodorant. 


ONLY DAILY NEWSPAPER | 
\| at gives Delaware County what | 


i most desires in a newspaper— | 


HOME TOWN NEWS! 


A. G. Hil, pub.; C. L. Eanes, gen. mor.; 
D. J. McKay, local adv. mer. 


TORY, BROOKS & FINLEY 
“— NATIONAL REPRESENTATIVES ———_ 


RIGHT TOOL 
...BETTER JOB 


SOUTHERN HARDWARE 
sells Your greatest 


hardware market 


BEST! 


SOUTHERN HARDWARE is the quickest and surest 
means of reaching and SELLING the large and profit- 
able Southern hardware market. In the sixteen South- 
ern states, SOUTHERN HARDWARE?’S circulation 
covers practically every wholesaler and more than 
twice as many retail hardware and farm equipment 
outlets as any Northern paper. 

SOUTHERN HARDWARE has long been recog- 
nized as the dominant publication in the Southern 
hardware trade. Its thorough coverage and prestige 
and influence are important and necessary aids in 
developing the great and rapidly growing Southern 


hardware market for your products. 


SOUTHERN HARDWARE 


W.R.C. Smith Publishing Co., Grant Bidg., Atlanta 3, Ga. 
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West Coast to See Ads 
Flashing on Rooftops 


Outdoor posters, flashing colored 
pictures with advertising copy, 
will be spotted throughout the 
West by the end of this year, and 
if successful, on a national scale 
by 1947, according to the Wall 
Street Journal. Called ‘automatic 
slide-viewers,”’ the signs will be 
placed on rooftops rather than on 
highways, and are so designed as 
to be visible both day and night. 

The ‘special screen, which lends 
a stereoscopic effect to the 36 by 
48-foot images, is made by ‘Tech- 
nical Process & Engineering Com- 
pany, Los Angeles, and the projec- 
tion equipment by Volkel Bros., 
Los Angeles. Advertisers will fur- 
nish pictures and copy, paying 
about $1,000 monthly for each 
slide. 


Publishers to Receive 


Promotion ‘Oscars 

The National Newspaper Pro- 
motion Association, at its annual 
meeting in New York April 22-24, 
will make special ‘awards to pub- 
lishers” for the first time. The 
committee in charge is headed by 


Elbridge B. Foskett, 
Post. 

A winning “Oscar” and nine 
honorable mention scrolls will be 
given the publishers of 10 news- 
papers “which give greatest rec- 
ognition to the importance of pro- 
motion and utilize its forces to 
the highest extent for organiza- 
tion progress and public benefit.” 


New York 


Art Group to Meet 


The Art Director’s Club of Chi- 
cago will sponsor a luncheon Tues- 
day noon, Feb. 26, at the: Conti- 
nental Hotel with Thomas Hart 
Benton, Missouri artist, as guest 
speaker. The program will also 
feature Reeves Lewenthal, who 
will discuss “Fine Art in Adver- 
tising.” 


PAA Meets June 24-28 


The Pacific Advertising Associa- 
tion will hold its 43rd annual con- 
vention in Spokane, Wash., June 
24-28, it has been announced by 
Charles W. Collier, managing di- 
rector. The meeting was awarded 
to Spokane at the group’s mid- 
winter conference in Phoenix, 
Ariz. 


Food Industry Ads 
fo Hit $157,000,000 
in ‘46, GMA Finds 


_ Budgets Up 25%, 
National Farm Group 


Advised by Willis 


Des Moines, Ia., Feb. 19.—Food 
advertising expenditures will be 
increased 25% over last year, 
amounting to approximately $157,- 
000,000 in 1946, Paul S. Willis, 
president of the Grocery Manufac- 
turers of America, told the eighth 
annual National Farm Institute 
here Saturday. 

The industry’s ad expenditures 
in 1939 exceeded $108,000,000 and 
by 1945 had risen to $128,000,000, 
the GMA chief declared. He said 
an industry-wide survey by the 
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association points to the 25% boost 
for the current year. Earlier re- 
sults of the industry study, includ- 
ing a preliminary over-all adver- 
tising figure of $126,000,000 for °46, 
were reported at the GMA’s an- 
nual meeting last year (AA, Nov. 
13). 
Increase Sales Staff 


In addition, Mr. Willis said, the 
industry expects to increase its 
sales staff by around 25%. “If we 
are to continue to move the pres- 
ent large volume of farm produc- 
tion, there must be a tremendous 
increase in sales and other promo- 
tional activities,’ he continued. 

“Grocery manufacturers have 
developed wide public acceptance 
for branded products because they 
have made wise use of the tech- 
niques of advertising and selling. 
In the competitive era ahead, we 
will use these tools to the full.” 

The industry expects to spend 
more than $600,000,000 on new 
equipment and other capital goods 
in the first year after the war, the 
GMA president declared, with 
much of this expenditure already 


A 


Dallas News advertising is a never-failing 


stream, running sometimes deep and _ still, 


sometimes through foaming rapids; but always 


it’s a power well worth harnessing to your 


sales. 


to Lay Off The 
Dallas News 


S 
ce) ‘*... we only had four hundred pairs 
... they will be gone by noon!’ 


It’s in times of shortages that a -newspaper’s pulling 


power shows hair-trigger results. People are waiting to 


buy — and they do. 


Advertisements in The News for shoes . . 


. shirts... 


stockings ... things that tempt the buy-crazy, are creating 


queues and clamoring crowds these days. It has happened 


again and again. 


in contract form. Retail groce:s 
have come out of the war “with 
lot of new ideas,” he said, a 
they too plan to spend “vast sum 
for store modernization. They e :. 
pect to introduce new lines, great y 
extend refrigeration facilities and 
increase display space. “Moe 
self-service is definitely in te 
cards,” he said. 


> op 


Research Activities Grow 


Discussing the topic, “Finding 
new markets for farm products,” 
Mr. Willis pointed out that wh: 
agricultural scientists have work: 
with farmers to improve the qua 
ity of farm products, “the groce 
manufacturers, taking ‘up whe 
this work leaves off, have mai: 
tained hundreds of scientific la\- 
oratories for the development of 
new products and new and inm- 
proved uses of familiar products.” 

The association is optimistic con- 
cerning more rapid development in 
the organization and better coor- 
dination of research work at uni- 
versities and experimental farms 
“with the work now going on in 
|our own industry,” Mr. Willis said, 

“Recently, we asked the direc- 
tors of experimental stations in 48 
|states about their policies on work- 
‘ing with the food manufacturers 
‘in research. All expressed an 
eagerness to work together so that 
there might be better markets for 
farm products. Recent reorganiza- 
tion of the staffs in experimental 
|stations has resulted in better co- 
|ordination in the work of the sci- 
|entists in research.” 
| Along with forward strides in 
|advertising and selling activities 
'in the years ahead, research ac- 
|tivities will be stepped up, Mr. 
Willis forecasts. Citing an estimate 
that food manufacturers will spend 
at least $24,000,000 directly on 
| scientific research in 1946, he said 
\this amount will undoubtedly be 
increased as more scientifically 
trained young men become avail- 
| able. 


FCC Okays Sale of 
_WFIL to ‘Inquirer’ 

| The FCC has approved the sale 
'of WFIL, Philadelphia, to the 
Philadelphia Inquirer for $1,900,- 
|000, reportedly the highest figure 
paid for a regional station. The 
|sale, pending since last October, 
‘includes WFIL, which operates on 
1560 ke., 1,000 watts, and WFIL- 
ae its frequency modulation sta- 
tion. 

| WFIL Broadcasting Company, 
wholly - owned subsidiary of Lit 
Brothers, department store, made 
the sale to Triangle Publications, 
which also owns the New York 
Morning Telegraph and the Daily 
Racing Form, in addition to the 
Inquirer. Clifford J. Durr, FCC 
commissioner, expressed disap- 
proval of the sale figure, question- 
ing the effect of such a high price 
on the operations of the transferee 
“in the public interest, conveni 
ence and necessity.” Book valu 
of WFIL, he said, is only “a little 
more than $148,000.” 


1 @Oo< 1 2o 


Forms Ad Service 


| Coronet Advertising Service h: 
| been established at 1154 N. Wes! 
‘age Ave., Los Angeles 27, offerin 


agencies complete art and phot 


| graphic services as well as a con 
| 
| 


plete advertising service. The firm 
is owned and operated by thre: 


But of course the reader-power is always there — come | former veterans who prior to the » 


peace, come war, come scarcity or plenty. 


Sell the Readers of The News and You Have Sold the Dallas Market 


Hallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 
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John B. Woodward, Inc. 


Representatives 


service operated their own bus 
nesses in those fields. 


sseveeeeseeveesase 


CLOSING DATE 


= Effective with f 
‘ March 11 issue. 


F=~ Final closing, noon 
Monday in Chicago, 
7 < preceding week of 
ee publication. 
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Inited Cigar Sees 
‘100,000,000 in 
‘ales Next Year 


Advertising Exceeds 
$1,000,000 Annually; 
Budget Will Expand 


New York, Feb. 21.—By the end 
o! 1947 sales of United Cigar- 
Whelan Stores Corporation will be 
on an annual basis of ‘at least 
$100,000,000,” W. G. Baumhogger, 
president, pointed out here re- 
cently at a “victory dinner” of 
company employes and suppliers. 

In 1945 the company’s volume 
was about $67,000,000, he ex- 
plained. “By the end of 1946 I be- 
lieve we shall be operating on the 
basis of at least $85,000,000 an- 
nual volume.” He foresaw that 
“1946 will be the year of our big- 
gest expansion. We are attempt-| 
ing to crowd into 1946 an ex-| 
pansion program that would ordi- | 
narily take two or three years ‘to| 
complete. 

“We are opening new stores in 
new locations; we are buying out | 
several small drug chains,” and} 
enlarging and modernizing many 
stores. | 


Declined During War 


The number of the company’s 
drug and cigar stores declined 
from 750 at the beginning of 1945 
to 406 at the end of 1945, said 
Frank M. Head, vice-president and | 
general merchandise manager.| 
“During the war years,” he added, 
“the company was not in a posi- 
tion to open a sufficient number 
of stores to offset the stores closed, 
but... in 1946 we will open a 
greater number of stores than we} 
close.” 

Despite the closings, the com- 
pany’s volume increased from less 
than $50,000,000 in 1940 to $67,- 
000,000 last year. Average volume 
of cigar stores rose in this period 
from about $47,000 to $90,000 and 
of drug stores from $99,000 to 
$200,000. 
pany’s stores—mostly in the Mid- 
dle and Far West—operate liquor 
departments, with combined liq- 
uor volume of about $3,500,000 
last year. The company is per- 
mitted to operate only one liquor 
store in New York State. This 
store, at Vanderbilt Ave. and 42nd 
St.. New York City, is now being 
enlarged 


Ad Campaigns Enlarged 


Since reorganization 
United-Whelan has_ consistently 
expanded advertising. In 1945 its 
expenditure was more than $1,- 
000,000. Of this, Stanton B. Fisher, 
advertising manager, told ApvErR- 
TISING AGE, about $650,000 was for 
newspapers in 83 cities and $350,- 
000 for circulars. The company 
Claims to have used in New York 


in 1937, 


City in 1945 “60% more newspaper | 


s guy should use Vv FDF Flint 


« ving the rainy season.’ 


Seventy of the com-| 


rect. 

Although no advertising expan- 
sion is yet determined for 1946, 
Mr. Fisher expected that, as mer- 
chandise shortages are overcome, 
United - Whelan will increase ad- 
vertising in proportion to mount- 
ing sales volume. 

Combined circulation of all its 
newspaper advertisements in 1945 
was 557,000,000. All Whelan indi- 
vidual newspaper ads published 
in 1945 were mounted on a long 


|linage than our nearest competi-,role of paper wound around a huge 
tor.” The advertising is placed di-| spool. 


Unwound, the roll reached 
twice around the ballroom of the 
Waldorf-Astoria Hotel, where the 
victory dinner was held. 


Kleppner Book Scores 


“Advertising Procedure,” by 
Otto Kleppner of the Kleppner 
Company, New York, has achieved 
what is believed to be the largest 
run ever attained by a book on ad- 
vertising. The publication is now 
in its 24th printing, 88th thousand. 
Prentice-Hall is the publisher. 


|Franco-American 


Promotes Du-Sorb 

Franco-American Hygienic Com- 
pany, Chicago, is promoting its 
new liquid dust absorber, Du-Sorb, 
in 70-line black-and-white ads 
in Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Home 
Companion, 

Newspapers in major cities are 
carrying additional ads as distribu- 
tion is increased and a trade cam- 

aign is being carried on in groc- 


|ings publications. 


39 


Display cards 
and counter pieces are being sup- 
plied to dealers. Jones Frankel 
Company, Chicago is the agency. 


Names Franklin Bruck 


Fashion Frocks, Inc., Cincinnati 
manufacturer of ladies’ dresses, 
has appointed Franklin Bruck Ad- 
vertising Corporation, New York, 
effective April 1. Color advertise- 
ments in national magazines, radio 
and newspapers will be used. The 
company distributes its line 
through house-to-house repre- 


ery, hardware and home furnish-| sentatives. 


his ts Toledo 


and this is TEXTILEATHER 


ANOTHER OF TOLEDO’S GREAT 


INDUSTRIES 


An outstanding example of the diversified nature of Toledo manu- 


facturing is the Textileather Corporation, specializing in the produc- 


tion of synthetic coatings applied to base fabrics, and processing 


cotton fabrics. Its wartime production record earned for Textileather 


the Army-Navy “E”’ Award...A world of peacetime uses is foreseen 


for its Leathercloth—for work clothing, for use in trucks, buses, 


boats, railroad cars, modern furniture, luggage and many other 


applications. Textileather’s resourcefulness, management 


country. 


| ' 
| 4 


of city and trading areas 
equaled by few, if any, 
papers in the entire 


Toledo’s diversified industrial achievements. 


and this is the TOLEDO BLADE 


ONE OF AMERICA’S GREAT NEWSPAPERS 


The diversity of its manufacturing is an important element 
in the balanced and stable Toledo market. And the diversity 
of its appeal is an important element in the strength of The 
Blade, a newspaper made for all the people of the community 
it has served for more than a century. Only a paper of strong 


general appeal to all types of readers can have the coverage 
of The Blade—a coverage 


and production skills write another bright page in 
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The editorial qualities which keep 


Now on exhibition in Blackstone Hall at the Art Institute of Chicago 
are 172 home designs, including the 24 prize winners, selected 
from the 967 received in the Chicago Tribune’s $24,000.00 
Chicagoland Prize Homes competition. The Tribune joins with 
the Art Institute of Chicago in extending an invitation to you 
to inspect this exhibit of modern, practical small homes designs. 


the Tribune out in front with readers can help you 


keep your product out in front with dealers and consumers 


thruout the entire Chicago territory. 


EPRODUCED here are the front covers of the 
Color Graphic sections of the Chicago Sun- 
day Tribune of February 10, 17 and 24. 

They show three of the five full-color pages 
which have been introducing to more than 
',400,000 families the winning designs in the 
‘ribune’s $24,000.00 Chicagoland Prize Homes 
competition. 

Launched just after V-J Day, this project is 
oming to its climax right at the time when 
\merica’s interest in housing is greatest. Sunday 
ifter Sunday, as millions of families dream of 
uilding new homes and remodeling, refur- 
lishing and re-equipping old ones, this timely 


editorial attraction is making plain which Chicago 
newspaper is most alert to serve and advance 
their interests. 

If you sell anything that goes into homes, old 
or new, you can sell more, speed turnover and 
build stronger brand preference among dealers 
and consumers thruout the rich, five-state 
Chicago territory by building your promotion 
around the Tribune. Rates per 100,000 circula- 
tion are among America’s lowest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
Janvary average net paid total circulation; Daily, Over 1,025,000— Sunday, Over 1,400,000 
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Auto Makers May 
Shelve 1947 Cars, 
Adopt ‘48 Models 


Delayed Production 
and Seller's Market 
Termed Vital Factors 


Detroit, Feb. 21—Rapidly 
mounting indications that auto- 
mobile makers have completely 
abandoned plans for a change- 
over to new models next summer 
gave rise this’ week to the belief 
that there will be no 1947 cars as 
such, and that, instead, auto pro- 
ducers will be introducing their 
1948 models in the second quar- 
ter of ’47. 

In addition, there are widely- 
held opinions here that not. until 
1948 will the industry, in general, 


|return to the prewar schedule of 
introducing new models in the 
fall. Proponents of this thesis 
point out that: 

1. Even with an early settle- 
ment of the General Motors strike, 
plus resumption of the flow of 
steel to the auto firms and their 
parts suppliers, it probably will 
not be until late in May or early 
June that volume _ production— 
the assembling of 100,000 units a 
week—can be realized. Their 
arithmetic shows that, to date, the 
car makers have turned out fewer 
than 200,000 units of the current 
models against the accepted 
“break-even” figure of something 
in excess of 2,000,000. 


May Make 2,500,000 Cars 


2. Barring further work stop- 
pages, for labor or material-lack 
reasons among the auto firms and 
their suppliers, the industry’s total 
production of passenger units in 
1946 probably will approach the 
2,500,000 mark. 

3. Strikes are recurrent among 
plants. working on tools and dies 
for projected new models—a case 


in point is that called among all 
firms doing General Motors work. 
While this cannot be termed a 
strike in the accepted sense (the 
tool and die employes are simply 
tucking GM work “under the 
bench’’), its effects are the same. 
Consequently, new equipment will 
be delayed anywhere between two 
and three months. 


Cite Tremendous Backlog 


Observers who argue along these 
lines further bolster their conten- 
tions by trotting out the backlog 
of automobile demand, estimated 
at more than 12,000,000 units, as 
nothing less than the personifica- 
tion of an unequalled seller’s mar- 
ket. The auto firms, they sum- 
marize, have every reason not to 
change models next summer. 

What effect such a program 
would have on automobile adver- 
tising volume cannot be ascer- 
tained at this time. There is in- 
creasing speculation here, how- 
ever, that the auto firms are going 
to trim their advertising budgets 
in any case. 

The conviction is held in some 


at as 7 
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quarters that one big factor be-|to put the car into production wit 


hind such a development may be 
the inclination of the various 
companies—especially now that in- 
creased production costs, as a re- 
sult of the  admunistration’s 
amended wage-price policy, are a 
fact or imminent—to offset to 
some degree their rising costs by 
curtailing promotion. 

Advertising-wise, nevertheless, 
there are several favorable and 
significant straws in the wind. 

It is known, for example, that 
one of the automotive Big Three 
still has plans afoot to introduce 
new 1947 models next August. 
There is not much reason to be- 
lieve, just yet, that the company 
is shelving those plans; and should 
it actually go through with them, 
the firm’s advertising logically 
would reflect such a program. 


‘Light Car’ Hinted 


Another company is making ad- 
vancements on its designs for a 
true “light car.’’ Its reported sim- 


plicity of structure, according to)| 


some, would enable the maker 


lack Dragon Society.. 


Penicillin. . 


Labor Strikes... Atomic Research in Ger- 


many.. Inflation.. Jet Propulsion. . Gen- 


eral Wainwright.. a random-sampling of 


the personalities, issues, and topics of 


the day which are brought into sharp, dy- 


namic focus in *“*The Time is Now.” 


Each Tuesday and Thursday, 9:45 to 


10:00 P.M., some significant facet of the 


current scene is polished for a Pacific 


coast audience, before a KEX microphone. 


KYW -e 


KDKA °° 


WESTINGHOUSE RADIO STATIONS Inc 


wowo - 


WBZ «© WBZA -* 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCCPT KEX 


Ken Finley’s brilliant, interpretive nar- 


ration highlights the drama in the things 


people are interested in.. 


about. 


and talking 


Some 80 versions of “The Time is Now” 


have been aired by Portland’s KEX. Wide 


and favorable reactions throughout the 


KEX Primary underscore rising popular 


interest in this type of program. The time 


is right for sponsorship of “The Time is 


Now.” 


OREGON’S AMERICAN NETWORK STATION 


KEX 


* KEX REPRESENTED NATIONALLY 


| PORTLAND OREGON 
_ $000 warts , 


BY PAUL H. RAYMER CO. 


ad occ ta ier 


a minimum loss of time. 

Newcomers to the field, such : 
Tucker Corporation, could als 
upset any production apple-ca ; 
such as that envisaged by the 
no-new-model-until-’47 progno: - 
ticators. Preston Tucker, Yps - 
lanti, Mich., engineer whose rea - 
engined “Torpedo” will be mani - 
factured at the Dodge-Chicag ) 
plant, is being watched here wit» 
interest. It is understood that te 
company expects to get into su! - 
stantial production six montl}s 
after taking over the governmen - 
owned Chicago factory. Negoti: 
tions with the Reconstructi 
Finance Corporation have bee: 
under way for weeks, and a1 
nouncement of the purchase « 
lease of the plant is expecte 
shortly. 

Both Kaiser-Frazer and Gra- 
ham-Paige, it must also be noted, 
have labeled their automobiles 
1947 models. Volume production 
of the Kaiser and Frazer cars late 
this year, together with appro- 
priate advertising, might also act 
to change the situation. 


Samet OD 8 


Atlanta Printers 
Plan Own Building 


The Atlanta Master Printers, or- 
ganized in 1894 in Atlanta, Ga., 
has changed its name to Atlanta 
Graphic Arts, Inc., and plans to 
obtain a building of its own as part 
of an expansion plan. 

The new program will open 
membership to related groups such 
as lithographers, stationers, pub- 
lishers, engravers and _ suppliers. 
Alex Dittler has been placed in 
charge of the Graphic Arts build- 
ing committee. 


Y&R Adds Seven 
to Detroit Staff 


Young & Rubicam, Inc., has 
added seven men to its Detroit 
staff and has opened new offices at 
1866 Penobscot building. 

New staff members are David V. 
Cleary, copy and contact; John R. 
McAlpine, traffic and production 
manager; George M. Black Jr., 
contact and new business; Burns J. 
| Cody, cooperative advertising man- 
ager; Claude R. Streb, art direc- 
tor; Robert S. Edwards, production 


department, and Thoburn Wiant, 
| public relations and publicity. 


Four Appoint Agency 


Modern Control Equipment 
Company, manufacturer of elec- 
trical equipment; New-Field Ma- 
chined Parts Company, maker of 
machine tool parts; Lord and 
Chase, Inc., and Glynn-Johnson 
Corporation have named the Ad- 
vertising Corporation, Chicago, to 
handle their advertising and pro- 
motion. 


Appoints Reiche 

Bill Reiche, formerly manage’ 
of the central publicity division of 
Westinghouse Electric Corpora- 
tion, has been appointed eastern 
editor of Popular Mechanics, Chi- 
cago. The company has _ jus! 
opened an eastern editorial office 
in the Empire State building, New 
York. 


Vaughan Advances 


Clyde E. Vaughan, formerly se 
retary and comptroller of Criteri: 
Advertising Company, Chicag , 
has been elected treasurer. Bart 
Pierpoint has been advanced fro 1 
assistant comptroller to com - 
troller. 
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‘Heads Utility Sales 


‘ | 
‘inland Newspapers J. A. Bell, recently discharged 
; -as an Army air force major, has 
| been named director of utility sales 
ose Controls = Electromaster, Inc., Detroit. He 
pp served with the company 11 years 

| before the war. 
aa es 
| 
on Inventories ‘Named Sales Manager 

Alan M. Kridel, formerly special 
Chicago, Feb. 20.—A majority of agent with the FBI, has been ap- 
; : -3_|pointed sales manager of Nathan 
jose attending the annual, mid, | Erraus-Duparquet, ine, New York, 


ee restaurant, hotel and institutional 
ily Press Association here 


ete supply and equipment firm. 
oiced strong opposition today to 


Fischer Named A.M. 


R. M. Fischer, Army major re- 
cently released after four and a 
half years’ service, has been ap- 
pointed advertising manager of 
Barnes & Reinecke, Chicago de- 
signer and engineer. 


Opens Own Agency 

Ralph W. Smith, former account 
executive with Gardner Advertis- 
ing Company, has opened his own 
agency with offices at 722 Chestnut 
St., St. Louis 1. 


Joins Wolfe Agency 


Miss Cyrillaa Anderson, who 
served two years with the Red 
Cross in the CBI theater, has 
joined the staff of Wolfe-Jickling- 
Dow & Conkey, Detroit, as conti- 
nuity editor in the agency’s radio 
department. 


Calkins Named V.P. 


Howard W. Calkins, who joined 
Albert Frank-Guenther Law, Inc., 
New York, last November, has 
been elected a vice-president of 
the agency. 


43 


‘Named Pogue Ad Chief 


Miss Betty L. Feyler has been 
promoted to advertising manager 
of the H. and S. Pogue Company, 
Cincinnati. Miss Helen Branden- 
burg has been appointed to the 
publicity division as fashion co- 
ordinator, 


Taylor Elected Partner 

Edward L. Taylor, general sales 
manager of Camfield Mfg. Com- 
pany, Grand Haven, Mich., has 
been elected to partnership in the 
company. 


ontinuation of government in- 
entory control over newsprint. 
Although several representatives 
of small newspapers expressed 
fear lest metropolitan dailies, by 
violating price ceilings or other- 
wise, obtain more newsprint and 
cut into the supply available to 
smaller papers if inventory con- 
trols end before price ceilings do, 
most signified this morning that 
they were ready to take their 
chances in an open market. 


“ocatwneaoeo 


Says Chains Favored 


JS Gray, publisher, News, 
Monroe, Mich., declared that cur- 
rent regulations work to the ad- 
vantage of chain publishers in 
that chain operators can use the 
excess of paper of any one daily 
to help another unit meet its 
competition. General dissatisfac- 
tion was expressed with the con- 
trol in that it prevents a publisher 
from making “legitimate” use of 
newsprint “savings” from one) 
quarter to another. Belief was ex-_| 
pressed that the control under | 
attack will be ended by May 1. 

Franklin D. Schurz, vice-presi- | 
dent of the South Bend Tribune, 
and chairman of Inland’s news- 
print committee, reported that the | 
“good neighbor plan” under which | 
Inland members give or lend| 
— to papers caught short | 
by jobber failures to deliver, has | 
eliminated all urgent problems of | 
this nature in the Inland area. 


U. S. Supply Declines 


Supplementing a pessimistic re- | 
port on the national newsprint | 
situation made yesterday by Paul 
Kellogg of the Newsprint Associa- 
tion of Canada, Mr. Schurz pre- 
sented figures showing that news- 
print supplied by U. S. mills has 
declined from 85% of U.S. con- 
sumption in 1913 to 21% for 1945 
and an estimated 17% for the cur- | 
rent year. 

Mr. Kellogg, repeating what he | 
said before the Newspaper Adver- | 
tising Executives Association re-| 
cently, predicted that U. S. mills | 
this year will produce 184,000 tons | 
of newsprint less than they pro-| 
duced in ’45; that Canadian mills | 
cannot increase deliveries to the| 
U. S. except by a small amount, | 
and that next year the Canadian | 
mills must step up deliveries to) 
the United Kingdom (AA, Jan. | 
21). 

Winners in the seventh annual 
typography contest of the associa- 
ton, announced yesterday, in- 
clude: Chicago Sun, among papers | 
of more than 75,000 circulation; 
Green Bay Press-Gazette, 25,000- 
75.000 circulation; Post-Bulletin, 


RY 


of the Naborhood 


Rochester, Minn., 10,000-25,000; 
Daily Camera, Boulder, Colo., 
2000-10,000, and Daily News, 


Rh nelander, Wis., up to 5,000. 


(ee ge NN SOREN SA 
“A Bit of Paris in New York” 


e 


“Est. 1906 
FRENCH RESTAURANT 


REAL FRENCH CUISINE 
LUNCHEON From $1.50 
4 DINNER From $2.00 
4 Famous French Candies 
“% 18 EAST 52d ST. 


—with Criterion, the Consumer Medium 


Shopping Centers 


SELL HER YOUR BRAND 


Just BEFORE SHE BUYS 


Criterion stimulates brand sales 


because it makes consumers specify products 


by brand name — 


your brand. It does this 


by high-spotting your advertising before consumers at busy Naborhood Shopping Center 
corners (just before they enter the stores to buy). That is why Criterion is used continually as a sales 


clincher by big advertisers like Heinz, Ralston-Purina, Swan, Bond Bread, Wheaties, 


Armour, Wrigley, Tip-Top bread, Borden, Corn Products, and so many others. 


priterion, 


STON 16, Ke 


service 


At a base cost of only 


$3.60 per panel per month. 


i Guicaco Tr 1 i 


Superior 575; 


oe c: tate Z Perea . “a \ 5 < Reis ae SSA j say re 218 WES Calis aie 2 ye Bath + Sia : - : ‘ . ’ vas . : ‘ 
F ? k se rau ~ e “ 
P 2 ; et sig 
, 194 _ 
a ay 
1 Wit ) i 
a iii. CS ial 
ich ; rs: Re 
als oe 
e-Ca’ | : aa = 
it SES ae 
y the Ei eee” 
ENO: - ee 
Yps - 7" _ 
| a 3 . 
rea - —_______— 2% 
hicag » eo 
> with . 
at the : 
» sul - 
nont! s 
imen - ; 
>gotii - : 
‘ucticon 
pe . ——_ si (le TG Ge... ~ i “=p a 
Se ee eee Ui : Sie. eo Pe iii 
es oe ee ee hee. i oe ba) : ep 
ee i ae we Ree | a oo ' * : 
tas Oe ‘4 ate agua rama FES bit be ae | eg » £ ane 
ee ae jie % oe a so Bras : = K “Ala. & > }! : a | a 
eo ea e “3 cae f — es | : iff me — . ‘ ° as 
Se : : et, eee ; : . if fe z 
_ eet oe ‘ 7 ce e |e NZ ee : - 
. —_— Res: eee es Co ee & 
ets, Or- “. — ee es oo oa ee ; s — a — a ‘i. ee s 
a, Ga., a. _ oe if ,. a. tt —- - .4 - 
, = | : ee ee i} ieee _ _— 
re ; r=. , — tae , > ken 7 f 
lans to oe. 23 2s ei coe igi ee i mae % 
Q Pe, ia ad $ Es ree ee es? Be 5 ie me ‘ H i 2 a 4 * ee : % ; 3 ee 
ia an) 3 is 7, Way eee ae iin oe a || 
a ‘ G4 ad bik 2 :t ee 
ees ’ i e > Ay if: € P ie ; a Noa ape 
ee Gd Fee 4 * Sed  .. <a se ; a 
ie r fy , €, = * ’ ae 8 Ee. a J, ND 
. p “3 Fe, — ee £ F a i ee 
4 Y 4 2 - s i PRESS dé & ” 
itl = ’ 4 . 4 Va gay 4 ad { i ee ee Xa i CS # 
. ; ie E> “ ’ . a ,, | ; > Sontag oF er 4 ae a 2 age os 
; , b Os or aa 7 ‘eat 
is : — , ieee ie: a As = ‘ ee a 
SB. os . Be: eS i SOU PS ee Py » 5 & é ‘ . ’ <" i om Me bo .- : 
oe a >a i ; <<) ie 23 ee Me oe 
we a 2 oS } i eee ¢ ee x 2 ou 
He . * 2 eo = i y » Sole “he ores gies re eet Le” ee 
P i: 3 ; a i ; LLL LLL AIA ARIE LEA OR _ es Ne * oe a 
. Apa xi ? Sa acai eS ‘i a SN Baga tie sities X ; 2 pee . ns 
— | * ae an | 4 a ay ait “ b.. " 
ee aa : ee os 
<s i te bari wan ee es " ya 
: I Peo Sipe 
| j a5 a 
| , Bk. 
arn 
i -_ 
ee | 
ee 7 
. ' bs 
erly se or 
aaa " 20 ER RS “ ; : 
Criteri ean i 
Chi c ag ; ee SS ss es 4 
. Bart ~~ nn ~~ The Consumer Medium of The Naborhood Shopping Centers 7 
ced fro 1 —— : i se 
| com - Re a $ : : : » ¥ er a ee : ae ot 
~* : Ls as ; ee aes 
, a zeae Be et ‘ae = ae 
we a 4 ¢ Fee - ech xy ; 
@ | ce ae | 
e WENTZ io . ; * 
| C my i # «| ke 
aw! te @ ca. * ? x 
q e = i, b eae 
5 | 7 Ge : “i " aa. eee, : 
oe es 4 3 Y ve : es a ge 
Es on 4 NEWYORK I7,N.¥. 8 ee | - 
Bs; 
cemeienen aaa a | ” = 
a — 
- : ‘ 
‘ } : ee Pies ES { : i ‘see SE = bs ’ E : y : aga % 


Adopt ‘Site Sales’ 
fo Speed Surplus 
Property Disposal 


WAC Changes Mind, 
Okays New Method; 
First Sale Feb. 27 


Washington, Feb. 20.—Risking 
the wrath of Congressional com- 
mittees that had insisted on spe- 
cial protection for small business 
and other claimants, the War As- 
sets Corporation is embarking on 
a series of “site sales” which will 
move millions of dollars of badly 
needed capital and consumer goods 
onto the market without the 
checking and rechecking that has 
characterized surplus property dis- 
posal. 

With backlogs 


of inventories 


building up, and time running out 
for disposal on a favorable mar- 
ket, the new disposal team under 
Lt. Gen. Edmund B. Gregory is 
resorting to the “site sale” method 
with $25,000,000 of property of- 
fered on a “first come-first served” 
sale Feb. 27 at Port Huenoneme, 
Cal., Navy base. 

While it is not decided whether 
this fast method of selling will 
become a permanent part of War 
Assets Corporation policy, Maj. 
Gen. Glen E. Edgerton, WAC vice- 
chairman in charge of consumer 
goods, reported that 21 similar 
sales have already been planned 
at Port Huenoneme and elsewhere. 


Prices Set in Advance 


Under the “site sale’’ method, 
the goods are offered at a fixed 
price to all comers. The sale is 
advertised in advance, and cata- 
logs are made available. Officials 
in charge provide credit and ship- 
ping facilities. 

Complaints against the “site 
sale’ method come particularly 


from small business interests 


which point out that first-come 
first-served disposal negates pro- 
visions in the Surplus Property 
Act assuring the small buyer an 
equal opportunity to buy. 

The House small business com- 
mittee today protested the “site 
sale plan” pointing out that “such 
action is tantamount to ignoring 
both the published Surplus Prop- 
erty Act regulations and the intent 
of Congress.” 


‘Program’ Sales Approved 


Spokesmen for the committee 
pointed out that only a week ago 
they had agreed with officials of 
the WAC on a new regulation as- 
suring fair treatment of small 
buyers under “programmed sales” 
methods. 

Under this plan, offerings of 
certain types of goods are circu- 
larized to the trade, with large 
and small retailers and whole- 
salers offered an opportunity to 
order convenient amounts at regu- 
lar discount rates. 

By protecting these small buy- 


!ers, committee members feel, goods 
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move through the regular distribu- 
tion channels with a minimum of 
damage to the established dealers. 
The “site sale’ method is de- 
fended at this time chiefly on the 
ground that WAC lacks the man- 
power to move merchandise onto 
the market now if it confines it- 
self to the red tape involved in 
the prograriming method. 


Staff Much Smaller 


General Edgerton; points out 
that WAC has no complete region- 
al or district organization to pro- 
gram goods available at places 
like Port Huenoneme. While the 
War Department used 14,000 men 
to procure, distribute and store 
each $1 billion of goods it used, 
he points out, WAC has only 800 
per $1 billion of goods. 

With WAC working to build its 
organization, it appears that the 
“program” method has not been 
entirely abandoned. Even at Port 
Huenoneme, construction machin- 
ery and automotive equipment will 
be sold exclusively to the trade un- 


der a “program” plan, and 30% of 


+2 9 ean Nee 


business | 


Then you'll be interested in the fact that 95% of all people 
engaged in the wholesale and retail food business in 


Portland, Oregon, read the Oregon Journal regularly. 


These news-hungry men and women are not alone in their 
o preference for The Journal. Over 12,000 more families in the 
° Portland Trading Area buy The Journal than any other daily 
e newspaper. Their appetite for accurate local reporting, 
° world news from A.P. and U.P., and features from top 
A writers and artists, is satisfied in The Journal’s daily bill 
° of fare! Little wonder that The Journal is today, as it 
© has been for years, Portland’s favorite newspaper, 
. offering advertisers the largest circulation in 


its history, both daily and Sunday. 


non-program items will be r - 
served for priority buyers. 


Demand Heavy Now 


General Edgerton holds th: t 
notions about surplus consum yr 
goods must be deflated at ay 
rate. For example, the Army w |] 
release only about 54,300 moe 
trucks, but there are 500,000 ve:- 
erans’ priorities outstanding. ‘5 
date, 800,000 bed sheets have been 
released, only to be claimed \y 
the Veterans Administration and 
other priority buyers. At the most, 
only 700,000 used typewriters w |] 
be sold, less than the annual pro- 
duction of 800,000. 

The general nevertheless is 
anxious to sell goods, whatever 
the effect, for he fears that the 
surpluses will begin to compete 
with new goods. “Right now sur- 
pluses are being acquired faster 
than we are getting rid of them,” 
he explained. “If the government 
doesn’t move the bulk of war 
goods this year, it will never move 
them except at salvage or junk 
prices.” 


Public Relations 
Experts to Meet 


Washington, Feb. 20.—A nation- 
al convention for those engaged 
in the practice of public relations, 
involving laboratory meetings and 
panel discussions of public rela- 
tions methods, will be sponsored 
here by the American Public Re- 
lations Association March 28-30, 
One of the highlights, “Sight and 


sound in public relations,” will be 
devoted to examples of visual 
aids with showings of distin- 


guished examples of art, photog- 
raphy, movies and charts. 

The convention will be climaxed 
with a dinner in the grand ball- 
room of the Statler Hotel, where 
awards for outstanding public re- 
lations accomplishments in 15 di- 
visions of American life are to be 
presented. Richard B. Hall, 1427 
Eye St., is chairman of the con- 
vention. 


Spurs Paper Salvage 


Olian Advertising Company, St. 
Louis, has released a_ series of 
newspaper advertisements aimed 
at stepping up waste paper salvage 
by the public. The campaign will 
run through the next four months, 
with copy amounting to 300 lines 
each month. 


Dampney Names Lair 


The Dampney Company of 
America, Boston, has appointed 
P. H. Lair, industrial engineer and 
research consultant, as manager 
|of its New York sales office, where 
he plans to offer consultation and 
service in the field of protective 
coatings. 


Gwin Appoints Julian 

Bert Julian, formerly Hammond, 
Ind., manager of WJWC, Chicago, 
has been named vice-president of 
Gwin Advertising Agency, Indian- 
apolis, in charge of radio produc- 
tion and promotion. 


Horgan Joins Crossley 


Paul Horgan, former fashion 
merchandising manager for Bi't- 
ler Bros., New York wholes: le 
merchandiser, has been named 
merchandising consultant oF 
Crossley, Inc., New York, resea!°h 
organization. 


HE CAN RELAX... 
HE HAS A 
RESERVATION 
AT THE HOTEL 
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Kodak Launches 
First Sustained 
Radio Campaign 


Rochester, N. Y., Feb. 21.—As 
ts first substantial effort to pro- 
,ote films and photographic equip- 
nent in a non-visual medium, 
eastman Kodak Company has be- 
sun a campaign of station-break 
weather forecasts on 14 stations 
scattered from coast to coast. 

The company expects to expand 
this list gradually, as spots open 
up, to a national basis, eventually 
presenting weather reports seven 
times a week at the same hour of 
the day. Major stations will be 
selected, and as Eastman’s third 
aim, the campaign is designed to 
be “non-offensive” to the listener, 
and “helpful” in two ways—first in 
giving accurate local weather in- 
formation, and second, in giving 
helpful hints about taking pictures 
at the proper times. 


‘Don’t Forget Your Kodak’ 


Illustrating this latter point, a 
typical Kodak station-break will 
open with “Here is your weather 
report by Kodak.” Then, a special- 
ly-worked-out sound effect rings, 
followed by an 18-word sugges- 
tion, such as “Don’t forget to take 
your Kodak with you today as it’s 
a fine day for a picnic” or “This 
would be a good day to snap that 
kodachrome picture of Dad you’ve 
been planning to take.’ A_ short 
weather report closes the an- 
nouncement. 

As more stations are added to 
the campaign, Eastman plans spe- 
cial merchandising of the idea 
through recorded demonstrations 
to dealers. The  station-breaks 
themselves are recorded for the 
most part, although some are pre- 
sented on a live basis. 

Agency in charge is J. Walter 
Thompson Company, New York. 


Noise Control Contest 
Opened to Cities | 


In observance of National Noise | 
Abatement Week, April 28 to May | 
4, 1946, the National Noise Abate-| 
ment Council will again this year 
present awards to five U. S. cities, 
which offer the most conclusive 
evidence of accomplishment in 
eliminating needless street noise 
and in the control of industrial, 
office and in-the-home noises. All 
material must be received by the 
council by July 1, covering the 
period from May 6, 1945, to May 4, 
1946. 


Kinsolving Appointed 

Charles M. Kinsolving, for three 
years advertising representative 
for Newsweek in Philadelphia, has 
been appointed advertising man- 
ager of the magazine’s foreign edi- 
tions, with headquarters in New 
York. A World War I flying ace, 
Mr. Kinsolving has lived in Europe 
and South America, serving as a 
United Press correspondent, bank- 
er, publicity director and editor. 


To Ivey & Ellington 


James A. Kirkman Jr., former 
sales manager of the grocery di- 
ion of the Sweets Company of 
- nerica, Hoboken, N. J., and gen- 
il sales manager of the Gottfried 
king Company, New York, has 
’ ‘n named director of food prod- 
ucis merchandising for Ivey &| 
FE) ington, New York. 


NO USE TURNING 
JSTOMERS AWAY 


A q ES" eer that. if You 
» doing jus a 
Ti -re’s-a 7 billio a” 


dcllar market ou 
o 11d encourage COSMETICS 
siaply 
th-se people know you’d welcome their 
b siness. For the Negro looks to his race 
>! ss for guidance. Your advertising in 
th Negro papers can earn his confi- 
ad \ee, good will and regular patronage. 
ut whether your product is cos- 
™ tie, food, drink, wearable, or an: 
t ng else, it will pay you to write 
In erstate United Newspapers, Inc., 545 
F th Ave., New York, for the facts on 
th success stories built out of reach- 
i this great and market. 


lettings 


Appoints Bishop 

Jim Bishop, publicity director 
of Hixson-O’Donnell Advertising, 
Los Angeles, has been appointed 
public relations director of the 
agency. He was previously pub- 
licity director of the Los Angeles 
Junior Chamber of Commerce. 


Promotes French Fries 


Wm. T. Crowther & Sons, Bos- 
ton, through Harry M. Frost Com- 
pany, is readying a campaign for 
Crowther’s quick frozen French- 
fried potatoes, the latest in a line 


of Crowther food products. The 
initial schedule will be concen- 
trated in New England. 


Mele Joins Association 


Pasquale E. Mele, New York at- 
torney, has been appointed execu- 
tive secretary of the Olive Oil As- 
sociation of America, New York. 


Simonson Joins CBS 


Carl Simonson, formerly trade 
news editor of NBC, Chicago, has 
joined the publicity department of 
CBS, Chicago. 


Hart Named V.P. 


Ralph A. Hart, who served in 
India for five years as managing 
director, has been appointed vice- 
president in charge of sales for the 
Canadian company of Colgate- 
Palmolive-Peet. 


Byerly Named Manager 

K. S. Byerly, following active 
duty with the Navy, has been 
named manager of Hugh A, Dead- 
wyler, Advertising, Charlotte, N.C. 
The agency has acquired more 
spacious quarters at 328% N. 
Tryon St. 
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Offers 15°/, Commission 
Iron and Steel Engineer, Pitts- 
burgh, has announced that, effec- 
tive immediately, it will pay an 
agency commission of 15%. 


7uE LEeEER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1Mlin. 


Ppescnting the 


BOSTON HERALD-TRAVELER 


RESERVE A COPY NOW 


You will want to study this analysis of Boston— 
the first of its kind for this great and wealthy 
market The first edition will be published soon. 
Order an advance copy to be mailed immediately 


upon publication NOW, 


WRITE: Boston Herald-Traveler Corpora- 


tion, 


Promotion Department, 


85 Mason 


Street, Boston 12, Mass. 


BOSTON ... the 5th largest market in the country 


» « « has a population within its 15-mile radius of 


1,948,763. 


It is this rich and productive area that . 
has been analyzed thoroughly 
Traveler Market Analysis. 


in the Herald- 4 
Included for the first ‘ 


time is a complete breakdown of the Corporate 7 
City of Boston itself as well as each of the sur- e 


rounding areas. 


The Analysis shows in detail the characteristics of 
the population and the economic strata of each 
of the individual districts. Manufacturers, distri- 
butors and advertising agencies will want this com- 
plete picture of the Boston market. This informa- 
tion can be geared to the needs of the user to 
obtain effective sales direction and control. 


GEORGE A MeDEVITT ‘COMPAN nd 
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‘First in Foods,’ 
Dairy Industry's 
Campaign Theme 


Chicago, Feb 20.—Spearheaded 
by the Nationa) Dairy Council, the 
entire dairy industry for the 10th 
consecutive year will promote 
June as “dairy month,” with a 
1946 theme of “First in Foods.” 

The campaign has been de- 
signed: (1) To promote and ex- 
pand good will for the entire in- 
dustry; (2) to increase sales of 
available dairy products, and (3) 
to preserve present markets for 
dairy products. The promotion 
committee, headed by Neal D. 
Kelley, assistant to the president 
of the council, declared the effort 
will aim to “keep ’em wanting 
dairy foods, even when there 
aren’t any.” 

Funds for the campaign are 
raised by the sale of “dairy month” 
material to the industry. These 
sales cover the cost of printing 
the thousands of posters provided 


for railroads, chain and variety 
stores, etc. The public relations 
committee will place a story a 
month in the dairy industry press 
starting in March, with additional 
stories prepared for newspapers, 
wire services and magazines, 
scripts for radio and spot an- 
nouncements for local and net pro- 
grams, and pictures. In addition, 
a publicity manual will be pre- 
pared for the guidance of local 
dairy “dairy month” ‘committees. 


See Continued Shortages 

The value of the drive, begun in 
1937, was proved last year by an 
unprecedented public demand for 
dairy products, association heads 
declare. In 1945, despite short- 
ages in manpower, machinery and 
equipment, the nation produced 
123,259,000,000 pounds of milk, 
almost 20 billion over the 1939 
figures, yet butter and cheese were 
tightly rationed and all dairy foods 
limited in supply. Officials esti- 
mate that 120 billion pounds will 
be produced in 1946, but see no 
easing of the butter and cheese 
shortage. 


Paper Industry 
Outlook Is Bleak, 


Stationers Warned 
Price Lids, Mill 


Purchases Reduce 
Available Tonnage 


Atlantic City, Feb. 19.—The pa- 
per manufacturing industry is con- 
fronted with a “chaotic condition”’ 
and no immediate relief is in sight, 
J. Edward Conlon, sales manager 
of Rockwell-Barnes Company, Chi- 
cago converter of paper products, 
warned here last weekend. 

Mr. Conlon, speaking before the 
third district regional convention 
of the National Stationers Associa- 
tion, said conditions are worse 
than at any period since that fol- 
lowing World War I, and that the 
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dark prospects are made worse by 
OPA’s refusal to permit pulp pro- 
|ducers to increase prices. 

_ Shortage of paper for stationery 
and wrapping purposes has caused 
mills to switch to manufacture of 
the more durable types of stock, 
such as frozen food packages, liquid 
containers, facial tissues and plas- 
tics, Mr. Conlon pointed out. 


Mills Change Production 


Another vital contributing fac- 
tor. to reduction of paper tonnage 
for commercial sales, he said, has 
been the purchase of large paper 
mills by some of the nation’s lead- 
ing magazine publishers. 

“This, of course, is to protect 
their requirements,” he said. “Only 
recently the corporation that pub- 
lishes Time, Life and Fortune took 
over Bryant, Maine Seaboard and 
Hennepin Paper. companies. Curtis 
Publishing Company is taking over 
the entire book paper production 
of New York and Pennsylvania. 
Hearst within the last month ac- 
quired the Pejepscot Paper Com- 
pany. Other mills are being ap- 


proached, and we may expect 
hear of more changes in oOwne-- 
ship.” 


=) 


Little Foreign Pulp 


Importing pulp from forei y 
countries has thus far proved 
no assistance to the domestic m:r- 
ket because of high prices, Mir, 
Conlon declared. 

“It was hoped that the Europe in 
pulp - producing countries wo.ld 
start shipments of pulp of all ki: ds 
to the United States,” he sad. 
“Approximately 600,000 tons wire 
delivered to mills in the United 
States from Sweden. However, 
the pulp producers here are ot 
satisfied with the prices asked, and 
it is reported that they do not 
propose to ship additional pulp 
until prices are adjusted.” 

Two other important factors s'il] 
responsible for the shortage are 
government “drafting” of some 
paper mills after Pearl Harbor, 
and the lack of manpower during 
and since the war, he pointed out. 

“Prior to entrance of the United 
States into the war the pulp in- 


= 
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dustry was carrying on in almost 


CHICAGO, ILLINOIS + 


DETROIT, MICHIGAN ~+ 


--- a prerequisite to 
fine printing 


Fine printing is an art in itself, wholly dependent upon the skill of the 
craftsman-printer and the quality of the materials with which he 
works. It has been said that in letterpress reproduction, a printer is 
only as good as his electrotypes. 


Printers strive to reproduce the qualities contained in the original 
because they know that the closer they come to this perfection, the 
more dramatic will be their final proof. 


Reilly electrotypes duplicate these required qualities with a master- 
ful touch. That is why we say that it is only necessary to try Reilly 
once to discover how successfully and completely Reilly electrotypers 
reproduce original perfection. 


We shall be glad to show you tear sheets printed from Reilly 
electrotypes. You can judge for yourself why we have set such in- 
comparable reproduction standards in the letterpress field and why a 
Reilly electrotype is the ideal plate to carry your advertising message. 


ELECTROTYPE COMPANY 


105 W. Adams St. - 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


INDIANAPOLIS. INDIANA + SAN FRANCISCO, CALIFORNIA 


T 


Dec. 31, 1944— 10,744 Net Paid 
June 30, 1945— 11,575 Net Paid 


Dec. 31, 1945—12,099 Net Paid 
HE BAKING INDUSTRY MACATIN 
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ormal manner,” he said. “It was 
ot immediately declared as es- 
ential and its personnel was sub- 
ct to induction into the services. 
s a result many loggers left the 
rests to go into essential war in- 
ustry or into the armed forces. 
he lack of manpower naturally 
irtailed logging activities. Few 
es were received at the pulp 
ills, and less pulp was produced. 
“During the war the govern- 
y ent took the entire production of 
certain pulp mills for nitrating 
purposes. This reduced further 
the quantity of pulp available for 
manufacture of paper. After Pearl 
Harbor one of the first situations 
to confront the mills was the cur- 
tailed use of chlorine for bleaching 
of pulp. The government took 


almost all of the output of this). 


chemical, and papers assumed the 
dark grey color that prevailed dur- 
ing the war. In some instances 
this continued until the order was 
relaxed.” 


War Prisoners Withdrawn 


Now that the war is over, 
prisoners of war sent into the for- 
ests to cut timber are being sent 
home and returning servicemen 
who were loggers “do not appear 
anxious to go back to this type of 
work,” Mr. Conlon said. Flooded 
forests in certain areas are forc- 
ing some mills to operate only two 
or three days a week. 

One of the industry’s associa- 
tions now is assembling data to 
determine the number of colors in 
sulphite bonds, rag content bonds, 
chemical and rag content index, 
bristol and cover stock that will 
adequately serve the market. Mr. 
Conlon suggested that such a proj- 
ect might also be adaptable for 
stationers in their effort to elimi- 
nate slow-moving colored items 
from stock. 


Cheap Papers Disappear 


The speaker conceded that re- 
vocation of the WPB order gov- 
erning paper tonnage, by which 
mills were required to hold stock 
for government agencies, has en- 
abled some mills to increase 
monthly allotments to customers. 
But, he declared, in many in- 
stances mills have discontinued 
manufacture of the less expensive 
grades of paper—‘“D” tablet, for 
example, which is practically un- 
available. 

“In summing up the situation in 
the paper industry, I would say 
the outlook is none too encourag- 
ing,” he said. “But let me add 
that remembering the change that 
took place in the early ’20s, as well 
as those of the spring of 1937 and 
of April, 1942, the situation can 
change very suddenly and without 
much warning.” 


National Champagne 


to Hill Advertising 


National Distillers Products Cor- 
poration, New York, has appointed 
Hill Advertising, Inc., to begin re- 
search and advance planning for a 
new domestic champagne, as yet 
unnamed. 

\dvertising and promotion will 
Sturt late in the fall, and will use 
‘SS magazines, metropolitan 
ne vspapers and business papers. 

* company expects to have its 
ch mpagne on the market in time 
fo. the Christmas and New Year 
tre de, 


° 


Effective with 
March 11 issue. 


Final closing, noon 
Monday in Chicago, 
preceding week of 
publication. 


vertising Age 
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Nyal Package Colors 
Indicate ‘Cures’ 


About 104 packages and sizes in 
the Nyal line have adopted up-to- 
date dress, replacing the standard 
orange and black color scheme for- 
merly used by the Nyal Company, 
Detroit, which has instituted a 
package modernization program. 

Special color schemes provided 
for different related lines include 
brown and green cartons for laxa- 
tive preparations with labels of the 
same color; black and red for med- 
icinals; blue and hospital white 


for antiseptics; orange and black 
for cold preparations; baby pink 
and blue for baby preparations, 
and light and white, with a bubble 
motif, for salts. 


Duofold Names Evans 


Aubrey M. Evans has resigned 
as director of advertising and sales, 
Utica and Mohawk Cotton Mills, 
Inc., Utica, N. Y., to become sales 
manager of Duofold, Inc., New 
York manufacturer of Duofold and 
Duocraft underwear, Du-Ons un- 
derwear and sweaters. 
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ank companies will feature a line of 
B ers Name Green 'vacation log cabins, all-year homes, 

Charles W. Green, regional man-| garages, gas stations, tool,.houses, 
ager in New York State for the/ poultry houses, etc. and will 


Committee for Economic Develop-| market a line of prefabricated toys, 
ment, has been appointed director | such as slides, beds and cribs. 

of the public relations council of 
the American Bankers Association. | 


| 
| 


Winning women readers.. 
THE HOMEMAKER 


The American woman's only pocket- 
size service magazine. 


1745 Broadway 


Appoint Lester Harrison 


Adirondack Log Cabin Company 
and Prefab Housing Company, New 
York, have appointed Lester Har- 
rison, Inc., New York, to handle 


a forthcoming newspaper and mag- New York 19 


azine advertising campaign. The 


in SERVICE for READER 


Sportsmen are never indifferent! They’re ardent, avid, 
relentless, in their hobbies: fishing, hunting, camping, 
boating, photography, collecting guns or breeding 
dogs. They read every word, and ask for answers to 


countless specific questions. 


Field & Stream is deluged—year in, year out—with 
thousands and thousands of letters, every one answered 
within 48 hours by a recognized expert, authority in 
his field. Many a campfire argument is finally settled 


by Field & Stream! 


In its own office Field & Stream has always had the 
largest staff of full-time department heads and editors 
of any sportman’s magazine in America. You see, sports- 
men are not indifferent. They want the right answers 
and they want service. For 50 years they've got both 


Oy Ks 


from Field & Stream—one of many reasons why it’s— 


AMERICA’S NUMBER ONE 
SPORTSMAN’S MAGAZINE 


Now celebrating its 50th Anniversary 


Maybe that explains, too, why Field & Stream has 
been first choice of advertisers for 35 straight years! 


FIELD & STREAM PUBLISHING COMPANY e 515 Madison Avenue, New York City 22 
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Savell Named Manager 
of Wool Secretariat 


Morton Savell has resigned from 
the Institute of Public Relations, 
Inc., to become managing director 
in the United States for the Inter- 
national Wool Secretariat, effective 
March 1. His headquarters will be 
in New York. 

Founded in 1937, the Wool Sec- 
retariat’s principal functions are to 
further the interests of the wool 
industry throughout the world, 
through activities which include 
scientific research, gathering and 
analysis of economic data, liaison 
with wool interests, and promo- 
tional programs designed to in- 
crease wool consumption. The 
American office will include an in- 
formation section, with fashion and 
educational units, and a technical 
and statistical section under the di- 
rection of an economist. 


Joins Ad Bureau 


Fred W: Meyer, formerly with 
Leon Livingston Advertising 
Agency, San Francisco, has joined 
the National Outdoor Advertising 
Bureau’s San Francisco staff. 


Air Cargo Line 
Reduces Rates; 
Industry Grows 


New York, Feb. 19.—In a move 
to garner more of the nation’s 
sharply increased air freight busi- 
ness, Air Cargo Transport Corpo- 
ration today announced a cut in its 
domestic rates from 30 to 20 cents 
a ton mile. The company also 
grouped four separate rate classi- 
fications under one standard rate 
for all commodities. 

The standard rates are: 5,000 
pounds, 20 cents a ton mile; 4,000 
pounds, 21 cents; 3,000 pounds, 22 
cents; 2,000 pounds, 24 cents, and 
1,000 pounds, 25 cents. United Air 
Lines, a major factor in the ex- 
panding field, .4as apmounced a 


rate of 27 cents & poytid.on ship-. 


ments of 3,006. pounds coast to 


coast. 

H. Roy Penzell, president of Air 
Cargo, said the reduced rates were 
being offered to make air cargo 
transportation available to the 
greatest possible number of ship- 
pers. 


United Signs Contracts 


Further indication of the in- 
crease in air freight business were 
the contracts recently signed by 
National Skyway Freight Corpo- 
ration, Los Angeles, and by United 
Air Lines. Under National Sky- 
way contracts are flights carrying 
12,000 pounds of gladiolas per 
week during February and March 
from Ft. Myers, Fla., to Los An- 
geles; 32,000 pounds of juke box 
cases and mechanisms from Aereon 
Corporation, Kansas City, Mo., to 
major cities throughout the coun- 
try; emergency ship repair equip- 
ment from Newark, Pittsburgh, 
Chicago and St. Louis to the Kaiser 
plant at Oakland, Cal., and manu- 
factured garments from New York 

West Coast department stores. 


te) 
YP rited with 6,000 pounds of 
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California seafoods, flowers, 
serums, knitted goods and ready- 
to-wear, United’s Cargoliners are 
making three round-trip sched- 
ules daily from San Francisco to 
Chicago and the East Coast. 


Air Freight Pushed 


Under United’s new policy it 
will continue to carry air express 
on all its planes, but air freight, 
because of its low tariffs based on 
airport to airport service, will be 
designated for heavy package 
types of cargo, moving on less 
frequent schedules with optional 
pickup and delivery. Charges are 
varied according to volume and 
distance shipped. 

According to United officials, the 
freight tariff is the simplest yet 
accepted by the Civil Aeronautics 
Board, since there is only one 
rate for various classifications. A 
separate tariff has been filed for 
experimental movement of fruits 
and vegetables from the West 
Coast to the East, which would 
allow for a rate of 15 cents a ton 
mile for transcontinental plane- 


load shipments. 

United classifies products und: r 
five groupings: Class A—flowe: ; 
furs, bees, gold, jewelry, secur - 
ties and luggage; B—chinawa: 
electrotypes, women’s foundati: ; 
garments, women’s shoes and ba) 
chicks; C—fruits and vegetabl«s 
yarn, men’s. shoes, silverwa): 
office machinery and equipme ; 
and film; and D—cigars and ci. 
arets, printed matter, machi» 
parts, newspapers and cosmeti ; 
Charges for typical cOmmodities 
for 1,500 miles include: pair of 
women’s shoes—54 cents; 100 baby 
chicks—$4.77; typewriter—$12.i 8: 
10-ounce package of spinach—}| 
cents, and a fur coat—$3. 

To augment its service, Nationa] 
Skyways recently opened a Chi- 
cago “loop” office, and established 
operational facilities at Chicago's 
Municipal Airport. 


Super-Treat Appoints 
Super - Treat, Inc., Cincinnati, 
has appointed Strauchen & McKim 
as its advertising agency. E. R. 
Strauchen is account executive. 
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progress. 


READERSHIP — pirsEL 
one magazine completely covering 22 large 
markets for Diesels, each requiring hun- 
dreds of items of machinery, accessories 
and equipment necessary to various Diesel 
installations. DIESEL PROGRESS is the au- 
thoritative publication of the entire Diesel 
industry. It blankets the whole broad field 
—executive, engineering, sales and purchas- 
ing personnel of Diesel and allied manu- 
facturers, as well as Diesel owners and users 


The lid is off, Diesels are headed for 
new jobs in every type of heavy con- 
struction, rail and ship transportation, 
dredging, logging, mining, oil drill- 
ing, road building, public utilities and 
irrigation projects. At least 22 large 
industries require Diesels to turn the 
wheels of peacetime manufacturing 


PROGRESS 


by the thousands. 


ADVERTISING—To reach the fastest 


growing market in the heavy machinery 


field, DIESEL PROGRESS is the most direct 
route. It assures your advertising message 


of thorough readership among men 


are now buying for the 22 Diesel fields. 
Proof of the value of its advertising is 
shown by the fact that manufacturers have 
more than trebled its advertising volume 
during the last few years. Through DIESEL 


who 


PROGRESS alone you cover all of the rich 


market sources listed below: 


is the 
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INDUSTRIES SERVED 
BY DIESEL PROGRESS 
INCLUDE 
THE FOLLOWING: 


Bus Companies 
Dairies 

Ice Plants 

Tractor Users 

Mines ~ 

Quarries 

Railroads 

Ship Operators 
Shipyards 
Municipalities 

Naval Architects 

Air Conditioning Plants 
Consulting Engineers 


Contractors— 
Road and General 


Engine Manufacturers 
Government Officials 
Industrial Power Users 
Logging Companies 

Oil Drilling Contractors 
Truck Fleet Operators 
Utility Companies 


Irrigation Projects 


DIESEL 


DIESE: 


AFFILIATED PUBLICATIONS 


Sugar 
Sugar Reference Book 
Fl Catalogo Azucarero 
El Mundo Azucarero 
Diesel Engine Catalog 
World Petroleum 
Petroleo del Mundo 
Petroleum World 


GRESS 


Edited and Published by 
REX W. WADMAN 
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Fe | bl centrate to three parts water and 

_,onsumer Testing wil be available in six-ounce 
. - |cans each yielding 24 ounces of 

Will Precede Ads, | fluid juice. It will be sold at prices 

Snow Crop Says 


| competitive with fresh oranges, 
| probably at a cost based on 40-42 

(Picture on Page 79) 
New York, Feb. 20.—Before. 


/ cents a dozen for the fresh product. 

Snow Crop Marketers, Inc., starts Form Weathercasts, Inc. 
$300,000 national advertising The newly-formed, all veteran- 
campaign in September for frozen | Staffed weather service organiza- 
fruit and vegetable products, ex-/| tion reported by ADVERTISING AGE 
tensive consumer testing will be stra d egg — ng ae 
3 nducted to check housewife T€-| Weather, Inc., as announced in its 
action, with Yonkers selected as) 


| first release. The company is lo- 


cated at 113 Pearl St.. New York. 


Moser & Cotins Maps 
Cigar, Sports Drives 


G. W. Van Slyke & Horton, di- 
vision of Schwartz Bros. Cigar 
Corporation, Kingston, N. Y., will 
resume advertising, after a war- 
time suspension, with a newspaper 
campaign to start in early spring. 
Moser & Cotins, Utica, N. Y., is 
the agency. 

Moser & Cotins has also been 
appointed by Munro Sports, Inc., 


49 
Utica manufacturer of table ten-| 


nis sets, shuffleboards, badminton | 
sets, archery sets, etc., to sched-| 


ule a me aad consumer maga~ 5 Cover come 

zine and business paper advertis- 

: : t Schools, Churches 

ing campaign. 7 ’ 
' and Institutions 

thra 


Joins Moore Enameling | 


Gene Stark has joined the sales | 
organization of Moore Enameling |g 
and Mfg. Company, West Lafay- | 
ette, O., to direct sales promotion 
and advertising. He will concen- 
trate on Memco and Porcelanart, 
new glass-on-steel enameled cook- | 
ing ware. 


35 W. WELLS ST. MILWAUKEE 3, iS. 


the primary test city. 
First panels will be taken on) 
the quick - frozen fresh Valencia | 
orange juice concentrate processed | 
for Snow Crop on an exclusive) 
franchise basis by Florida Foods, | 
Inc. Henry A. Loudon Advertis- | 
ing, agency handling the Florida| 
Foods account, will conduct the 
orange juice tests, and later will) 
work with Maxon, Inc., Snow 1 
Crop’s agency, On advertising of 
the product. 
Point-of-sale promotion will be | 
used from April through August | 
for Snow Crop products, first of | 
which will be on the market by | 
May 1. Frozen asparagus and rhu-| os 
barb will be the initial products | ry 
followed by the berry packs, peas, * 
heans and vegetable products, and We 
late fruit crops. \ 


‘Post’ Series Planned 


J. I. Moone, president of Snow eee 
Crop, told ADVERTISING AGE that 
present advertising plans call for 
The Saturday Evening Post, 24- Y 
sheet posters in 32 markets, and 
spot announcements on _ partici- ' 
pation. programs on a_ national Ay 
basis, all to start around Sept. 1.) 

Snow Crop will handle sales, dis- 
tribution and advertising for 13 y 
non-competitive producers, some 
of whom are producing coopera- 


/ Y 
tives. Mr. Moone said 11 fruit and Vv v 
vegetable processing plants are i Y 9 
located in California, one in North , © 


Carolina, and one in Florida for oe 
the orange juice concentrate. | 
Distributor organizations in 32 
key cities have been signed by 
Snow Crop in an area north of 
the Ohio river and as far west as 
Kansas City. All types of stores 
will carry the Snow Crop brand, 
including smaller retail outlets, 
chain stores and supermarkets. 
From the standpoint of volume, 
Mr. Moone said, Snow Crop will 
be second only to Birds Eye this 
year in its line of frozen foods. 
The orange juice concentrate, 
he added, employs one part con- 


PETE PELICAN 407 
SAYS — Pace Ce 


YOU 


The Tampa-St. Petersburg mar- | 
ket is one of the biggest, rich- 
est, fastest-growing markets of | 
the South —and St. Petersburg 

is over 40% of it. 


This top-cream 40% cannot be 
reached by advertising in 
Tampa newspapers. Use them 
to cover Tampa—pbut use St. 
Petersburg’s own newspapers to 
cover the Sunshine City. 


No outside newspaper has as 
much as 400 average circulation 
here. 


T. PETERSBURG, FLORIDA 
TIMES (M & S) and 
INDEPENDENT (E) 


Reoresented netionally by 


Theis & Simpson Co., Inc. 


Florida’ by V. J. Obenour, Jr, Jacksonville 


¢ 
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CAN’T TEAR 


—s 


pL 
~~ 
O, 


HER AWAY FROM 


Seventeen 


—she’s engrossed in its fiction, she’s absorbed in its service features, she’s carried 
away by its fashions. And there are 825,000 others just like her—high school 


girls with buying power... influence ...and specific brand preferences. 


For a detailed breakdown of the brands Teena prefers, 


send for “Life With Teena’’— a survey of the living and 


buying habits of teen-age subscribers to SEVENTEEN 
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400 Shoe Brands 


proximately 400 brands of women’s 


and Naturalizer ran most 
advertising linage in daily news- 
papers in cities of 100,000 or over 
during the six-month period July 


and reported by Footwear News, 


Daniel Green, 94,264; and Joyce,| magazine appropriation, with $17,- 


indoor footwear. with $12,400. 


Footwear News also listed, in A third index presented by the appliances throughout 


! 2 eleased fr the Army, has re-| 1 1 1 
90,434. Of these top 10, Gold Cross, | 465; Customcraft, 8th in the news- ries to risteae Electric yy Beh Price Uniformity 


. = Naturalizer, Air-Step, and Rhythm | paper list, rated 57th (or about| pany, New York, as eastern divi-| " 

in Ad Linage Step sell from $6 to $7.99, and| halfway down) on the magazine|sional merchandising Through New Unit 
New York, Feb. 20.—Among ap- I. Miller and Customcraft sell at] list with $6,450; and Joyce, 10th| Mr. Meserve, who joined the Gray- Dayton, O., Feb. 20.—Formati 
; $12 and up. Two of the brands,|top newspaper advertiser, was|bar merchandising organization in) 4 Frigidaire Sales Corporation 


} : ee : ee ‘417e | 1941, will supervise distribution bot 
Gold Cross, Oomphies, I. Oomphies and Daniel Green, are|30th in magazine expenditure, pint i sigae saatines ond elecivical | wholly owned subsidiary of Gen 
northern) ¢ral Motors Corporation with a 


; hanger Bh. { New Jersey, Connecticut and New| $5,000,000 capitalization, was «y- 
terms _of dollar expenditures, publication covered 46 national York state with the exception of nounced last week by E. R. Ged. 
women’s footwear advertising in|} consumer magazines, showing the Buffalo and Rochester areas. 
299. 1945. The tabulation|™agazines, with the top 10 brands} amount of footwear advertising 
: ; ore : é ir . h. Mademoiselle 
is based on figures compiled by| 2S follows: Air Step, $69,703; carried by each. , . » ¢ ° 
the Advertising Checking Bureau, | Vitality, $55,015; Naturalizer, $54,-| headed the list with 98% pages, Esquire Opens in L. A. 
598; Daniel Green, $47,587; U. S.| followed by Vogue, 672; Glamour,| Esquire, Inc., has opened a Pa-| two chief purposes, Lee Clark, 
Fairchild publication, in its first} Rubber, $47,250; Gold Cross, $35,- 49; Charm, 47: Harper's Bazaar, | cific Coast advertising office in the | sistant general sales manager jn 
semi-annual Advertising Review 660: Walk-Over, $31,315; Rhythm 43%; Life, 39; Esquire, SZ: Par- 
and Forecast section. Step, $29,175; Styl-Eez, $28,140, = Magazine, 26, and Seventeen, Apparel Arts. Jerome M. Jontry,| Promotion of Frigidaire, informed 
Gold Cross scheduled 312,852|and Johansen, $27,220. Oomphies, (2° 

lines, and Oomphies, I. Miller and| which enjoyed second billing in r 

Naturalizer followed with 292,378,| newspaper linage, rated 14th in Gould to Volkmann 
219,196, and 184,103 lines, respec-| magazine expenditure, with $22,- 


Pershing Square building, Los An- 
geles, to serve both Esquire and 


| Apparel Arts’ sales in that area. 


Advertising Age, February 25, 19.4 


| Air-Step, 128,937; Rhythm Step, | $11,410; Sandler of Boston, 5th in| Gra bar Names Meserve | re? | 
Gold Cross Leads | 108,497; Customcraft, 106,173;| newspaper linage, ranked 21st in| Y Frigidaire Seeks 


Maj. Ernest R. Meserve, recently 


manager. 


n 


' > 


| frey, general manager of G\\’: 
Frigidaire division. 

Separate incorporation of the 
Frigidaire sales unit will serve 


} 
| 
| 
| 
| 
| 


| charge of advertising and sales 


>| 


recently released from the Navy|ADVERTISING AGE. He said the 
and formerly national advertising/new structure will greatly sim- 
manager of the Nixon newspapers, |plify administrative problems in- 
Volkmann Advertising Agency, | will be manager. William T. Max-/| volved in handling sales through 
Other brands rating high] 775; I. Miller, third in newspapers, Gowld  Guileries cel ae ’ emiiccnieia “was Gs ie chien an many branches. It will also 
were Sandler of Boston, 140,403;| rated 32nd in magazines, spending) handle its advertising. 


|help greatly from an advertising 


| standpoint, permitting single 


Curious Gadget...? 


But very important if you happen to be a calf! 
Because the infant calf exposed to bulk milk, gulps too 


much too fast, gets tummyaches and doesn’t grow 
up to be good weiner schnitzel, gives the farmer a lot 


of grief. But when confronted with the simulated 


Gj 


maternal teat—a piece of tubing in a core 
of wood resting on a float—the calf catches 


on, intakes elegantly and doesn’t upset itself. 


This improved calf 
feeding gadget is the 


‘el brain child of Carl 
Te Persun of Trout Run, 


r Pennsylvania. With the power 
posthole pitter, the chain that saws, the bug 
bomber, the poultry de-beaker, spinning sterilizer 
for seed potatoes, radiant rubber mat for brooding 
hens . . . it is one of the more than fifty devices and 
machines that help work, save time, or improve 
living on the farm . . . all described or illustrated in 
the February issue of SuccessFuL FARMING... will give 
you a clearer understanding of farming as an industry and 
a better appreciation of the business paper that means 
the most to a million of the country’s best and 


best-earning farmers. 


Talkee without walkee..? 


The Schram farm at Baraboo, Wis. is 


wired for sound; a talk box in the kitchen connects with the barn, yard, nn 


other parts of the farm... ranks with running water and electricity as a labor saver... “The 


Farmer Talks Back”, page 46. 


Buzzing business... the cornbelt has 1,800,000 bee colonies, in 46 
wants 200,000 more . . . not for honey or wax, but because pollination by bees ups 


production of 50 crops . . . “The Farm Outlook”, page 42. 


Also «++ A Farmer Learns to Fly”. . .““Five Men Insure 
their Futures”. . .“‘Can Artificial Breeding Match Natural Service?” 
. “Successful Homemaking” and many other ahead-of-the-minute 

farm articles, make the February SuccessFuL FARMING a mental 
modernizer for advertising men ...and a good introduction to the million plus 
SF readers with a backlog of billions that will be turned into bought goods! Ask 
for facts! SuccessFuL FARMING, Des Moines, New York, Chicago, Atlanta, 


San Francisco, Los Angeles. 


| pricing regardless of whether sales 
are made through Frigidaire’s own 
branches or through independent 
| distributors, 


Abandon Pricing System 


Frigidaire division, in a major 

step last October to effect a one- 
price plan, abandoned its prewar 
zone pricing system based on 
freight differentials. Although 
Frigidaire’s national ads named 
| prices before the war, the need 
to explain differences in prices 
between zones took much of the 
strength out of the price message 
| and created some problems for the 
sales staffs in areas most distant 
from the Dayton factory. 

After zone differences were 
eliminated, there still remained 
differences in excise taxes paid 
by distributors and by Frigidaire 
itself. The excise on sales made 
by factory branches was based on 
the price as sold by the Frigidaire 
company; the independent dis- 
tributor’s excise was based on 
what it paid to the factory. Thus 
sales by distributors were made 
‘at slightly higher prices than 
| branch sales. With the new sales 
‘unit acting as another distributor 
for the manufacturer, the excise 
differences will be eliminated. 

Mr. Clark asserted that organi- 
| zation of Frigidaire Sales will not 
result in establishment of addi- 
tional branches or elimination of 
| distributor arrangements in Port- 
l|land, Seattle, Philadelphia and 
other—usually small population— 
|areas where distributors are now 
| used. 
| Officers of the sales company 
‘have not yet been announced. 


| Appoints Dorland 


| Continental Distilling Sales 
|Company, Philadelphia, has ap- 
|/pointed Dorland International- 
| Pettingell & Fenton; Inc., Ne 
| York, to handle advertising i 

|foreign countries. Philadelphia 
Blend whisky and Dixie Belle gin 
| will be promoted in Latin Amer- 
ica, Africa, the Near East, Phili 

|pine Islands and other sections. 


ELEMENTARY 
AS 


Oil in the ground keeps a specialized group 
of petroleum people busy getting it out . . 
produced, in other words. The O1L WEEKLY 
is specialized for this group of producers 

Oil that goes to market in a variety of 
guises keeps another specialized group of 
petroleum people busy getting it processed 

. in short, refined. PeTROLEUM REFINER 
is specialized for this group of refiners 

If you are looking for top coverage of 
either of these world-wide groups, study ; 


carefully paragraph 10 of all the ABC 
statements in the oil field. 


es 


The Gulf Publishing Company | 
= New York Cleveland / 


Chicago Tulsa Los Angeles 
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|radio campaign will be released, 
supplemented by outdoor posters 
and displays. 

| 


— Unit Issues 
Business Men’s Guide 


ers want in visual presentations, 
and how best to fit their needs. 

Much of the study is based on 
primary investigations. It is avail- 


ington Ave., for $1. 


able from the committee, 420 Lex- | 
The commit- | 
tee has in its five years of exist-| 


American Newspaper Alliance, 
Bell Syndicate, Associated News- 
papers and Consolidated News 
Features, as sales manager. 


Resumes Travel Edition 


| the Wall Street Journal and New 
| 


51 
Simmons Opens Offices 


Gurdon Simmons, formerly with 


York Post, has established a public 
'relations office in the Dale build- 
ling, Allendale, N. J. 


ormati n : ence issued two catalogs of edu- The Boston Globe will publish | 

ration. a |. The Committee on Consumer | cational materials, listing more|on April 14 its first travel section 

of Gen- | Relations in Advertising, Inc.,/than 1,600 pamphlets, bulletins,|since wartime paper shortages Complete line of artists’ materials 

with » |New York, has issued a 25-page | wall charts, films, etc. curtailed such editions. The fea- d i 

was an- rs. “ » nag | by - gg =~ ang supplies 

= rials for ucationa se, e- | . . idetails of a : ellowship sete! 
M9 -? 'signed to guide business men in| United Names Gilburt /competition, open to 100,000 under- | Artists rigged ny 
\the preparation of business-spon-| United Features Syndicate, Inc.,;graduates of 58 New England S S RUBBER CE 
|sored materials. A special section| New York, has appointed Harry|men’s and women’s colleges and | 314 N. Michigan Ave., Cen. 3373, Chicago 1 

of the PEPITO ARRIVES —Pepito and his |deals with visual aids, what teach-|Gilburt, formerly with North! universities. | 
it pete burro, Carmencita, are new trade | 

lark, as- characters who will appear in color 
nager in ads in national magazines for Ron 
nd _ sales Merito, the ‘Puerto Rican Mountain 
informed rum," product of National Distillers 
said the Products Corp. Lawrence Fertig & 
tly sim- Co., New York, is the agency. i 
lems in- : 
De je Lime-Cola Names Mack | 
naileine The Lime-Cola Company and 

single Lime-Cola Export Company, formerly Adcraft INC. - 

; Montgomery, Ala., have appointed 2 ca 
her sales Norman A. Mack & Co., New eae 
res own York, to schedule a test campaign. “ 
2pendent As soon as all bottlers are ap-| Ai 
pointed, a national newspaper and 

stem 

a major  Tosell anything MEN buy... 
t a one- : : : - 
- prewar | from shave cream to shoes 
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he need 
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A greater printing company for a 
greater industrial West 


compan) 


iced. A new industrial age is here. 


a : And now the West has a printing plant equipped 
The 3% MILLION Popular Mechanics | . , , : . 
realie shave as len as vou de. | to keep pace with the expansion of our industries. 


Sales 1. ; , 
They also drive cars, buy insurance 


has ap- 
iational!- 
c., Ne 
ising 1 
adelphia 
3elle gin 
1 Ame! 
, Phili 
ctions. 


| 
end went hens. | Pacific Press, Inc., formerly Adcraft, affords the West 


The Popular Mechanics reader is facilities to compete with the best in the East. 
just like other men in his needs, but 


not in the way his mind works. He 


For the first time, mass circulation magazines such 


has a restless, inquisitive, exploring 
mind—always wide open to new ideas. 


as Time aml Life can be printed and mailed 


here. an achievement made possible by two decades 


lo him every advertisement —like 
j every fact-filled Popular Mechanics 
article—is a source of useful knowl- 
edve. He reads ads deliberately, not 
by accident. He'll read your sales 
/ message, too, and he'll act faster. 


c 


of experience in serving the ever-growing needs 


of our patrons in all phases of the graphic arts. 


W. B. CLUM, PRESIDENT 


Pacific Bess ise. 


it pays to put Popular Mechanics 


3440 South Hope Street - Los Angeles 
on your schedule and REACH THE ae ee a Aagnne : so lied 

ed group P\l, Mino! Printing — Photo- Engraving — Lithography — Distribution 
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of 
Admen 5x the 


Armed Forces 


Leo L. Ellsworth (AAF) has 
joined E. J. Powers Company, Chi- 
cago, publishers’ representative. 

James E. Goldsmith (Army) has 
joined the St. Louis office of Olian 
Advertising Company. 

Col. Robert Schmeidler (AAF) 
has joined the staff of Foster D. 
Snell, Chicago consulting engi- 
neer and chemist, as_ business 
manager. 

Vincent R. Vassolo (Army) has 
joined the copy staff of Roche, 
Williams & Cleary, Chicago. 

James P. Buhai (Navy) free 
lance writer, has opened his own 
office at 511 S. Sangamon St., Chi- 
cago 7, specializing in house or- 
gans and contact magazines. 

Maj. Emil Howaid (Army) has 
joined the copy staff of Presba, 
Fellers & Presba, Chicago agency. 

Lt. Comdr. William Van C. 
Brandt has resumed his former 
positon as manager of Exide mo- 


tive power sales for the Electric 
Storage Battery Company, Phila- 


| delphia. 


Glen Jocelyn (AAF) has joined 
the copy staff of Dancer-Fitzger- 
ald-Sample, Chicago. 

Unseld Returns as A.M. 


Maj. Robert H. Unseld (AAF) 
has resumed his duties as general 


‘advertising manager of Bell & 
| Howell Company, Chicago. 


Charles H. Lilienfeld (USMC) 
has joined Schwimmer & Scott, 
Chicago, as account executive. 


Geddes Carrington (USMC) has 
joined the service staff of Hill 
Blackett & Co., Chicago. 


Lt. Col. A. J. P. Wilson has 
joined the New York office of Mc- 
Kinney & Co., New York manage- 
ment consultant. 

Richard Flickinger (Army) has 
rejoined the art staff of Beaumont, 
Heller & Sperling, Reading, Pa. 

Lt. Col. Arthur W. Trager has 
resumed his duties as president of 
the Advertising Corporation of 
America, New York. 

Arthur M. Jones Jr. (Navy) has 
joined Alley & Richards Company, 
Boston, as copy chief. 

Maj. Charles D. Gray (USMC) 


has become sales manager of the} 
adult mattress line of Rose-Derry 
Company, Newton, Mass. 

Capt. Harold De Korp (AAF) 
has rejoined Aldens Chicago Mail 
Order Company, Chicago, as as- 
sistant cost controller in the sales 
department. Lt. Col. H. C. Smith 
has returned to the company as 
sales promotion manager. 

Solon R. Worthington (Army) 
has rejoined Bert Johnson Com- 
pany, Cincinnati, as staff artist 
and art buyer. 

Lt. Richard H. Darby (Navy) 
has joined the copy and account 
staff of Peterson & Kempner, New 
York. 


Mitchell Reopens Office 


Abe Mitchell (Navy) has re- 
opened his advertising premiums 
and novelties office at 111 W. Jack- 
son Blvd., Chicago. 

Col. John R. Reitemeyer (Army) 
has rejoined the Courant, Hartford, 
Conn., as executive vice-president. 

Lt. Sherman E. Rogers (Navy) 
has rejoined Platt-Forbes, Inc., 
New York agency, as director of 
motion picture, radio and tele-| 
vision activities in its Hartford, | 
Conn., office. 

Lt. C. A. Howe (Navy) has been | 


You CAN GET actual 
demonstrations of your 
product to millions you 
now miss—at a fraction 


MILLIONS of effective demonstrations 
of your Product! 


amount of selling that reaches the eyes 
and ears simultaneously! 

MINUTE MOVIES reach an wndistracted 
audience, in darkened theatres where a// 


= 6 


of the cost you pay for 
ordinary demonstrations 
— by using one-minute 


attention is focused on a huge screen. 
They can be purchased city by city 


advertising motion pictures available 
in nearly 11,000 of the 18,000 motion 
picture theatres in cities and towns 
throughout the United States. 

These MINUTE MOvIEs combine color, 
motion and sound to create a dramatic, 
living presentation of your sales story. 
In one minute they pack an amazing 


wherever you have distribution. They 
are sold at a reasonable standard rate 
per thousand attendance. : 

Leading national advertisers, who 
appreciate the value of extensive dem- 
onstrations, are now booking MINUTE 
Movies through this organization | 
which has handled all phases of the 


operation for many years. 


For case histories, rates, and full information 
on Minute Movies, telephone or write today. 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 


2300 Wrigley Building, Chicago 11 . 


Pceoray, RS 


500 Fifth Avenue, New York City 18 


A 


named director of sales and adver- 
tising for Barnes & Reinecke, Chi- 
cago designers and architects. 

John L. Rigg (Army) has joined 
the copy staff of Sherman & Mar- 
quette, Chicago. 

Lt. Col. Edwin U. Burke (AAF) 
has joined the advertising depart- 
ment of the Whitney Publishing 
Company, New York, publisher of 
Interiors and American Cookery. 

Lt. Marsh M. Callaway (AAF) 
and Lt. Jack V. Shippee (AAF) 
have joined Wilhelm - Laughlin - 
Wilson & Associates, Houston, 
Tex. Sgt. Harry Congdon and Sst. 
Jack Cowan has joined the 
agency’s art staff. 

Bill Morrow (Army) has joined 
Burton Browne Advertising, Chi- 
cago, as account executive. 


Rejoins Beaumont & Hohman 


T. M. White (ATC) has returned 
to his position as manager of the 
Seattle office of Beaumont & Hoh- 
man. 

Darwin Heath (Navy) has joined 
John Falkner Arndt & Co., Phila- 
delphia, in a research capacity. 

John E. Fontaine II (USCG) 
has been added to the production 
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department of the Nelson Che-- 
man Company, Chattanooga 
agency. 

Lt. James P. Milton (Army) hs 
joined the staff of Leon Livingst: 


Advertising Agency, San Fran- 
cisco. 
Personnel recently added ‘5 


Grey Advertising Agency, New 
York, include Ralph Froelich 
(Army), production department: 
Robert A. Bennett (Army), art de- 
partment; Morton F. Trachtenberg 
(Army), assistant account execu- 
tive, and Ruth R. Brod (Wave:), 
assistant account executive. 

Capt. Herbert W. Suter Jr. 
(AAF) has joined the Champion 
Paper & Fibre Company as man- 
ager of its Cleveland office. 

Charles Gruen (Navy) has been 
named art director of The Cali- 
fornian, Los Angeles. 

Forrest H. Blair (Navy) has 
been assigned to national sales for 
KOIL, Omaha, Neb. 


Three to Benton & Bowles 


Maj. Esty Stowell (USMC) is 
back with Benton & Bowles, New 
York, as account executive on 
Maxwell House coffee. Other ex- 


-.eand now comes spring! 


Me is the bellows fanning 
the fires of spring...a big blowsy 
month mixing the headaches of tax 
time with the economies of Lent and 
the acute awareness of the cleft hoof 
about to emerge from your foot 
and caper. 

Now while roller skates ring on 
the walks andthe sun 
sets red and extrava- 
gant; while Brides- 
head is being Revis- 
ited, and women cry 
theirmen home from 
the wars; while the 
bread you cast on the 
waters comes back 
with cottage cheese 
on it; while the UNO 
and all the rest of us 
look for a place to 
live; and our “Swing 
Girl” wears sham- 
rocks—we warn you 
of the imminence of 
spring, and bid you 
be wary lest you lose your head and 
your heart and go addled with star- 
dust and balloons and bluebells 
ringing in your ears. That's some- 
thing you can almost always count 
on with the coming on of spring— 


For WHB Avail 


San Francisco, cas 
Kansas City, 6 


Los Angeles, 13.......... 


the same as in March we can count 
on kite weather, marbles, and taxes. 
And we'll leave death out of this. 
For in spring, death is an old super- 
stition, a thing to be cured by cross- 
ing the fingers or hiding the seeds 
of a pumpkin under a stone. It has 
no place in the scheme. We ignore 
it. Now is a time to live. We are 
emerging from things like winter, 4 
war, a season of strikes in the devi- 
ous pursuit of happiness. There will 
be casualties yet. It may be a trou- 
bled spring. But the point is—it wll 
be spring. They tell us it comes on 
forever. * 


That's the editorial by Jetta from 
the March issue of “Swing”, the ©5- 
page pocket-size monthly magaz 1¢ 
which WHB would be happy 
send you if you haven't seen a copy. 
Just ask for it on your business 
letterhead. 

Tell us, too, if you have plans ‘of 
a radio campaign in the Kansas C 'ty 
market during the coming moni: \. 
We have some choice availabili':«s 
opening up for the spring and si ™ 
mer months—and we'd like to show 
you the kind of results WHB «+9 
produce for you. 


abilities, ‘phone DON DAVIS at any 


ADAM YOUNG office: 
New York City, 18____. 
Chicago, 2 5 


11 West 42nd St.._____ LOngacre 3-1926 
5S East Washington St....___- ANDover 5448 
.....627 Mills Building. ______- _. SUtter 1393 
448 South Hill St... ____._ Michigan 092! 
<a Scarritt Building....._- HArrison 116) 
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ervicemen returned to B&B are) 
mronson Tweedy (Navy), media. 
department, and John Doherty | 

Army), radio department. 

Lt. Robert E. McCaffrey (Navy) 
sas joined Goodall Fabrics, Inc., as 
etail trade sales manager. 

Lt. Comdr. Marshall C. Sewall is 

ack as vice-president of Transit | 

dvertisers, Inc., New York. 

Lt. Col. John L. McQuigg (AAF) | 
has returned as vice-president of | 
Geyer, Cornell & Newell, with| 
headquarters in New York. 


Leach to Auerbach 


Korn Company, 
Albert M. Leach (Navy) has) 
joined Alfred Auerbach As-| 


joined Ingalls-Miniter Adveritsing 
Agency, Boston, as copy chief. Los Angeles Club 


Lionel J. Holmes (Army) has Holds Art Exhibit 
joined the copy department of Rea,| Advertisers and advertising 
Fuller & Co., New York agency. | agencies in leading cities in the 11 

Milton Gustafson (AAF) has re-| western states are represented at 
turned to Bert S. Gittins, Adver-| the first annual exhibition of West 
tising, Milwaukee, as contact and} Coast advertising and editorial art 
“ Ca 8 Jack Lang (AAF) has | hg peg vis in ip Rms ney Feb. 

. Col. H. or a two-week showing. 

resumed his duties as president | Sponsored by the Art ie 
Lang, Fisher & Stashower, Cleve-|Club of Los Angeles, the exhibit 
land advertising agency. is patterned after the art directors’ 

Col. Harry Cooper has _ been exhibit held annually in New York 
elected vice-president of the J. M.| for the past 25 years. Medals and 


Philadelphia | other awards will be presented in 
agency. 
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|14 classifications ranging from| Baron Forms Company 


|fashion illustrations to color ad- 
| vertising art and photographs. Paul Baron Ltd., a new company 
| ese at 108 Bloor St., West, Toronto, 
. has been formed to plan and pro- 
Latvala Opens Office duce radio shows. Paul Baron, 
Waino K. Latvala has opened|head of the company, was with 
offices at 11 W. 42nd St., New|NBC for 15 years before joining 
York, to advise American manu-| the Canadian Army in 1940. 
facturers and advertising agents 


on Scandinavian and Finnish ad-| . - 
vertising and marketing problems. | Appoints N. W. Ayer 


Mr. Latvala was a founder of the | The Chesapeake & Potomac 
Washing- 


Finnish Advertising Association| Telephone Companies, 
among others, the|ton, D. C., has appointed N. W. 


and directed, 
Ford Motor Company account in| Ayer & Son, Philadelphia, as ad- 
Finland. |vertising counsel. 


Walter Grosvenor (Army) has 


sociates in the merchandising de-| rejoined the Cleveland staff of | 


partment. 
Capt. Harry J. Campbell (Army) 
has joined Abbott Kimball Com- 


pany, New York, as an executive | 
| joined the staff of Sheldon, Morse, 
D. Gudgeon| Hutchins & Easton, 


in the new business department. 

Lt. Col. Russell 
(Army) has rejoined H. A. Bruno 
& Associates, New York public re- 
lations counsel. 


Maxwell Hamilton (Navy) has 


rejoined Fawcett Publications, | 


New York, as managing editor of 
Motion Picture. 

Lt. David J. Hayes (Army) has 
rejoined Export Advertising 
Agency, New York, as assistant 
production manager. 


Gillespie Named A. M. 


Carl M. Gillespie (Navy) has 
been appointed national advertis- 
ing manager of the Tribune- 
Democrat, Johnstown, Pa. 

Ex-Army personnel recently 
added by Kenyon & Eckhardt, 
New York, are David J. Gillespie 
and Roger Griswold, returned as 
space buyer and account man- 
ager, respectively; Draper Daniels, 
previously with McCann-Erickson, 
and William W. Mulvey, copy staff. 

Three new advertising repre- 
sentatives at Women’s Wear Daily 
are Maj. 
(Army), to specialize in the fur 
industry; Lt. Murray Abbott 
(Navy), to specialize in ready-to- 
wear; and Lt. (s.g.) Jerome P. 
Boucher (Navy), junior salesman. 

Lt. John K. Allyn (USCG) has 


Beaumont & Hohman. | 
To Sheldon, Morse 
Maj. Robert Nathans (AAF) has, 


New York 
public relations organization. 

Lt. Murray O. Packard has 
joined Behel & Waldie & Briggs, 
Chicago, as media director. 

Moris T. Hoversten (Navy) has 
joined the Chicago advertising 
sales staff of World Report. 


Capt. John A. Strother (Navy) | 
has rejoined Pitney-Bowes, Stam- | 
ford, Conn., as director of develop- | 


ment and research. 


William E. Walker (Navy) has'| 
been appointed assistant sales| 
manager in charge of advertising 
and sales promotion with Associ- | 
ated Grocers of Rhode Island, 
Providence. | 


Carleton R. Cummings and Gray 
L. Carpenter, discharged Navy of- 
ficers, have been added to the ad- 
vertising department of the Ruud 
Mfg. Company, Pittsburgh. 

Walter Meads (AAF) has joined | 
the creative department of Nor-.| 


man Malone & Associates, adver-| 


Leonard Ginsberg 


tising and public relations, Akron, | 
| | 
Joseph H. Emmert (USCG) has | 
| rejoined the advertising Supers | 
| ment of the Buffalo Evening News. 
| Charles E. Wolff (Army) has 
|joined Markus-Campbell Com- 
pany, Chicago, as _ advertising | 
/manager. 


of Lawrence's ABC City 


total in 1945 . . . $138,846,364.69. An increase of 
141/,°/, over 19441 This impressive amount reveals the 
sales potential in the lucrative Capital of the Woolen 
and Worsted Textile Industry in America — a MUST 
market blanketed by the Eagle-Tribune. 


te EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS | 


WARD-GRIFFITH CO. = NATIONAL REPRESENTATIVES 


Buying Power 
is UP 144% in Lawrence! 


Deposits in commercial, savings and co-operative banks 


buy families: 


Here ... in the vital, dynamic — 


“Paget Souud Circle 


.. is concentrated 50% 
of Washington’s business 


See how daily newspapers rank 
in their coverage of Tacoma- 


Pierce County’s 64,700 able-to- 


THE TACOMA 


NEWS TRIBUNE 74% 


wu 


Pills 


---and TACOMA is a “must” 


for complete coverage! 


SALES MANAGEMENT'S “Survey 
of Buying Power” says that the 
five lower Puget Sound counties 
account for 50% of Washington 
State’s population ... 51% of the 
retail sales... 57% of the effective 
buying income. It’s a market de- 
manding complete coverage—and 


Second Tacoma Paper... . 50% that means Tacoma must be on 
Seattle Morning Paper . . . 11% every schedule. For the vital 
Seattle Ist Evening Paper.. 5% “Puget Sound Circle” is not cover- 


ed unless Tacoma is covered, and 


Zone reached a new high 


vast 
lowest-cost 
power. 


Market'’] 


Tacoma can not be covered by 
any “outside” medial! 


POWER 


builds 


bigger In Washington Always Schedule 


payrolls 
THE 
Washington's 2na Market 


Tacoma City Light, Grand 
Coulee and Bonneville com- 
bine to provide industry a 
supply of 
hydro-electric 
Just one of many, 
many reasons why Tacoma- 
Pierce County 
“Washington's 


America's 


TRIBUNE 


Tacoma, l 


Represented Nationally by 
Lorenzen & Thompson, Inc 


ranks as 
Second 


sq 


: Serre Pe pe «ks \ aa : 5 AT ee 
en — tee es. 
25, 1945 a ; = ae: 3 
1 Ches- ig 
tanooga 4 ; 
=“ x 
vingston 43 = : 
* ap hamen 
. Fran- oS ee 
ne é * = 
st Aye 
i ee 
pce am 
E at "i 
. Tees . 
a a —ners E 
t Pe 
_ 
| 
pe : 
7 ——— Ble 
1 nteleeenn j 
a — eee err ale a 
oe * F Pe i, ; 
‘ieee a —————— © «tie , 
x aN a 
ee _——> oeht vi 
cae —— —_— ———— w am Be Lee 
* i —— ene * 3 Py aks his Es 
ES ee 3 : ti P ipl ‘ ne : 
’ ; : —— ~ a comP ’ wy i orate Te . 
—— re om 
: ~ th aot : * *. 
Teese ks ° Q \ t wr’ eee 
| ; et ov “ a 
Coe a NGS iS ° 3 
* cu A ei oth? Pe} ah isis | ¥ be x . - em: sie 2 
a vane e ™ ie AN —— ei 
‘i ee. a i . 
meet ; yi pe . ee eon wail 1 \Y ‘ erm E me 
eeerer at ie a hi o3. 3 a fae aes fe | Ms ——$——_—_————— ii 
ss Sh! ae 
7 (SO ieee iio: an 
io ge "a a mk % ee So Ms. 
_— ee : 
ee ta Fo gummeea ite ah 3 
“4 } i. r eo . Wh “3 ai ae x 5 ia ° he 
ea i q *. oe : i Br ial - : 
a ae 3 F cia SS a ian 
ei . es Sa A SS ae ' ey a 
si ‘ ~ a : ne 8 Ss aa a eck “Re - % ee — , : ng a 
2S an 7s Rate 3 : Be 
— — Sia mo : . 
ey ‘ res aah, Chaat s 
. % ret Le | a 
) mm BYUGET rn gaa LS . 
' # SAGA 4 : 
im ‘ty Scammer SN % 
‘ ae PS “Sag ce 
‘ ~~ Sy bay 2 a EN 3 i 4 be ey 
* ia ahi So: yy Bi: Ba ah satin %. Ee pe . 
ae Sa xy Reta a ‘aa fe 
‘ng ~— rs bos a — 
ea, aa 4 . 
as ' } q x PF — 
. J << a 
=: > ae ve ee 
= = & eo 
a ie | 
| rs "i 
7 ‘ 
| Ba TrEL 
; = a 
| ————-_____] 
| 
memes: <page ie eilesbaetneeeretteeietiinaeiimaitaa caer tirereame ; 
Eases 


ttt ait A cella 


54 
Starts Whisky Drive 


j\land, has joined the Advertising 

|Corporation, Chicago agency, as 
National Distillers Products Cor-|account executive. Everett C. 

poration, New York, has launched | Lewis, recently released from the 

a campaign in Life for Old Sunny|Navy, has been added to the 

Brook, using its new slogan, “Come! agency’s art department. 

over on the Sunny Brook side.” 


The Life ads are supplemented by | Memes Four 
a campaign in some 200 news. | aencner Mer for the past 14 


papers, plus advertising via car| 70 eer pape h 
cards. bus cards and outdoor |years advertising manage! of 
signs. Lawrence Fertig & Co. |Gardner Publications, Cincinnati, 


‘ ae. tae . sin *}has been appointed general man- 
— = oar quan. ‘ager. Three returning servicemen 
Join Advertising Corp. Gene J. Schwarber, 

Harold W. Garthe, formerly with| manager; George E. Hay, central 
the Phil Gordon Agency and/western manager, and Richard S. 
Sears, Roebuck & Co. in Chicago | Kline, western manager in the 
and Fuller & Smith & Ross, Cleve-| Chicago area, 


The industrial trend is Westward! The reason? 
Space, reduced marketing costs, and immediate 
access to a rich and concentrated market. Almost 
daily such basic industries as Ohio Rubber Com- 
pany and Kaiser-Frazier select Long Beach, Cali- 
fornia, as the site for their Western Expansion! 


This area, with its ever increasing industrial pay- 
rolls, demands your advertising attention. The 
Long Beach Press-Telegram, daily Home-Paper 
with over 77,000 net paid circulation, assures cov- 
erage of “wealthiest per capita city in America! 
Yes, Long Beach is a great market today, and 
an even greater market tomorrow! 


*Sales Management's 1945 Effective Buying Income Survey. 


RATIONING NOTICE: For best use of your campaign 


space, consult W.L. & C., our national representatives! 


LONG BEACH 


s-Gelearam > 


Represented Netionally by WILLIAMS, LAWRENCE end CRESMER CO. 
Members: Metro Pacific Comics, Pacific Parade, Nancy Sesser Groups. 


to be named to new positions are| 
advertising | 


iS 
that Sell! 


NEONS ... PLASTICS... GLASS 
WOOD ...METAL... COMPOSITION 


We're ready for immediate production! 
Now serving many of America’s lead- 
ing Industries. Ideas and estimates 
submitted without obligation. 


- OHIO — 
4 “alll ea 


1216-20 Jackson St., Gnncinnati 20, Ohio 


Gregory Agency 
Surveys Ohioans’ 
Commodity Needs 


Cleveland, Feb. 19.—More than 
half of urban consumers and 
almost two fifths of agricultural 
consumers, covered in a_ recent 
survey by Gregory Advertising 
jreaching 12,746 Ohioans, need or 
would like to buy automobiles as 
soon as war restrictions and 
finances permit. 
| Reporting the results of the sur- 
vey in the booklet, ““Where Do the 
/Postwar Dollars Want to Go?” the 
/agency shows the following urban 


/respondents’ needs: 53.3% need 
automobiles; 40.1%, clothing; 
|31.7% rugs; 29.8%, furniture; 


| 26.6%, radios; 23%, vacuum clean- 
‘ers; 22.9%, washing machines; 
22%, homes; 21.5%, refrigerators; 


* 
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ironers; 14.5%, sewing machines; | ‘ ; 

|14.4%, electric irons, and 12.1%, Fabric Campaign 

| pianos. Planned by Goodall 

| It shows that 97.9% have bought} Goodall Fabrics, Inc., New Yo:\ 
through Ruthrauff & Ryan, }. 


| war bonds and 19 out of 20. plan ; 
‘to keep them until maturity. The scheduled four-color bleed spre: 4s 


iephiee pee . “ ..|in The Saturday Evening Pvst 
survey jof agricultural, coneumers| April inrough duly, in fo 
. | Beautiful and House & Garde» 


saved up to $500 for postwar buy- 
ling; one fourth have saved from 
'$500 to $1,000; one fourth from 
$1,000 to $2,000, and one fourth 
$2,000 and more. 
Rural respondents’ 
show: 58.5% need fencing; 45%, 
fertilizer; 37.9%, automobiles; 
37.5%, tractors; 36.3%, repairs on 
buildings; 35.6%, electric refrig- 
erators; 32.8%, radios; 28.5%, elec- 


April and May, and will use 29 
business papers to Promoije 
“blended for performance” fab. 
rics. 

The annual Goodall golf tour:,- 
ment, at which leading profes- 
sionals compete for prizes total ng 
$10,000, will be held Decoration 
Day weekend. 


replies 


‘Houston Press’ Promotes 


tric washing machines; 27.4%, Norman J. Lemley, with the 
magazine subscriptions; 25.5%,|Houston Press since 1934, has been 
vacuum cleaners; 21.5%, electric| promoted to advertising manager 
ranges, etc. in charge of local advertising, suc- 
Aa ceeding the late Charlie J. Evans, 
Appoints Austin Eco to Mercready 


C. P. Austin, formerly with the 


21.5% ies; 19.5%, Seti 
18.2 ; bee noe 7 rt ae Department of Agriculture, has Eco Engineering Company, New- 
te sil - 15.4%. heati pasa ‘| been named director of the re-|ark, N. J., manufacturer of Eco 
by moe S; 19.4’, heating equipment; | search and engineering department| gearless pumps, has appointed 
(15.1%, pressure cookers; 14.7%,/|of the National Association of Ice|Mercready & Co., Newark, to 
electric ranges; 14.5%, electric | Industries, Washington. handle its account. 
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/ \ Reader Interest! 


There is no surer index of reader interest 
in a publication than requests from readers 
for service and reader's letters to the editors. 


The 350,000 Capper’s Weekly families in 
1945, wrote a total of 482,416 letters to us, or 
an increase of 33,481 over the previous year. 
Of this close to one-half million letters re- 
ceived last year, 409,731 were Dress and 
Needlework Pattern Sales—each containing 
a remittance of from 15c to more than $1.00, 
and the balance of 72,685 were for other 
services and information. More than 20,000 
of these 72,685 were requests for Capper’s 
Weekly recipes and helps concerning food 
problems. 


x 


To any space buyer, this type of steadily 
increasing reader response is indicative of 
subscribers’ genuine interest in a publica- 
tion—and this interest means an audience 
responsive to pertinent advertising messages. 


For increased sales in Iowa, Nebraska, 
Missouri, Kansas and Colorado—add Cap- 
per’s Weekly to your 1946 list... It Makes 
‘he Sale! 


®> More than 350,000 Circulation 
®65% RFD... $1.25 per line 
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ORS, pier ai ae het 
A major executive at NBC 
enies reports that NBC has a sub- 
tantial waiting list of advertisers, 
eady to buy time on the network 
if and when 


ects today,” he said, “are liable 

fade when the sigriag time 
arrives. On the other hand, we 
know of advertisers on other net- 


works who would like to go NBC.” | 


NBC has sold 100% of “network 


time”—that is, the part of the 18-| 


hour broadcast day that stations 
make available to the network. 
Usually this is about 50%. CBS 
also is said to be sold out. 
* * a 

The New York Stock Exchange 
campaign, through Gardner Ad-| 
vertising Company, has tapered off 
a bit in the first quarter of this | 
year. The same media—about 400 | 
newspapers and 16 magazines—are | 
being used, but insertions are be-| 
ing staggered. The reason is that | 
the exchange spent about one-half 
year’s budget mostly in the last 
three months of 1945, and has set- | 
tled down to a slower but steady | 
pace for an expected three-year | 
run. 


* * & 


Emerson Drug Company, Balti- 
more, which recently switched its | 
account from McCann-Erickson to 
Batten, Barton, Durstine & Osborn, 
recently has been promoting 
Bromo-Seltzer at a $1,900,000-a- 
year clip. Of this $1,250,000 is for 
“Vox Pop,’ $400,000 for other 
radio, and the rest for outdoor, 
business papers and point-of-sale. 

ok * % 

Newspaper. representatives who 
attended a meeting with Harold B. 
Sherwood, advertising manager of 
the New York News and president 
of the American Newspaper Ad- 
vertising Network, (AA, Feb. 11) 
point out that Mr. Sherwood said 
that the network plans to “spend 
a very large sum of money for 
continuous market research. It 
will place the results of this re- 
search in the hands of its natural 
alliles—the newspaper representa- 
tives and the Bureau of Advertis- 
ing.” 

What Mr. Sherwood omitted to 
mention, say these representatives, | 
is that the New York News is one 
of the few major newspapers—and | 
the only member of ANAN—}| 
which has not subscribed to the 
Bureau of Advertising’s expansion 
program. 

1 

Department stores undertaking 
to sell airplanes for the first time 
have discovered that there is a 
bigger market for personal planes 
than they had thought. Ercoups, 
for instance, has already delivered 
12 planes to the customers of one 
big department store. The de- 
livered price for the standard 
model is about $2,900. Plane dis- 
lays, the stores say, are tremen- 
us traffic builders. 

* * * 
Department stores expect to 
mtinue to expand their lines, 
mpared with prewar policies. 
esides airplanes, they will sell 
ozen foods, more sporting goods, 


~~ ehh OF 


ore drug products, etc. In the 
sporting goods field, they will 
handle power boats, outboard 


WEST TEXAS 


Invites Industry! 


.ong and truly known as the "Raw 
Materials Capital of the World,” 
Nest Texas offers smail size, under- 
ndustrialized progressive cities; raw 
materials and cheap fuel and power 
eserves; all-yeer ideal working con- 
litions and pure American-born white 
-itizenship. 

nvestigate West Texas’ Industrial Advan- 

tages. Wire or Write: 


WEST TEXAS 


Chamber of Commerce 
Headquarters office: Abilene, Texas 
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it’s available. | 
Some of our most likely pros-| 


| 
| 


Sa 
we Set 


RUE DS a ee ae 


motors and many other big items | 
which formerly were not included | 
in their stocks. 
Bo ok 
Those who remember the ad-| 
vertising about Lucky Strike green | 
going to war have been wondering | 
when it would reappear on the! 
package of American Tobacco 
Company’s leading cigaret brand. 
It won’t be back—the company 
discovered the color did not appeal 
to women. 


% 


That new monthly magazine 


| tails 


contemplated by Kiplinger will 


_not carry advertising. While de-| office of Foote, Cone & Belding. 


i i »s of 
Complete motion pictures 
6 minutes after the race 
Santa Anita, 


er oie Park and other 
the i6mm. Telefilms been 


settling disputes, that aol 
quires movies of all races- 


This is another smashin 
16mm. Headquarters. 


on shoot 
cameramen sh he 
in room while horses aT 


Telefilm’s exclusive Process, 


+ eotaxin ae omemmnlnsaiiegmaentys ae 


Only one organization | 
field has the resources, experience ie 
and equipment demanded by Holly- — 
wood Park for the production of © 


films in this reco 


“ae 


every race — 
e — help stewa 
Pimlico, 


in eliminating 
California State 


hag hick are rus 

, which iar 

the films ll running! 
for the jud 


_TELEFI 


remain uncertain, it is in-! 
tended to provide “back@P6und | 
and _ prospective” on economic | 
matters in a non-technical style | 
that will appeal to the “average | 
but alert” reader. It will not com- 
pete with newsweeklies. 


Liquid Gas Group Forms 

The newly formed Liquefied Pe- 
troleum Gas_ Association, com- 
posed of producers and marketers 
of butane and propane gases, has 
opened national headquarters at 
11 S. La Salle St., Chicago. How- 
ard D. White, executive vice- 
president, is in charge. 


Appoints Stephenson 


Bob Stephenson has been ap- 
pointed to assist Albert Capstaff in 
production duties in the Chicago 


, the screen 


rds make decisions vat Holy- 
Suffolk Downs, W ashing’ a 
: So successful hav 
yugh riding @n 
ard now re- 


shown 0! 


7 tracks. 
famous fouls, YC 
Racing Bo 


».. Hollywood 
Inc v Telefilm 
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“ee IMPRESSIONS 


THAT STICK 
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Asx ANY BLAIR MAN 
oR us 


fie 


Horse racing officials searched the nation over for a firm to 


install and operate this system. They sought the best-equipped and 


most complete organization in the 16 mm. field. They made their 


t =" ¢ 


the 16mm. 


ing time 


Telefilm specializes exclusively in 16 mm. — 


film for you 


decision—Telefilm Studios. 


offers a complete 


production system which you may use entirely or in part. 


Telefilm offers you script writers, cameramen, printing, special 
effects, technical crews both photographic and sound, color duplica- 


tion, technical supervision, editing, titling, camera equipment. 


Telefilm will completely produce a 16 mm. Kodakrome sound 


or will add sound to your own film — or will supply 


you with any part of its complete service. Telefilm supervision in- 


sures efficiency and economy in production, 


All equipment and leading 16 mm. technicians available for im- 


mediate service to Producers, Advertising Agencies, Motion Picture 


Units 


Ry 


HOLLYWOOD 28, CALIF... 


Sean 


Me LEADING... 


fg , LARGEST 


... Telefilm 


“The Little M.G.M.” tops the 16 mm. field. 
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ing the services of the society and ae 
| all expenditures, we weren't suc- l S W . ’ 
Tells Admen How | cessful,” Mr. Marvin told the meet- its pledge loan. Country eeklies = 
‘ing. “In fact, as we began to build me - 7 1 7 a 
Hercules Worked ‘our programs for 1946—which To Sell WGN Program Circulation Rises a 
Ages we start in August of each year— Criterion Radio Features, Chi-|to 14 321 000 3 
Efficiency Plan | we felt that the challenges of new ah Det Ra 2 cents, Wie ’ ’ a 
; a ae | products and new competition de- Smith, Benson cClure, icago| New York, Feb. 19.— Although 5‘ 
New York, Feb. 19.- The renee | manded at least a budget the equal adv ore agency, v0 sell the | the number of non-daily ne\:s- a 
of a postwar “eliminate waste” | ; be th Distinguished Guest Hour” pro-| ; : Nie ~ 
; : |of 1945, which happened to be the Page rer WGN.) Papers published in towns of !ess 
program undertaken by the Her-| ' a 3 ra gram, currently aired over 9 | . ; 
sales Powder Commeny were el company’s all-time high in adver- Chicago, as a transcribed show on| than 50,000 population decli) eq 
ported last week by Theodore tising.” a nationwide basis. The program | 223 in 1945 to 8,504, their com. 
enwien director of advertising, a Your hands stay lovely when you wash has been sit ee for | bined circulation rose about 165,- Ga 
speaking before the Industrial Ad- Fabric Firms Merge dishes and clothes this new way... Bois dean _ i taeas oe 000 to 14,321,000, the Ameri an Ad 
vertising Association of New York.) Tubize Rayon Corporation, New| Si=sSsGir sr | So “s-=e | partment store. a recat es out in he M 
Mr. Marvin said the best con-| york, has been merged with the) “SSss"So0ou | eyosoccero semnee i ae mind Me ronorrat d 2nd fina 
tributions of his department lay|Celanese Corporation of America) [n2SU2 me Sacuys ems . Ages arp app 
“in renovating our daily routines,|and will be known as the Tubize THE GREATEST WASHING DISCOVERY Since WaTeRt Resumes Campaign The average circulation of news. leat 
speeding up our activities, resum- division. Its yarn will be sold by New England Apple Products papers in this group rose 7% in Gar 
ing again economical buying and|a newly created sales company,| rect__this copy, emphasizing the pack- Company, Littleton, Mass., will re-| 1945 to 1,684. Advertising rates ne 
roducing practices which pressure Tubize, Inc., while fabrics will be age, is being tested in New Bedford | Sume its advertising campaign|jncreased an average of less than Tre 
oe war had forced us to drop. Like- sold through the Tubize division. and Fall River, Mass., for Noctil, Rum- ——e ” Pe oie Heme gh 4% to 39.9 cents an inch. hou 
wise, we organized better follow- - Sin ford Chemical Works’ new multi-pur- — oston, handles the ac-| “Exactly 4,127 of the newspapers tain 
through of inquiries, instituted| Seeks More Power i pose cleanser. al aaa Slt adie ade of ¢ 
programs leading to more sales-| Station WKRC, Cincinnati, is using by L 
men’s sales aids and demonstra-|making application to the Federal| 7 ,4n Society Names Elects Bager V.P. the American Press Association, Tab 
tion kits. We strove to improve Communications Commission for Yy William P. Bager, advisor to the|In addition, 167 newspapers are on 
— dvertising and|2" increase in power. The peti-| Koehl, Landis & Landon, New|copy and art departments of Need-| listed separately as members of oe 
utilization of our advertising tion asks 5,000 watts after sun-| York, has been retained by The|/ham, Louis & Brorby, Chicago,|the Greater Weeklies division of ani 
direct mail material to help the down, an additional 4,000 watts|Provident Loan Society of New|after his release from the Army|apa a requirement for member- pro! 
individual salesman.” over the power currently em-| York in connection with a program last fall, has been elected vice- ship in this division is member- pou 
“As far as reducing our over-| ployed. to distribute information regard-| president of the agency. ship in the Audit Bureau of Cir- as 
, culations. aie 
ee ee adv 
‘ bou 
Stores’ Ad Asks “ 
2 the 
Action to End nee 
- = adv 
Clothing Crisis whi 
Detroit, Feb. 20.—Urging public J ‘he 
action to end the current clothing ame 
crisis, and to explain the retailer's A 
position, 14 Detroit clothing re- and 
tailers placed a full-page joint ad- of § 
| vertisement in the Detroit News. wal 
Headlined, “The ‘Naked’ Truth,” 289 
the advertisement quoted mills, pap 
ICAN /manufacturers and retailers. All ind 
|deny any guilt for the shortage. 
The retailers explained they were h 
/not seeking to place the blame, but that 
BUSINESS MARKET |a solution for the problem. They whe 
|urged the public to let Congress- me? 
men, Senators, the OPA and her 
IS TUE LARGES President Truman “know that you cial 
/ want clothes, not conversation.” sent 
Stores which placed the ad in- Con 
clude S. L. Bird & Sons, Capper lett 
& Capper, Frank & Seder, Harpur, neu 
| Inc., E. J. Hickey Company, Hig- tere 
gins & Frank, Hughes & Hatcher, sucl 
Kilgore & Hurd, Ernst Kern Com- viet 
pany, Schmitz & Shroder Company, us.’ 
Scholnick’s, Harry Suffrin, Van to | 
Boven, Inc., and Whaling’s. It was met 
\prepared and placed by W. B. sur, 
| Doner & Co., Detroit agency. mat 
| ——————————— yea 
Four Name Frost ht 
New accounts acquired by the ae 
Harry M. Frost Company, Boston, 
are Burham Electric Radiators, 
| A. B. C. Wall Paper Dry Cleaner, V 
| both of Boston, G. H. Bent’s Cele- the 
| brated Water Crackers, Milton dis; 
/and Aqua Proof Company, repre- fore 
sentative of Aquella, the “miracle” hia 
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SHINGTON, D. C. 


waterproof coating. 


Amcoin to Warner 


Amecoin Corporation, Buffalo, 
manufacturer of commercial coffee 
urns, juice fountains and_ iced 
_tea dispensers, has placed its ad- 
vertising with Harold Warner 
|Company, Buffalo. Business pa- 
|pers and direct mail will be used. 


| a 
Joins Gray & Rogers 


Walter M. Erickson has joined 
the radio department of Gray & 
Rogers, Philadelphia agency. 


__A GOOD BET FOR 
BIG BANKS 


When an oil operator wants money [0 } 


some major development, he want 
millions. Few banks are equipped fo 
such operations. Those banks whic 

are capable of and desirous of finan: 
ing oil developments of major propo! 
tions should be telling their sales stor) 
in The Orn WEEKLY. (Offices in Hous 


Tulsa, Los Angeles.) 
a” 


ton, New York, Cleveland, Chicago ) 
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dvertising Age, February 25, 1946 


By STANLEY E. COHEN, Washington Editor. 


Camble Defends Wartime to option cheap land and plan the 
|largest projects they can handle. 


Ad Support of Bonds | : yas 
Washington, Feb. 21.—In his | Phe National Association of Real 


: | Estate Boards accepts the program, 
a a ee ee Seren | Gast retains a fond hope that Mr. 
al a Bee Re reamed Teq | Wyatt may not be serious in in- 
a ae sileednbenl Pn et dina sisting on price ceilings on old 
Gam & houses and building lots. 

no matter how much money the} / 


Court case in a dozen years, 
although it faces the nation’s top 
corporations. (In the current 
cement case, 54 law firms are at 
work defending 77 respondents). 
While private lawyers concede that 
the FTC staff knows its business, 
they point out that under the law 
FTC does not have to defend itself 
on merit. “Little David’s slingshot 
wouldn’t be so effective if the 
giant’s hands were not tied,” they 
say. 


oo tk * 
Judge Justin Miller, NAB’s new 
president, thinks radio _ stations 


should talk about “public inter- 
ests,’ not “public service,’ pro- 


57 


|Handles Carpet Account 
| Anderson, Davis & Platte, New 
York, is handling the campaign 
Alexander Smith & Sons Carpet 
Agriculture Department offers|Company, Yonkers, N. Y., is run- 
the comforting information that|ning in women’s magazines. An- 
80% wheat flour is still better than other agency was credited with 
flour anywhere in Europe or Asia. the account in connection with an 
. . Congress, dipping into the St. | illustration of one of the ads in 
Lawrence Waterway, heard a | the Feb. ot ae. 
warning that railroads will try to)... - 
block it... When CPA is asked to| Sign Firm Formed 
restore restrictions on book paper Paul M. Thomas, formerly 
to assure a better distribution, it|Pennsylvania distributor of the 
points out that only seven people|Arkraft Sign Company, Lima, O., 
remain in the printing and pub-|and previously sales manager of 
lishing division. Stabilization | Bellows Company, Akron, is presi- 
puzzler: Even if they weather Con- dent and sales manager of the 


fied with railroads, power com- 
panies and telegraph companies as 
common carriers.” 

* ok a 


tk cK k 
Treasury spent, it could not have 
bought the kind of support it ob-| 
tained by using the contributions 
of commercial advertisers. 

Lashing back at Rep. John) 
Taber (R., N. Y.), who had revived | 
his cynical charge that war bond | 
advertising was a form of excess 
profits tax evasion, Mr. Gamble 
pointed out that only a handful of 
those who helped the Treasury 
were in the excess profits brackets. 

“If we had had $100,000,000 for 
advertising, we could not have| 
bought the space we received free,” | 
he told the committee. “It was 
the support that this program got 
through its endorsement by every 
advertiser and theater in America 
which was more helpful than if 
the Treasury had spent double the 
amount.” 

According to Mr. Gamble, media | 
and advertisers contributed a total | 
of $422,470,000 to bonds during the | 
war: $241,138,000 in radio; $110,-| 
289,000 in daily and weekly news- | 
papers; $39,227,000 in magazines | 
and $31,814,000 in outdoor. 

* * * 

Irritated at real estate interests | 
that outbid groups of veterans | 
who wanted to buy six govern-| 
ment-owned housing developments 
here, Evalyn Walsh McLean, so- | 
cialite-owner of the Hope diamond, | 
sent echoes through both houses of | 
Congress with a full-page “open | 
letter” in Sunday editions of local | 
newspapers blasting “selfish in- 
terests and leeches who want to| 
suck the last penny out of the great 
victory our veterans have given 
us.” Mrs. McLean, whose efforts | 
to comfort and entertain service- 
men throughout the war were un- 
surpassed, asked “why are things | 
made so hard for our boys who a) 
year ago were heroes? We can give | 
billions to Europe, but we can’t | 
apparently take a chance on a few 
million to back our boys.” 

Hf ok oe 

Wartime prosperity that has kept | 
the Post Office out of the red has} 
disappeared now that the armed | 
forces are demobilizing. Savecenn 
have been down for the past five | 
months, beginning with a 6.5%) 
drop in September. Although the | 
department has not estimated the | 
probable deficit for the fiscal year | 
ending June 30, it has clipped} 
$52,000,000 from the $1,300,000,000 | 
total income it had expected. 


Housing groups appear to be| 
Supporting Wilson Wyatt's pro- | 
grom—with reservations. The Na- | 
oral Association of Home Build- | 
ers, while plugging for a priority | 
ior “conventional construction” 
over “prefabs” for materials and | 
manpower, is telling its members | 
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Photostat divisions 


'that it has lost only one Supreme 


grams in their promotion material 
and trade press advertising. “If 
they keep talking about public 
service,’ Judge Miller fears, “sta- 
tions will find themselves classi- 


One thing FTC likes to talk 
about, particularly when it is ask- 


ing Congress for money, is the fact 


gressional hearings on renewing en ee ee 


Pa., manufacturer of all types of 
signs. The company has estab- 
lished sales offices throughout the 
United States and abroad. 


price control, can the Bowles- 
Porter combination handle John L. 
Lewis in coal wage talks next 
month? 


IN WASHINGTON 


they buy it 


WHEN IT'S ADVERTISED 
IN THE STAR 


* The certainty that “they buy it when it’s adver- 
tised in THE STAR?” can greatly simplify your 


advertising and selling plans for Washington. 


It is a fact that has been used profitably by astute 


advertisers—both local and national—since 


before the turn of the century. And it stems 
from two prime elements of resultful advertising; 
superior coverage of the market, and sustained 


reader-confidence. 


THE STAR'S superior coverage of the market 
is easily apparent, because THE STAR is delivered 
to more homes in Washington and the trading area 
than any other newspaper—morning, evening, all 


day, or Sunday. 


And nearly a hundred years of forthright pub- 


lishing has won an abiding confidence of 
readers that extends to all columns of 


ost 
sete SCRE ee —— 
, ote 


well 


THE STAR and, thus, gives a 
tremendous sales-stimulus to all 

kinds of advertising 
in THE STAR. 
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540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E. DELAWARE PL. 
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xe 
A , 
ARD STUDIOS inc 
L ‘ Photography 540 N. MICHIGAN AVE. eS 


orone WHI. 5355 


CHICAGO ® J. E. LUTZ 


NEW YORK ® DAN A. CARROLL 


Plans to buy over half a billion dollars worth of 
durable goods have already been made by families 
of the Washington (D. C.) Market. On the list are: 
120,000 new cars, 53,000 washing machines, 41,000 
refrigerators. And more than double enough 
money is in the bank to pay for them! On deposit, 
Dec. 31, 1945, a billion and sixty million dollars in 
D. C. alone. 


ih 5 te 5 5 : ay! See hs So ie Aa ee: Bates ' tit a ea ie 6 hak 
‘ ig 4 } 7 cs : hay zs ae oo tan : me “Ere 5 nie ay eh malay i oa er ET eee ’ qi oa’. 4 rise. eee i oy F ‘ . % 3 eames 
fon Near Pry. : i 22a % Se so cae oe is ae ~ ag Uae Sat. ea. 
0, 1946 4 
S «! ee ; 
1e¢s / — . UATE fei EET = ‘a | i S 
gpg SS mee dood ee a PRS OT BR ss CE ee ze SES an RC RE “ 
es S his Week _ a 
= Stee 3 f ee p : : a an 
es A es ies pee aoe a 
ee S eae me gee pie Ms Bt gy eee 3 a ; “ 4 
Ge war #..4.~g— a pe ee = oaks a 
— th Wasmnqgqon G&G - 
ert ror oe Col hl 3 
x eS, 
thee 
. 
+s es, 
ca cd 
ie : 
i 
x ‘ “e FFT te a 
| EET 
A 
\ ‘ ‘ | 
\ i 
VA { 
5 A\\\\ 
\ \\ 
\\\ \\ : i 
W\\ 
WWAA\ j a 
\ \ } A 
\\ \ ‘a 
\ / ae £ 
\ i a 
vi saa 
RA ye 
\ \\ ee om 
\ \\ — y 
‘ ae a ¥ a 
vail : ee wee _— oe 
\\ ae, : oo ’ ae A q - a fi be an) 
\ s es s 2 ‘e = { cae 
\\\\ > — Speer NS, << =A pra: 
AY gs - = ee 7 @eaee : 
= ‘ee it; -—<i\¢ | 
ee a 4 Ca sae : 
wn ee 5 ued) 
\ Pe J eS 2 a 
, f s i Pal 
At : ae ot , 
 . Va oo? 
a =f . : ; 4 
\ ita rf y 
< : a ‘ § ¢ ZF, 
‘ Gi bi v ¥ : 
aA 4 Zz i a2 
- * . ge ae 
¥ . - ie , ae 
\ Ss i So q 
, : Coca TO . Se a 
Xx ee eet ay , ps 2, 
toot Or ee GO ar 5 ee o 
N too °°, yee Mey ee ee a 
SO 
{ mae Be. ee 
ews *** ie {aaa nto ae 
De RR 
ae & “ 7 ar i ee a. 
ae ‘ me wn <a eee: rot i € ‘dees ing 
hie a Dl eh ae ee iis ee ae 
eS ee eS a ae 
ieee ee i 
oO. fee Bo 
é oer Be oe ale : ss ae > ats 
am ga Bes ene: cue 
a ar go Fee ae ‘ 
ee id ca 4 ay ieee ; — 
me 4 _ S aaa eda 4 it . 
Yee ed Rese: ss Se ‘i foi ee i ( q a 
7 ee eee 7p Sn, a Sea 
, - ft ‘ i pene aH ae : i ie} 
, ’ 4 aire a: os ee is \ we) 
a ee ic ag 
Re eos ee "ee & in 
ogee ees” Ms 2B 7 
Sa 9.5 ap Rea: ' a 
a ee eae 4 i rh | ‘ees 
ney % See OOS sw pie re i ayy 
+ ; : d a : i ae 
: : ono P 
a a 
: i 
: ‘ 
4 a “ 
—~ ‘ 
” As Sa a % a . 
i - ape { om r a 
= + ve * é, 2 j 
“4 q + aga ( ta | en a ie pS 
7 SSK i ‘= on bey sr ‘ 
rT \. 23 ens me Wt, ee - 
BESS SY 5) ot K & Be tad fee kl -e- i oe 
“S 3 Ss at ee Bera. 
Ba aS Pe ‘ . no : . - 
—” SSG ie. er, eat s os. 
{ m SSS aaa OY TT niall 
| - 2 c oe 
eS Se Re Sak 
i ees Sec a Ks “a 
a , 
Pot = 3,.> . ’ ae ” “ ‘ Oem = ; [ bry ve . sgh “ : ? . ae F ae, P ‘ : : ‘ : f Bt s ‘ q : 


YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 


And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


Women know... 
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we give this seal to no one — 
the product that has it, earns it. 
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BES TEM AOE, 


The Creative Wane Corner 


Like a good many other people in ad- 
ertising this writer finally has had to 
-i\ve up any attempt to keep pace with 
the growing pile of magazines that comes 
the mail each week. 

We do, from 
time to time, look 
at the new ones 
t) see what they 
are like and we 
do, more or less 
regularly, glance 
through some of 
the old ones to 
see what they are 
up to. And this, 
we think, should 
satisfy our obli- 
gation to know 
what the editors 
are doing. 

When it comes to reading magazines 
we just about have time for The New 
Yorker which is clearly indispensable, 
and for Time and Life which are not— 
but to which we are fairly addicted. Time 
is a habit we picked up in school, along 
with cigarets. Life is very easy to read 
and it is usually exciting. 

Moreover, like the Post and McCall’s 
and the Journal, Life is an advertising 
showcase. 

There is one other magazine that we 
now intend to read, once a month—as a 
duty. It is called Sunset. It is a maga- 
zine of western living and its quarter- 
million circulation is almost all up and 
down the Pacific Coast. But there is a 
rare tonic in its columns that should be 
good for the souls of all advertising 
people everywhere. 

It is writing without the slightest 
affectation! 

“The real Western ranch house porch, 
whether it is attached to the most modest 
structure or a more extravagant hacienda, 
is never just an addition to the house. 
Sometimes it is a corridor, tying together 
a row of rooms; sometimes it serves as 
a dining room. Often it is used for 


You Ought toKnow. 


When he was appointed last April, 
Alfred Schindler, the dynamic, lucid 
Under Secretary of Commerce, was billed 
as the “super salesman” for Henry Wal- 
lace. As things are working out, he is 
more than a_= super 
salesman; he is more 
accurately a ‘“vice- 
president in charge of 
domestic operations.” 

Obviously Mr. Wal- 
lace develops general 
policies for the depart- 
ment. While he may 
spread himself to at- 
tend to the details of 
foreign trade and avia- 
tion, he appreciates the 
need for a man like Al 
Schindler, the spectacularly successful 
general sales manager of Ralston Purina, 
to interpret the detailed requirements of 
the business community. 

Schindler sees nothing remarkable in 
his association with the man who more 
than any other epitomizes the New Deal 
philosophy. ‘Most business men are closer 
to Henry Wallace than they realize,” he 
says. His hard hitting speeches, loaded 
W th dollar signs, demonstrate this when- 
e\er business or Congressional groups 
Wnt to listen. 

For 25 years Alfred Schindler kept his 

nose to the grindstone, building Ralston 
P rina sales from $200,000 to $200,000,- 
0) a year. With the war he turned to 
pi blic service. His most important job: 
civection of the Committee for Economic 
velopment in St. Louis, beginning in 
Vay, 1943. 
Schindler’s attachment to CED and 
nry Wallace can be traced back to a 
gle conviction: 60,000,000 jobs mean 
§| 000,000 customers; “full employment” 
Yeans “full cash registers.” 

Che Wallace-Schindler relationship be- 
%°n a quarter century ago, when the two 


Alfred Schindler 


sleeping, and always it can be used as 
a covered patio. More often, however, 
it becomes the most important area of 
the house, when the family uses it as an 
outdoor living room.” 

That is a typical lead paragraph. And 
here is another, under the headline, When 
space and money are limited you dare 
not skimp on planning: 

“Most people who try to work out their 
own house plans. are content to look 
upon a cOnvenient arrangement of rooms 
as the final answer. Actually, the plan- 
ning job is hardly under way at that 
time. To illustrate the complex nature 
of thorough planning, the interdependence 
of many factors, let’s follow the thinking 
of Architect Andrew F. Murray, Santa 
Monica, Cal., who planned this house, 
for his own family, with four factors in 
mind.” 

Even Epiphyllums are honest and un- 
derstandable: 

“Epiphyllums are the orchids of the 
cactus family. Originally there were but 
16 species, which grew wild in the jungles 
of Mexico, Central America and the 
northern part of South America. These 
species were epiphytic, and grew in de- 
cayed trees or in clumps of moss. Many 
of them were found side by side with 
true orchids, 

“These original species were white- 
flowered, and most of them were night- 
blooming. This has caused them to be 
called night-blooming cereus, although 
they are far removed from the cereus 
botanically. They are true cactus, despite 
the fact that they have few or no spines.” 

Personally, we live in a city apart- 
ment. We have no plans for a house, 
with or without a porch. And this is the 
first we ever heard of epiphyllums. 
Nevertheless, we read those three articles 
through (together with another on the 
art of cooking ... by men... for men) 
and we think we are going to write what- 
ever we have to write this week a little 
better because of the experience. 


e e Alfred Schindler 


men were on opposite sides of the counter. 
Schindler, the new salesman for Purina, 
found the young editor of Wallaces’ 
Farmer stubbornly advising his readers 
to grow their own feed. “It was one of 
the monumental sales jobs of my career,” 
Schindler says, “but I convinced the 
editor to take a different position—and 
sold Henry Wallace 100 bags of feed.” 

At 51, Schindler still has the ruddy 
complexion and short, solid frame de- 
veloped at Washington University, St. 
Louis, when he was a college champion in 
tennis, track and gymnastics. When he 
speaks, he gestures freely with both 
hands; well developed ideas flow freely, 
his points ram home. 

In the councils of government Schin- 
dler proudly proclaims that he has had 
“no small measure of success in the busi- 
ness world.” When he translates Henry 
Wallace into terms of net sales before 
a business group or a Congressional com- 
mittee, his words are that much more 
effective because they carry the authority 
of 25 years as a successful sales manager. 

Negotiating for a larger stake in the 
government program to help small busi- 
ness, he faced a Congressional stopper: 
“What do you, the graduate of a $200,- 
000,000-a-year business, know about the 
problems of the little fellow?” His quick- 
on-the-trigger answer: “That $200,000,- 
000 funneled through 5,000 distributors, 
average capitalization less than $10,000.” 

Those 5,000 distributors are Alfred 
Schindler’s proud achievement in the 
business world. When he invested in 
Purina 25 years ago and became midwest 
sales manager, there were just 72 out- 
lets in six big grain belts. His job was 
to convince farmers to use prepared 
feeds; then to make sure they were 
readily available when the farmers agreed 
to try them. 

It is legend how “Purina” was painted 
on every barn until it became the most 


‘of business. “I 


conspicuous feature of the rural scene. 
To make sure that this advertising did 
not go astray, Schindler was busy in- 
stalling the Purina line wherever he could 
find some one with the imagination to 
handle it. In all, it was handled by 19 
different types of businesses—lumber 
yards, feed stores, anywhere; hundreds 
of men were trained fresh from the farm 
and set up in business to handle the line. 
Eventually there were 1,500 dealers in 
the six grain states alone; 5,000 for the 
entire country. 

As a sales manager, Schindler found his 
distributors did best when he gave them 
“head.” His theory: encourage each One 
to do better than can reasonably be ex- 
pected and draw out and develop his 
innate ability. To enable each distribu- 
tor to make the most of his talents, 
Schindler was liberal with expert advice 
—the same sort of assistance he wants the 
Department of Commerce to extend to all 
business men who feel the need for 
specialized help. 

Those who make good, according to 
Alfred Schindler, are the business men 
who know how to go after the extra 10% 
—the 10% beyond the normal amount 
made my _= success,” 
Schindler says, “by doing 10% more 
business when conditions were good, and 
by keeping 10% above bottom when con- 
ditions were bad.” 

With this experience, Schindler asks, 
“Is it any wonder that I feel at home 
in the Department of Commerce as 
Henry Wallace plans it? If we can main- 
tain a high level of production and good 
wages, free enterprise will provide an 
‘extra 10%’ for everyone.” 

As Schindler sees it, the big problem 
ahead is to improve distribution tech- 
niques. We know how to produce things, 
he says. We have to find ways of getting 
more things into the hands of more peo- 
ple. One of the ways of insuring more 
efficiency in distribution, he believes, is 
to reduce the number of unsuccessful 
businesses. 

Preaching efficiency as an important 
approach to lower distribution costs, he 
boldly told the New York State Building 
Industry Employers that their industry 
ought to catch up with the times, and 
circumvent its high cost habits. In the 
same vein, he told the Advertising Club 
of New York that poor labeling results 
in disappointed customers; worse than 
that, it results in the waste of consumer 
dollars that could be stretched to account 
for more legitimate purchases. Over 2,000 
business men have written for copies of 


OTHER FEATURES . . 


that Advertising Club speech. 

The distributor, Schindler says, is gen- 
erally underestimated by the planners. 
Although the distributor accounts for 
close to two-thirds of the gross national 
product, most of the assistance has been 
going to the small manufacturer. Schin- 
dler learned about that with CED in St. 
Louis where he dealt with 2,700 manu- 
facturers and 15,000 distributors. 

At the moment Schindler’s chief as- 
signment is to convince Congress that 
it should follow along on the detailed 
plans for revitalizing the Department of 
Commerce. He argues pointedly: “The 
government spends hundreds of millions 
to regulate business; why begrudge the 
comparatively few dollars we are asking 
to help business?” 

The Wallace program, he says, is “self- 
service”—no coercion, no high pressure 
salesmanship. It will be there for those 
who want it—and, according to Schindler, 
progressive business men ought to want 
it. 

Stripped to essentials, the actual busi- 
ness aid program of the department 
would cost $12,000,000 compared with 
about $7,000,000 in the late war years. 
With that money, Commerce would offer, 
through field offices near everyOne’s home 
town, assistance comparable to the serv- 
ices provided to farmers by the Depart- 
ment of Agriculture. 

For the business men who want it, 
the reorganized department would pro- 
vide advice on managerial problems, and 
aid in research and technical matters; it 
would work with industry groups to elim- 
inate wasteful trade practices; more im- 
portant, it would serve as the business 
man’s advocate in the government. It 
would speak for him, and help him in his 
dealings with other government agencies. 

“It is no wonder that business men 
consider government a symbol of regi- 
mentation and control,” Schindler says. 
“When there is a regulatory job to be 
done, a special agency or commission is 
set up. When government finally agrees 
to do something for business, the assign- 
ment gets buried in the unit or section 
of a bedraggled division of a bureau of 
a fundless old line agency. 

“We have to dignify these services by 
performing them on a decent scale, and 
at a high level of quality. Unless we are 
willing to put a little imagination and 
effort into the job, we ought to stop pre- 
tending and admit outright that govern- 
ment is unwilling to put its resources 
behind the peacetime planning of busi- 
ness men,” 


the Pay as Off f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


PERSONALIZING DIRECT MAIL ENCLOSURES 


If you feel that 
a “change of pace” 
or a novel idea may 
snap up your direct 
mail follow - ups, 
here are four sug- 
gestions worthy of 
your consideration. 

Newsweek does a 
very intensive job 
of circularizing ad- 
vertising agency ex- 
ecutives and adver- 
tisers with market- 
ing data. With so 
many mailings going out, there would be 
a sameness if they didn’t employ a 
“change of pace” frequently. 

On one mailing, the personal business 
card of Malcolm Muir, president and 
publisher, was overprinted in blue ink 
with a message in facsimile handwriting 
and clipped to the mailing piece. This 
gave the mailing a personal touch and 
undoubtedly got attention. 

T. O. Morgan, general manager, Home 
Owners’ Catalogs, F. W. Dodge Corpora- 
tion, has worked out a very clever way 
to personalize their mailings. Their regu- 
lar processed letters carry a handwritten 
message in place of the usual typewriter 
fill-in. The same individual who wrote 
the message for reproduction also fills in 
the name of the prospect. In this way 
the handwriting always matches the mes- 
sage reproduced. It’s unusual, quick, and 
easy to produce in quantity. 

Frequently, you have wanted to em- 


phasize a special point in a letter. Under- 
scoring a word or printing the word in 
red, or the use of capital letters doesn’t 


always give the punch you want. Have 
you ever thought of using handwriting? 
Porter Wylie Jr., advertising manager, 
Today’s Woman, used this idea very ef- 
fectively in a letter, recently, announcing 
a new guarantee and rate adjustment. 
Victor J. Evans & Co., Washington, D. C., 
patent attorneys, personalize their cata- 
logs by lettering in the prospect’s name 
on the title page. The lettering is done 


with a ball pen. An experienced operator 
can do this work very rapidly. On the 
average patent case, the fees usually run 
from $200 to $300, so that the advertiser 


can afford to individualize his catalogs. 

It will pay you to check over the re- 
sults of your various mailings and if the 
results from one follow-up drops below 
normal, try personalizing the letter or 
one of the enclosures. 
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and “Representatives 
spaces per line; light 
Tuesday 


Could you 


Sh ena 


noon preceding publication date. 


Available,” 


body face 34 per line. Box numbers 


“Help Wanted,” 
50 cents a line, minimum charge $2. 


add two lines. 


THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: Positions Wanted,” 


Figure bold face 


Display advertisements take card rates. 


Advertising Age, February 25, 19 


POSITIONS WANTED — 


Ex-serviceman, four years expe 
ence radio production, scripts, co 
desires position in radio departm 
of established agency. Samples, : 
erences available. 

Box 7999, ADVERTISING AGE 


“Representatives Wanted,” 
heads 25 letters and 
Terms cash with order. Forms close 


handle this | 
BETTER job? 


© We want to add to our staff 
an able, experienced advertising 
salesman to represent this mag- 
azine in our eastern territory. 
Must have solid background in 
advertising sales work and must 
be known among eastern agen- 
cies. Salary plus commissions. 
Headquarters in Empire State 
building. 


ALL TYPES OF 


We 
New 


are 
Orleans 


the 


portunity 
man 
in copy and layout. 


out industrial copy 
were writing letters 
e ‘ e day 
Clover L. Perkins, advertis- | that sparkle and sell 


ing manager, will be in New 


MAGAZINE 


| ability 
}under excellent 


years old daily. 


HELP WANTED | 


ADVERTISING & PUBLISHING | 
POSITIONS | & 
Placement anywhere in the } 
United States 
GEORGE WILLIAMS—Personne! 
209 S. State St., Har, 


SUNNY NEW ORLEANS 
expanding down 
metropolis of the 
fast-growing New South—where op- 
is knocking for 
with top-drawer 


The copywriter we need can grind | 


“home to Mom.” 
He can rough layouts at top speed 
in and day out, w 


185 N. Wabash Ave., Chicago 


Young man with sales and layout | expefience. 
and capable of development | 
direction. 
| portunity for growth with this 
Important post-war | 


| Lower Michigan, Nort 
Northern Ohio 


advertising, 
money by 
for 
ing agency 
This new 


you can 


2063, Chicago contacting 


in sunny plan 


. represent us in 
the right E 


qualifications | creases your present i 


E. Ohio St., 


as though he| your reply 


ith fresh ideas 


perienced 


Agency Rerpre- 
sentatives Wanted 
| If you are engaged in any phase of | 


| 
| 
} 
old established Detroit advertis- | 
} 


HELP WANTED _ 


hern Indiana 
| 
| 


make extra 


new accounts 


in and around your city. | 
set up so you can 
retain your present connection and | 
your spare _ time. 
Profit sharing basis substantially in- 


neome. Write 


Box 8006, ADVERTISING AGE, 100 
Chieago 11, 
background and present connection. 
confidential. 


Sales Training Executive ‘Wanted 
Manufacturer nationally known ma- | 
jor household appliances seeks ex- 
merchandising 


Ill., giving | 


executive 


commission, 
| real producer 


Box 8005 , 
100 FE. Ohio St., 


Real op- | 


100 


weevetiona future for 
Give full details of | 


ADVERTISING AGE 
Chicago 11, 
WANTED 


Tl. 


: Siakers atiie i, yw 


analysis of the major operating 


groups; their buying practices; the 


channels of distribution and meth- — 
_ ods of selling to the Baking Industry. 


FR EE-new book, helpful to manu- 


facturers in planning distribution, sales 
and advertising to large combination 
baking companies, wholesale Bakers and 
retail Bakers. 


What the Study Covers 


1. Organization of the Baking In- 
dustry (wholesale, retail and 
house-to-house bakeries) ... how 
each type operates .. . channels 
of distribution to each. 


2. Thorough description in pic- 
ture and word of the operating de- 
tails of the major buying groups; 
a guide to those interested in the 
actual use of the ingredients, 
equipment and supplies involved. 


poco cc oe errno 


Market Study—“The Bakery Market 


Bakers Weekly, 45 West 45th Street, New York City 
Please send me, without obligation, my free copy of the Bakers Weekly 


3. Practical suggestions on how 
to sell the Bakery market — de- 
scriptions and charts of Bakers’ 
buying practices — supply house 
functions—methods of selling and 
advertising to the market. 

Copies of “The Bakery Market and 
How to Sell It’ available on request to 
manufecturers of ingredients, equip- 
ment and supplies used in the Baking 
Industry and to their advertising 
agencies. 


and How to Sell It.” 


Name 

Company Position 

Street 

City State Al 


THe ‘BUSINESS WAGAZINE OF THE BAKING |NDUSTRY 


A ° ° If that sounds like you, let us hear|to create and supervise production 
York to interview applicants | from you—by airmail. Give age, de-|of sales training material. Must 
Monday, Tuesday and Wednes- (tails of experience, education and aeve sereeienes wih, onane slide 
salary expected. H. L. PEACE - ms, tra als, > state 
day, February 25, Pa —" 27. LICATIONS, The South’s Fast-Grow- | experience, present connection, sal- 
or appointment phone nmn- /ing Business Paper Publishers, 344|ary_expected. ‘ : 
sylvania 6-6775. Camp Street, New Orleans, La. Box 8007, ADVERTISING AGE 
- - - 100 FE. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON | 
‘ | Advertising Space Salesman for. 
Popular Mechanics exes "> yas business magazine. Must be acquain- 
‘ Placements of all types with lead- ted with industrial 1 Ngee tebe ane 
ing organizations. agencies in middlewest. Salary and | 


__100 E. “Ohio St., Chicago 11, I11. 
EDITOR 

Experienced editor seeks better 
sition. Six years on good professi 
al magazine, nine more in advert 
ing and house organs. Finish 
Army service. 

Box 8017, ADVERTISING AGE 

100 E. E. Ohio St., Chicago 11, Ill. 


- MISCELLANEOUS _ 


- Catalogs—Catalogs—Catalogs 
For agencies or their clients. N 


HELP WANTED | 


Advertising and Sales Promotion 


an 
to work with head of company. At- 
tractive position to the person who 


can qualify. 
Box 8010, ADVERTISING AGE 


100 E. Ohio St., Chicago 4 ® Ill. 


ADVERTISING OPPORTUNITY 


One of the oldest and larg- 
est advertising organiza- 
tions in Wisconsin has an 
opening for a young man 
who knows retail store ad- 
vertising. Experience in 
producing newspaper adver- 
tising and ability to write | 


jobs off your hands, 
Box 7995, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il). 
Architectural Designer, 
free-lance. Impeccable 
Box 8014, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Ww 


organization of vets will take thise 


Draftsman, 
background, 


forceful headlines and copy. 


Splendid opportunity for 
young man with advertising 
initiative and imagination 
to handle advertising for 
outstanding concerns. All 
inquiries will be held in 
strict confidence. 


TYPE ARTIST 


sox 8009, ADVERTISING AGE WE NEED a man with compre- 
100 E. Ohio St., C hicago il, Ill. P 
-= = hensive knowledge and recog- 
| Editor Wanted —_ Rapidly growing 


nition of type and type faces; 
ability to create unusual, artis- 
tic, and sensible type layouts; 
ability to scale and mark up 
copy for compositor. Large, 


| trade paper in automotive field needs 
fully experienced editor for unusual 
opening. Require broad background 
in editing, feature and news writ- 
|ing, layout and production as well 
as originality in planning book. Lo- 
cation in New.York City. Salary 
about $5,000 to start with greater 


eat LAYOUT and LETTERING | future possibilities, . ye : 
plans already ge hs 4 R.. laee YOUT ANTIST 5 | Box 8018, ADVERTISING AGE growing mail-order and retail 
once, experience, references, salary a % 4 _| 3: r 49 S : ‘ ‘ : 2 
Walter Lowen || :isscecie eistee seein as |fasabecciats trig? Picante ts | || business, with definite perme 
ville Daily Gazette, anesville, Wis. |". . eg escent 4 EF, ‘ ISEN’ " a 
Siete Cnemmene | gqgmall, aulet, covnship &, short dis, | REPRESENTATIVES AVAILABLE || nent future for this job. 
PLACEMENT AGENCY EXPERIENCED LAYOUT ARTIST icities, has an exceptional opening N. Y. SPACE SALESMAN 
~ 'Capable of creating visuals andj|for a top-flight man who can pro-|15 years with largest newspaper | SPIEGEL, INC. 
Established 1920 as headquarters for making finished comprehensives.|duce inspired layouts and finished|chain and leading business gy 
ADVERTISING PERSONNEL Work will include industrial illus- | lettering. Le ak Tareas | (Mr. Frank E. Swanberg) 
tration, figur (no fashion), post- | > é ersey | 
; ors. ‘Applicant must be veraniiia ‘and |This artist must have a thorough | areas. 38 now and only interested in 1061 Ww. 35th Street 
Office -:- Creative -:- Executive |fast. 40-hour week. Good working eee tte - pOEreDey ead “— job ; Ww ee ag Amamec  e Ch 9 mT 
nditions and an excellent oppor-| mechanics 0 1e profession ne | commensurate ith my ability. | i inoi 
tederete Tees cates Ue ae | tunity for advancement ina rapidly must be an organization man, rather | Present income $9,000. Cage 7, nots 
time oad as shared by the employer. |growing agency in Houston—j|than an individualist, and have the| Box 8004, ADVERTISING AGE, 
ties ’ ° , | Southwest's largest industrial city.| desire to satisfy his ambitions mid | 300 W. 42nd St., New York 18, N. Y. 
i | Write giving full details of last 4-6 | peaceful, yet progressive surround- a aageenes 
420 Lexington Avenue |years employment, state salary de-| ings. POSITIONS WANTED 
New York 17, N. Y. |sired and furnish samples, , which i 4 : . PRODUCTION MANAGER 
x | will be carefully handleé and/| Please enclose one or two proots co a ess . 
i oe | promptly returned, mana soe i De tee a TTaING lame | duction’ manager vy po Raed gy Fa WANTED — MAN WHO 
Box 7990, ADVERTISING ¥ Ox As a “4 ay |tiser or publisher Colle or F 
7 - 4 : “hics s , ge educa- | 
| {00'H. Ohio St Chicago 11, Ill 100 E. Ohio St., Chicago 11, 1. | (eee OE eee eee educa. | KNOWS HIS GROCERS 


| iar with both offset and letter eeree. 


Box 8012, ADVERTISING AGE Large manufacturer supplying indus- 
100 E. Ohio St.. Chicago 11, Ill. trial customers now preparing to sup- 


ply trademarked items to grocery 
trade, needs at once man who has 
had experience contacting wholesale, 
retail and chain grocers. He should 
also have had experience mapping 
trading areas, laying out salesmen's 
territories, and in gathering and con- 
densing product statistics and ap- 
plying them to sales forecasts and 
promotional plans. Must have cheer- 
ful personality and diplomacy neces- 
sary to lead and direct salesmen. Fine 
opportunity to grow up with a new 
department. Replies will be held in 


Seeks Greater Opportunity 
I am seeking a rare opportunity 
with a manufacturer or advertising | 
agency where an unusual back- | 
ground of Advertising, Sales Promo- 
tion, and Sales Management experi- | 
ence (covers every phase of national 
marketing and merchandising) will 
pay real dividends for my employer | 
and myself. Specializing in the pro- | 
motion of new ideas, new services | 
and quality products I have recorded 


| 
25 Years | Experience | 


many notable achievements thru H 

hundreds of carefully planned sell- | SS —— — 
| ing campaigns in the food, beverage, xcept with consent of applicant 
petroleum, container and _ building | State + ey detail “¢ lary 
material fields. Only three jobs in| ae a in 7. ape 
| twenty- -five years. First as adver- | ye j a —, 
tising manager administrating bud- | =, om 

gets in excess of a million dollars | 

|annuallly. Second, as director of | BOX 6416, ADVERTISING AGE 

| Sales | development : with sales vol- 330 W. 42nd St., New York 18, N. Y. 
| ume in excess of 150 million dollars 


yearly. Finally, as director of sales | 
|for a specialty company expanding | 
|} nation wide. Present earnings | 
| $17,000. Will consider any real op- 
portunity especially one with an in- | niet $§s SON 
Peni basis or which warrants an | WOELTZ-ROBINSON 


investment in the business. A | ASSOCIATES 


unique autobiography which con- || we handle big or little jobs. 
tains convincing evidence of my ca- | 


Ad- 
vertising copy, editing, house or- 


aisititien i haged- fs : ‘poe 

peer par pe Bg sent gladly to in || sans, publicity, catalogues, 

Box 8008, ADVERTISING AGE |] Speeches, condensation, . original 

100 E. Ohio St.. Chieago 11, Il. || direct writing. iIxperts on tap 
| 


for bright ideas, 
new copy slants, 
verve, sales ability contact us 
154 W. Oak St., Chicago 10. DELa 
ware S9S3 or DELaware 
|| telephone or mail, 

Age | 


ADVERTISING MGR. or ASST. 

| Have seven years’ exp. plus college | 
|degree in business administration 
Ea lifetime family background in 


advertising. Know all phases of ad- | 
vertising with emphasis on direct 


‘] 


quick service, 
For originality, 


t 


2554 b» 


mail campaigns and production. 
33, married. 


Ex-Navy Lt. 
Box 8013, 


ADVERTISING 


AGE 
| 


100 E. Ohio St., Chicago 11, Ill. 


| Part Time Advertising, Business or 


| ACCOUNT EXECUTIVE 


| ¢ irculation Manager available for Progressive medium size New York advertisin« 
business publication or manufac- agency, centrally located, with list of hi 

| turer in Chicago. My 25 years pub- grade accounts desires to expand. Al reput:- 
lishing and advertising experience || tion, complete recognition, genial associat 
covers many fields. Present account Will take on a man of real ability who co 


produce immediate billing. 
Unusually attractive terms to the right par 
Reply in strict confidence. 
a l4, ASVeRtTmne ace 
330 W. 42nd Street, N York 18, N. Y 


with meeesine 

instiution. 
Box 8011, 
100 FT 


and book publishing 
Salary reasonable. 
ADVERTISING AGE, 

=. Ohio St., Chicago 11, 111. 


ADV. MANAGER OR ASS’T. 
Chicago 4-A agency man, experi- 
enced in industrial advertising, | 
anxious to plan, write, design and Wanted 
produce direct advertising and sales 
promotional pieces that sell your SPACE SALESMAN 
|} product. Thorough background in For import - export trade publicati 
all fields of the graphic arts, in- Drawing against commission. Interest 
cluding typography, engraving, all opportunity for men with experience < 
types of printing, binding. Experi- drive. Men _ Sc record preferr: 
enced in purchasing and knows Send parently 
comparative costs f advertising BOX 6417, ADVERTISING AGE 
prod. Coll. grad. Will leave city. 330 W. 42nd Street, New York 18, N 

Box 8019, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, TIl. 

PUBLIC RELATIONS 

Desire position as public relations e ART DIRECTION 
director or assistant for progressive | Versatile Art Director desires 
organization. Fifteen years experi-| 2 agency or publication connection 
ence in agency advertising, publi- =€ in Chicago or 150 mile radius 
cation copy and layout, sales pro- 18 years experience in all phases 
motion, free-lance direct mail, and °o art and production. Box 64/8, 
house organ editing. University| © Advertising Age, 100 E. Ohio St., 
graduate, age 41, married, on ter- Chicago || Illinois. 
minal leave after five years in army. og ‘ 

30x 8016, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, T1] LETTERING TYPO 


HSnagd wiv 


Nati 
ture 
Dry 
“pri 
duct 
“are 
rate 
Nov 
abov 
nati 
1% 

1939 
mill: 
mill 


' 
a 


a 1 
— | (CU! es: § 
Soe 
. ) | \. ‘ I 
4 | | —————— A 
or. 
ae a | 
pi P|] 
| | ( 
ee 
: = | ra min 
Ls | 8 in: 
: pe Am 
T_T ——CCCiz five 
—eEOoO n¢ 
. — 
ure. 
mid 
. | ee ee duct 
fron 
dem 
x war 
a . 
: man 
prof 
| com 
war, 
} So 4 
4 ; mn a rem rn stea 
| *- 
| ) << S———T[VT'v—"VvuV'—'"[—''w™ '' risin 
it di 
a 
ase 
- AOS NEW STUDY : 
a! eee no a. ee oe ee | \ 
: ae * fs Be Sg 
: ; EY : | - 
os Mie : — ’ { tl 
on aac 
| “ll Me “se ie 
ee : | 
4 , sie : 
- ee —— ! 
= =n pe , ; 
40, sie i 
wee 
ae =~ t 
oad | | 
aiaiieil 
7 | 
* 7 
a { 
_ i i” ol 
rr | 
tT 
ae * = | 
. 
| 
whe Eee { 
; | 
| 
: = 
: | -h' vy 
| : 
‘ RE PET ile . i ea 
® BARKERS, ))®e 4 
; ss l/ Sits 1 ou 
. ; —_ 
~~ = = \F. Ly 4 a 


», 1916 


expe -j. 
By CO! y, 
rtm: it 
es, 1 


AGE 
ei 


ter 
fessi 
ivertis 
nish 


AGE 
Til. 


logs 
SB New 
@ these 


AGE 
Ae 


iftsman, 
ground, 


retail 
perma- 


NHO 
>ERS 


| indus- 
to sup- 
grocery 
who has 
nolesale, 
» should 
napping 
lesmen's 
ind con- 
ind ap- 
sts and 
e cheer- 
y neces- 
en. Fine 
} a new 
held in 
mployers 
ontacted 
pplicant. 
id salary 
nows of 


AGE 
8, N. Y. 


————$<—<—_—_-- 
—————<$—$———_—- 
DN 


jobs. Ad- 
house Or- 
logues, 

original 
s on tap 
service, 
iginality, 
act us at 
10. DELa- 
» 2554 b» 


UTIVE. 


— 
= 
D 
oe 
° 
4 
i- a 


® 
= 
< 


L 


AAN 


publicati 
Interest 
perience ¢ 
d preferr: 


G AGE 
rk 18, N 


1 | 


1ON 

r desires 
onnection 
e radius. 
Il phases 
»x 6418, 
Ohio St., 


HSnua UlV 


(PO 


\dvertising Age, February 25, 


Price Control | 


Mids Production, — 


Dotter Tells AMA 


| 

New York, Feb. 20.—Zenas L. | 
Potter, special assistant to the ad- 
ministrator of OPA, today offered 
the New York chapter of the 
American Marketing Association 
five reasons why price control is | 
not hampering production: 

“1. There is no production fail- 
ure. On the contrary we are in the 
midst of one of the greatest pro- 
duction achievements of all time. 

“2. Goods shortages arise not 
from production failures, but from 
demand far exceeding that of pre- 
war. 

“3. A far larger proportion of 
manufacturers is able to operate 
profitably today” than under “free 
competitive pricing before the 
war. 

“4. Runaway prices harm, while 
steady prices aid production. 

“5. The production incentive of 
rising prices after World War I 
_,. didn’t give us production, but 
it did give us inflation.” 


Hits Association Claims 


The claims—specifically of the | 
National Association of Manufac- | 
turers and the National Retail | 
Dry Goods Association — that | 
“price control is hampering pro- | 
duction,” Mr. Potter emphasized | 
“are based on misinformation. The | 
rate of industrial production in| 
November, 1945, reached a level | 
above that of any year when the 
nation was not actively at war— 
1% above 1941 and 51% above 
1939.” In December 1945, 51.4 
million persons were at work—2 | 
million more than in 1941 and 6.5 


= oe a oe oe oe —— ee 


Hire a Veteran 
With a Future 
in Advertising 


* 


COPY or Ad Mor. [indus- 
trial). Broad technical ad- 
vertising, sales promotion, 
book publishing experience 
in steel, diesels, electron- 
ics. 


Chicago $6000 
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| SALES MGR. or administra- 
y tion. AAF Lt. Col. Exten- 
sive market analysis, adver- 
, — tising, sales management 
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JH-226 


exp. 3 yrs. export over- 
seas. 


Chicago $5500 


MEDIA SALES. Journalism 
grad. U. of Ill. | yr. whole- 
sale exp. 4 yrs. tanks offi- 
cer European. Wants 
chance to show sales abil- 
ity. 

Chicago $2000 JH-228 

SALES CORRESP. Exp. cas- 
ualty insurance, some 
copy, news work. Desires 
develop into copy, house 
organ or publicity work. 


Chicago $2500 
& 


Write or Phone 
JOB HUNTER today! 


A Free Service of 


JH-227 


JH-229 


Advertising Age 


100 E. OHIO ST., CHICAGO 11, ILL. 


ee | 


1946 


million more than in 1939. 

“The high level of production 
reached in November, 1945, was 
achieved before reconversion was 
completed and with small vol- 
ume,” for example, on many types 
of household appliances. “Manu- 
facturers of such goods predicted, 
before the current wave of labor 
troubles, that by June, 1948, their 
rate of output would exceed that 
of 1939 by 200%. Attainment of 
that goal may be delayed: that it 
will be attained in 1946 no one 
questions.” 


Cites Income Gains 


Shortages of some goods, Mr. 
Potter explained, are due in part 
to the fact that for the last six 
months of 1945 the public’s spend- 
able income was at the rate of 
132 billion dollars a year—-31% 


more than in 1941 and 95% more 
than in 1939. “In addition the 
public had available for spending 
145 billions of dollars of wartime 
savings. This is equal to twice the 
public’s spendable income in our 
most prosperous prewar year. 

“To expect the nation a few 
months after V-J Day to meet the 
demands of such enlarged buying 
power and to wipe out war accu- 
mulated shortages is to lack real- 
ism.” 


‘Most Manufacturers Busy’ 


While admitting that “in lim- 
ited areas and for limited periods 
OPA has placed production diffi- 
culties in the way of certain com- 
panies producing certain types of 
goods,” he pointed out that “‘most 
of the 180,000 manufacturing 
firms in the nation are busy and 


productive. Insofar as possible we 
seek to keep every possible manu- 
facturer in business. Due to this 
policy, and the vast buying power 
of the public, business failures 
have dropped to an all-time low.” 


Ditzler Advances Kress 


E. Dudley Kress, who joined the 
sales organization in 1931, has been 
appointed assistant sales man- 
ager of the Ditzler Color division 
of Pittsburgh Plate Glass Com- 
pany, Detroit. 


Kerr Elected V.P. 


A. J. Kerr, formerly general 
sales manager, has been elected 
vice-president of sales of Rock- 
well Mfg. Company, Pittsburgh, 
and will coordinate the marketing 
activities of the company’s various 
subsidiaries and divisions. 


61 


Boscul Tea Moves 


William S. Scull Company, Cam- 
den, N. J., has moved advertising 
for Boscul tea from Compton Ad- 
vertising, New York, to the M. H. 
Hackett Company, New York. The 
company has signed a 52-week 
contract, beginning April 7, for “A 
Present from Hollywood,” to be 
broadcast Sunday afternoons, 2- 
2:15 p.m., EST, over the American 
Broadcasting Company network. 
Prizes will be awarded weekly for 
the best letter telling in 50 words 
why the entry likes Boscul tea. 
Program will feature the “Three 
Suns,” with Artie Dunn on the 
Hammond organ and vocalizing. 


Nicholson Names Neal 


Edmund A. Neal has been ap- 
pointed sales promotion manager 
of Nicholson File Company, Provi- 
dence, R. I. ' 


You can’t miss!... not when independent 
surveys show results like these: 


84% endorse motion pictures as a medium for national advertisers. 
78% report substantial sales increases for themselves. (From an 
independent survey of retail druggists) 


After using motion pictures, consumer sales jump 33% ! Nearest 
competitors’ (using other media) sales rise averages 2.4%. (From an 
independent survey for a national magazine) 


32% of local dealers report sales rises due to motion picture advertising. 
85.4% report favorably on movies as a medium for manufacturer. 
(From an independent survey of a national oil company’s retail outlets) 


86% recommend motion picture advertising for cooperative dealer- 
manufacturer campaigns. 75% report excellent sales results for 
themselves. (From an independent survey of automotive dealers) 


84.7% of those questioned remembered the film. 68.8% identified the product. 
82.5% liked the advertising method. (From an independent survey of public 
reaction to a national food and drug company’s motion picture advertising) 


333 North Michigan Avenue 
Chicago 1, Illinois 


United-MPA gives you professional production . . 
plete service that includes the competitive advantages of 
distribution and merchandising; 


That’s the kind of know-how that spells sales . 


% 
gaaee 


... These figures are taken from a few of the documented 
independent surveys now in United-MPA files. We'd like 
to go over the complete data with you. Just call United- 
MPA, remember: 


. a COM- 


United-MPA can screen your films in up to 11,000 theatres 
for national, sectional, or local “test” coverage... when and 
where you want it; 
only United-MPA is backed by go years of experience .. . 
planning, producing and placing spot movics throughout 


the U.S. 


.. every time. 


Call United-MPA and learn how this tested and proven 
technique can work for you. 
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UNITED FILM SERVICE, INC. MOTION PICTURE ADVERTISING 
SERVICE CO., INC. 


70 East 45th Street, New York 17, N. Y. 
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Labor News Articles 


‘Most Interesting’ 


To the Editor: Your news 


This department is a reader’s forum. Letters are welcome. 


ments. 

The reporter was just a little too 
mild in mentioning the “shake- 
down” methods of some publica- 


fore giving us permission to re- 
print Mr. Biderman’s fine story 
from your Feb. 18 issue. 

E. A. Moore, 


location. The trip itself will take 
an estimated 90 hours. The moon 
will be the property of the Tandy 
Advertising Agency, (cf. Par. 2, 
sec. 15, Interplanetary Law by B. 
Rogers). 

Name registration will be the 
primary function of thig type of 
advertising. The product name 
will be laid out in lampblack on 
the moon’s surface. Space will be 


Advertising Age, February 25, 19 § 


ning Committee hired the natic )- 
ally known engineering firm >f 
Day & Zimmerman, Inc., of Phi :- 
delphia. Their study took... a 
year to complete, but by the ti: e 
it was over . . . San Diego’s pr: ;- 
pective postwar job seekers hid 
the answers to a good many »#f 
the questions that had confron‘ od 
that worried, foresighted group of 
men who had organized the Po t- 


articles on labor union subjects|tions claiming to represent unions.| Manager, The Signalman’s sold on the moon for full, first and| war Planning Committee. 

are the most interesting in the|There are still too many of these} Journal, Chicago. last quarters, with flare-lighted| “What the surveyors did was to 
country. They are the only ones|even if the number might not be 2 ¢ spot announcements for the new|map and catalogue San Dieg)'s 
I see anywhere which are not|more than a half dozen in the Tandy Off on Lunar moon period. assets and liabilities, to assess 
angled at least a degree or two/country. They are not legitimate Flight: $ f Sal Our research department will|each of them in terms of how 
either for or against unions. With| labor organs and are tricky enough ght space ior sale keep tab on the number of people| many postwar jobs they could pro- 


one foot in advertising work and 
the other in railroad union ac- 
tivity, my interests lead me into 
many different kinds of publica- 
tions, and your style of reporting 
impresses me as the most reliable 
of all. 

Your survey of union advertis- 
ing in the Feb. 18 issue is valuable 
to unions and advertisers alike. 
The criticism of the unions’ han- 
dling of circulation figures is 
sound, and more discussion of this 
may help to bring about improve- 


to solicit business from manufac- 
turers and merchants who want to 
encourage unions and also those 
who think they are contributing 
something against unions. A few 
big names in advertising appear in 
these publications. For some 
strange reason, undertakers, lum- 
ber yards, and power and light 
companies are good customers of 
those papers. 

A copy of our publication is be- 
ing sent to you under separate 
cover. You may want to see it be- 


To the Editor: In connection 
with the recent radar contact with 
the moon, advertisers may be in- 
terested in the announcement that 
the Tandy Advertising Agency (of 
Canada) has just completed 
arrangements for a lunar branch 
office. 

Several large firms have con- 
sented to help finance the project 
which will involve building a 75- 
ton jet plane for the purpose of 
transportation, and a hermetically 
sealed, insulated office building on 


looking at the moon. Higher space 
rates will be charged in the 
springtime. 

As soon as the lampblack short- 
age lets up, we will be in a posi- 
tion to accept lunar advertising. 
Until that time, we will be glad to 
forward any further information 
on the employment of this new 
medium. 

J. STRAITOR, 

Tandy Advertising Agency 

Ltd., Toronto. 


duce, and to make recommenc¢a- 
tions to enhance the assets and 
to remove, if ‘possible, the liabili- 
ties.” 

May I further suggest that it is 
through the application of the 
principle of evaluative considera- 
tion of facts that practical an- 
swers appear most likely for the 
many other “worried, foresighted 
groups of men” with community 
postwar problems. 

H. J. VOGLER, 

Day & Zimmerman, Inc., Phil- 


ed > 
‘Planning Pays Profits,’ rem 
San Diego Study Shows (Generous Offer 


To the Editor: In connection 


To the Editor: The enclosed 


: ys <+° in 
— the editorial recognition you| «arg, which is apparently a serious er 
ave recently given to community | niece of direct mail promotion, has [J dow 
postwar planning, may I suggest|,n amusing twist we think was not Y 
that you may find interest and| intentional on the part of the ad- Mf styl 
~ ~ some news value in the activities | Vortiser vho 
‘- of the California State Reconstruc-| ‘The typewritten card reads: ’ Bi 
7 Ki tion and Reemployment Commis-| «pear Mrs. Green: pata 
nery Cap sion at Sacramento. “We have just received a ship- J clos 
is ail During the past 18 months they | ment of seat covers and would ap- Con: 
a have issued several booklets that preciate your stopping in. wou 
pee: point up the results of specific pro-|" «we giso have a stock of muf- ns 
Bs grams in several locations through-| gor, and tail pipes. We shall be 
— out that state. In the event that|,1.q to inspect yours and see if 
ag these pamphlets have not already they need replacing 
zs reached you, it is my understand- King’s Tire & Service Co.” He 
= ing that they are available upon Would you mind returning the r 
: request to Alexander R. Heron, | 4.49 | 
Director of Reconstruction and Re- j CLARENCE F. BAKER, — 
employment, at Sacramento. —= | advertising Department, Pills- Mer 
As part of the very constructive bury Mills, Inc Clinton. Ia C 
program that has been pursued ‘ - onl wt 
in California, may I point with sia Sid _ 
pardonable pride to the recogni-| But, First te 
tion that has been accorded us for! ‘To the Editor: Say, help me get - 
our study and report for the Post-|4 society started, will you? | bot! 
war Planning Committee of the|;now there are plenty of them in cops 
Chamber of Commerce of San / existence, but I am sure you will 9 wh: 
Diego. In this connection, I quote} concur in this one. adv 
from the brochure entitled “Plan-| Frankly, I am antagonized every pon 


ning Pays Profits—The Story of 


time I hear a radi ounce 
San Diego,” that was issued in a wolagpesse Tr g0 The 


into his introduction and wind up 13 t 
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SBLAMHRETIMG TLE EMOTS SECTOR WITHOUT BUPLICATION 


MOLINE DISPATCHs | « 
ROCK ISLAND ARGUS 
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tag 


WWL 


NEW ORLEANS 


shouts its shows 


on Billboards 


The Greatest Selling Power 


DEPARTMENT OF LOYOLA UNIVERS! 


in the South's Greatest City 


50,000 WATTS—CLEAR CHANNEL—CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


r 
NYU 


mid-1945 by the state commission: |py saying: “But, first”—as he en 

“Question Number Two was: | jeads into radio commercials. odd: 
How shall we find jobs for these; Therefore, let’s get together ano’ 
people? To answer that ‘sixty-|some of the radio script writers new 
four dollar’ one, the Postwar Plan-' and see if we can’t get a gang to- 
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sether to eliminate the “But, first” 
~. jeads into radio commercials. 
FREDERICK O. SCHUBERT, 
People and Places, Chicago. 
= +: 9 
Submits Another 
Typographic Scramble 
ro the Editor: In the “Ad-lib- 
bing” column of the Feb. 11 issue 
of the ADVERTISING AGE, our atten- 
tion is called to an ad of the 
American Type Founders, appear- 


Pw constable 


on varricat seston co worsted gadardines 


it’s the talk of the town..owr aew american suit colors 


ing previously, in which “the sig- 
nature and headline run up and 
down the page.” 

You state your dislike of this 
style of layout—and I agree, 
wholeheartedly. 

But if you think that ad was 
puzzling, take a look at the en- 
closed clipping from an Arnold 
Constable series, and judge for 
yourself, 

GErEorGE B. CHANDLESS JR., 
Bloomfield, N. J. 


. “3 


Heads-Up Business! 


To the Editor: It was extremely 
interesting to note the two ads in 
the February issue of Electrical 
Merchandising, run by Sessions 
Clocks on Page 83 and Easy Wash- 
ers on Page 123, both with a 
“Head in the Clouds” headline and 


illustration. 


I'll bet my bottom dollar that 
both agencies figured they had a 
copy idea that was absolutely new. 
What are the odds on two such 
advertisements appearing simul- 
taneously in the same publication? 


They must be greater than holding 
13 trumps in bridge, and if my in- 
vestigation means anything those 
odds are terrific! I think this is 
another proof that there is nothing 
new under the sun. 

And I might add that the ad- 
vertising profession may have its 
faults, but no one can say it isn’t a 
“heads up” business! 

JOHN H. REap, 

Advertising - Sales Promotion 

Manager, Williams Oil-O- 

Matic Division, Eureka Wil- 

liams Corporation, Blooming- 


ager can scratch us off his list. 
From the comments of those 
who have returned to us, I believe 
that your Highlight Edition aided 
considerably in readjusting their 
thoughts from things military to 
me job at hand. 
EverRETT W. Hoyr, 
President, Charles W. Hoyt 
Company, New York. 

= es 


Seeks Reprint 


To the Editor: We respectfully 
request permission to reprint ex- 
cerpts from “Army KP Vets Solve 
Manpower Problem for B/G” 
which appeared on Page 32 of the 
Jan. 14 ApveRTIsING AcE. The re- 
print, if approved, will appear in 
the initial issue of Restaurant Di- 
gest magazine scheduled for March 
or April. 

Aim of Restaurant Digest is to 


feeding field. 
JAMES P. BUHAI, 
Restaurant Digest, Chicago. 


Churches Get Story 


sible for us to reproduce the edi- 
torial in your issue of Dec. 3, 1945, 
entitled “Moral Resurgence Need- 
ed’”’? 

This would be used in mailing 
| to the churches of Chicago. 

ANN BARNOSKI, 

Promotion Department, Chi- 
cago Sun. 


 F F 


Likes Treatment of 


Road Ban Story 
To the Editor: After years of 
reading in the public press Sena- 


To the Editor: Would it be pos- | 


present a monthly summary of the | tor Desmond’s own news releases 
best written and spoken material | about highway advertising, I want 
in the restaurant and quantity|to write and tell you how nice 
| it was to read the article in your 
| Jan. 28 issue. 


ODELL S. HATHAWAY, 
President, Outdoor Advertis- 
ing Association of New York, 
Middletown, N. Y. 


Rawls to ABC Video 


Richard B. Rawls, former man- 
ager of studio operations for CBS, 
has been named manager of tele- 
vision operations for the Ameri- 
can Broadcasting Company under 
the supervision of Paul Mowrey, 
manager of the video division. 


‘N. Y. Times’ to Sawyer 
Sawyer-Ferguson-Walker Com- 

pany has been appointed to repre- 

sent the New York Times on the 


Suggests Standard 


Page for Catalogs 


A four-page printed folder, pre- 
senting complete details of dimen- 
sional and typographical layout 
for a “suggested standard page” 
to provide uniformity and practical 


‘| workability in catalogs used by 


electrical wholesalers’ salesmen, 
has just been released by the Na- 
| tional Electrical Wholesalers Asso- 
ciation, New York. 

A promotional folder to be pub- 
lished later this year will deal 
with the proper organization of 
material in salesmen’s catalogs. 


Butler Leaves ‘Norte’ 


G. Vincent Butler has resigned, 
effective March 8, as sales promo- 
tion manager and assistant east- 
ern advertising manager of Norte, 
Spanish-language magazine cover- 
ing Latin America. 


a 


coke 


“of the news . 


reliable reporter ‘ 
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AMONG SUCCESSFUL BUSINESS WOMEN, thorough and accurate 


stimulating. I 


papers.” 


Celanese Plastics 


“TI get a lot of 
enjoyment out 
of The New 
York Sun’s edi- 
torial page and 
find it always 


best of all New York news- 


HARRIET E. RAYMOND 
Advertising Manager 


coverage of trends in fashions, food-planning, and household as well as 

economic problems is among the primary considerations in selecting 

daily newspaper fare. These alert executives, whose interests are neces- 

sarily highly diversified, choose The Sun, a further confirmation of the 

findings of the L. M. Clark organization's independent research which 
rates it one of America's best read metropolitan dailies." 


consider it the 


Sokolsky’s 
Corp. 


without bias . ‘ 


Sty ae 


» have to read 


whenever I can go through a 
paper that is as easy to read 
as The Sun. I am always in- 
terested in reading George 


reading Ward Morehouse and 


Pacific Coast, effective April 1. 


“Every day I 


‘tons’ of mate- 
rial for our 
broadcasts, so I 
am very pleased 


articles. I enjoy 


FAMOUS 


GEORGE E. SOKOLSKY 


One of the nation's 
most astute analysts of 
political and economic 
problems commands a 
huge following with his 
column "These Days.’ 


GAULT MacGOWAN 


War veteran, Sun war 
correspondent, author, 
explorer, world traveller, 
now reports the Euro- 
pean political and eco- 


ton, Ill. 
vvry 


Highlight ‘AA’ Helped 
Staff, Hoyt Declares 


To the Editor: For many months 
Our employes serving with the 
armed forces received your cour- 
tesy copies of the ADVERTISING AGE 
Hizhlight Edition at their various 
stations within this country and 
overseas. In our letters from this 
group of men and women we read 
meny paragraphs on their appre- 

ion of being kept regularly in- 
med of the events in the ad- 
ve tising industry. In our own 
he vs letters to our people in the 
sevice throughout the war we 
at'empted to brief the events of 

business as a whole as well as 
‘1 se of our own. Having your 
i hlight Edition to enclose made 
ou ~job simple. 

lowever, now that 75% of our 
&n oloyes in the service have re- 
‘tuned to us and most of those 
'@ iaining are on their way back, 
yor courtesy copies of the High- 
ig it Edition have served their 
Du pose and your circulation man- 


“From the view- 
point of an ad- 
vertiser of mer- 
chandise for 
women, The 
Sun’s attractive 
make-up gives my advertis- 
ing the perfect frame for its 
illustrated message. The Sun 
is a newspaper in the literal 
sense —a reliable reporter of 
the news — without bias. Its 
editorials are of great reading 
interest; its articles on food 
unique, better than in any 
other newspaper or maga- 
zine.” 

MARY LEWIS, President 


Mary Lewis, Inc. 


Che suites Sun 


Represented in Chicago, Detroit, 


San Francisco and Los Angeles by 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 


follow his judgment in choos- 
ing a play.” 
HELEN J. SIOUSSAT 


Director, Radio Talks Dept. 
Columbia Broadcasting System, Inc. 


“T look forward 
each evening to 
reading The Sun 
because of its 
interesting and 
concise presen- GE 
tation of the news. The wom- 
en’s and fashion pages give 


ity 


and food news. Through 
them, as well as their high 
type of advertising, they serve 
the reader’s personal needs.” 


GRACE EDEN, Director 
John Robert Powers Home Course 


VIRGINIA FORBES 
Restaurant-wise column- 
ist of Cafe Life in New 
York,’ also directs The 
Sun's famed ‘Where to 


Magazine writer, author- 


football and other ama- 
an excellent coverage of style teur sports, 
Trevor is a feature that 
makes The Sun's sports 
pages outstanding. 


WARD MOREHOUSE 


Accomplished author, 
playwright, scenarist, 
and drama critic, re- 
ports and reviews the 
New York Theatre with 
"Broadway After Dark." 


SOME OF 
THE SUN’S 


FEATURE 
WRITERS 


* 


* 


nomic scene. 


* 


Dine Bureau." 


* 


ORGE TREVOR 


on intercollegiate 


George 


* 


‘THE SUN COUNTS \ WHERE OPINION COUNTS. 
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Circulation Hits Peak | 


Better Homes & Gardens| 
achieved a new high in circula-| 
tion with the March, 1946, issue, | 
totaling 2,697,000—66,000 more 


than the previous peak set in 
March, 1942—according to the) 
publisher, Meredith Publishing 


Company, Des Moines, la, 


KBS Totals 204 


markets. New outlets are WATT, | 
Cadillac, Mich.; WOCB, Cape Cod, | 
Mass.; KWOR, Worland, Wyo., 
and WMOX, Meridian, Miss. 


Pal Blade Ups Ad Budget Carlay’s ‘Ayds’ 


Pal Blade Company, New York, | 
has increased its newspaper ad-| 
vertising with nearly 400 news-| 
papers 
coast scheduled to carrying the ads| 


almost every week in the year.|Chicago, was tossed out of the 
With the addition of four affil-|In addition, four magazines, 24-| Circuit Court of Appeals this week, 


iates, Keystone Broadcasting Sys-|sheet posters and window and 
tem now totals 204 stations, of|counter displays will be used to 


which 199 are in single station| 


tell the Pal Blade story. 


“S@)_ 


The Proof: 1) 


2) 


Here’s the nation’s greatest industrial area. Here 
real business is available to those who go after it. Here are 


the key management men who 


here is the Chicago Journal of 
these men daily—their preferred business news source. 
Add it up: A moderate investment weekly or monthly 


nets advertising resu/ts in the Chicago Journal of Commerce. 
It should be on any schedule aimed at management men. 


ERC Teng 


WHO’S EXCITED? 


Let’s take it easy. Let’s make 


without getting all lathered up. 


The Statement: The Chicago Journal of Commerce 
belongs on any advertising schedule 
aimed at management men. 


As the nation’s greatest industrial 
area, the Central West is the home 
grounds of thousands of America’s 
most purchase-powerful management 
men. 


As proved by continuing independ- 
ent surveys, these executives read, rely 
on and prefer the Chicago Journal of 
Commerce as their source of business 
news. Copies of the latest survey are 
available on request. 


statement and then prove it 


i 


control that business. And 
Commerce going direct to 


Chicago Fourn 


THE CENTRAL WEST'S pp 


al of Commerce 


EFERRED BUSINESS NEWS SOURCE 


Coupon Distribution 
Brings Immediate Results 


You will be interested in 
hearing some of the success 
stories of coupon distribu- 
tions for leading grocery 
and drug preducts. Send 
for a representative to ex- 


Dp” 


plain how the facilities of 
the A. D. of A. may be used 
anywhere at any time, 
throughout the United 
States and Canada. 


A 


Advertising Distributors of America 


NEW YORK: 400 Madison Avenue 
CHICAGO: 20 East 8th Street 


ST. LOUIS: 101 North Ninth Stree? 
TORONTO: 1162 Dundas Street W. 


in cities from coast to|to reduce with Ayds, a candy prod- 


Court Tosses Out 
FTC Case Against 


Washington, Feb. 20—An FTC 
order charging that it is not “easy” 


uct sold by the Carlay Company, 


when the court decided that the 
commission did not have “substan- 
tial” evidence to support its 
charge. 

Reviewing the testimony of ex- 
pert witnesses who had appeared 
before the commission, the court 
said there was nothing misleading 
in the advertising for “Ayds”, and 
that FTC’s contention that the 
product involved a “rigorous and 
restricted” diet had not been 
proved. 

While the full reducing plan 
was not explained in the ads, the 
product did reduce the appetite, 
and provide calories to compen- 


sate for the reduced consumption 


of food, the court said. 

“Neither of those who testified 
for the commission had ever made 
any clinical tests,” the court point- 
ed out. “Each testified that the 
caramel was wholesome; that it 
contained nothing that would in 
itself effect reduction in weight; 
that the vitamin factors would 
probably be adequate to make up 
for loss of calories resulting from 
eating less fattening food; that it 
was a common thing to eat a 
sweet to still the appetite; that the 
calorie intake thereby becomes 
smaller and that the real accom- 
plishment lay in so following the 
plan as to result in a ‘reduced 
diet.’ 

“When Ayds candy is taken, it 
almost immediately gets the sugar 
into the blood stream, curbs the 
appetite, prevents one from ap- 
proaching the table with a raven- 
ous appetite and automatically 
helps him to eat less without con- 
scious effort.” 

The court felt this was not “in 
truth a restricted diet,’ but in 
truth and fact not a matter of 


eRe, 


~ 
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dieting as much as the eating of 
sweet food to reduce the desire oy 
food of higher calories. 


American Wine to D’Ar:y 


American Wine Company, 5t. 
Louis, has appointed D’Arcy Aq. 
vertising Company, St. Louis, to 
handle its account, including | 4. 
vertising of Cook Imperial cha y- 
pagnes, Imperial sparkling bir. 
gundy and a complete line of I n- 
perial still wines. General ma. a- 
zines, business papers, newspapvrs, 
dealer helps and point-of-purch °se 
material will be employed. 


Atco Names Haehnle 


Atco Airlines, Inc., Cincinnatj 
and New York, has placed its ad- 
vertising with Walter Haehnle Aq- 
vertising Agency, Cincinnati, 
Newspapers, business papers, di- 
rect mail and publicity will be 
used. 


Joins Stonewall Agency 


Marie E. Breen, former national 
radio station representative, has 
joined the Stonewall Agency, New 
York, as account executive. 
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German Recorder Revealed 
Magnetic recordings of an improved 
type are made by a German tape ma- 
chine, specimens of which—sent home 
by the Army in Germany—were re- 
cently on display at the Department 
of Commerce. Feature of the instru- 
ment is that it uses a plastic tape with 
an almost miscroscopically thin film 
of magnetic material on its surface. 


The equipment, which operates on al- 
ternating current, is designed primarily 
for connection to a radio receiver for 
recording, and to head-phones for play- 
back. The signal from the receiver 
passes through an amplifier to the re- 
cording head, which magnetizes the 
coating on the tape. The exact com- 
position of the tape is not known, but 
it appears to be a plastic composition 
coated with highly magnetic material 


The tape is very thin but fairly strong, 
and can be demagnetized and re-used 
many times without signs of wear or 
deterioration. Each tape is about a 
half-mile in length on a single reel, 
and provides a recording time of about 
45 minutes at average ribbon speed. 


One of the interesting features of this 
machine is a pitch-restoring head. This 
device, used when the tape is played 
back at speeds other than the record- 
ing speed, permits restoration of the 
asiginal speech (Radio-Crajft, Febru- 
ary). 


Magnetron Tube Applications 


Our use of frequencies higher than 
any attainable by the enemy was one 
of the chief causes of the spectacular 
success of Allied radar equipment. Out- 
put of large quantities of power on 
wave lengths a few centimeters—even 
a few millimeters—long, was achieved 


of the cavity magnetron, one of the 
most important as well as most secret 
of our war weapons. 


The magnetron itself is neither new 
nor secret. Invented in 1920, it was 
described in technical magazines of 
that peried as a possible means of pro- 
ducing __ultra-short-wave _ oscillations. 
Existing tubes were efficient on all fre- 
quencies used at that time and for years 
thereafter, so the magnetron remained 
in comparative obscurity. Even when 
interest in waves a meter or two in 
length began to develop, velocity- 
modulated tubes or special types of 
standard triodes were generally used. 
Only the necessity of generating centi- 
meter-length waves, needed for greater 
definition in radar apparatus, brought 
investigators back to the magnetron. 


Immediate benefits to be felt in peace 
time will be that large commercial air- 
lines which have been badly restricted 
in operation by weather conditions will 
soon be able to fly and land on schedule 
regardless of weather. Ships will no 
longer have to wait the lifting of fog 
to get into harbors. However, the mag- 
netron and other microwave types offer 
many other possibilities which to date 
have not been pursued. With peace, 
newer applications and uses will be 
brought forth in ever increasing num- 


ber. The evolution of the magnetron 
is covered in a comprehensive article 
appearing in Radio-Craft, February 
Issue. 


(Advertisement) 


Bi-Aural Hearing Aid 


A new British hearing aid employs two 
microphones and two earpieces to give 
the stereophonic effect of normal hear- 
ing. The average persons ability to 
distinguish direction from which a 
sound comes is upset hy an ordinary 
hearing aid. 


For frequencies below about 1,000 
cycles per second, this directional ef- 
fect is attributed to the time interval 
between “reception” of the sound in 
the ear near the source and in the one 
farther away while for higher frequen- 
cies it is considered to be due to a 
difference in intensity because of the 
acoustic shadow cast by the head. The 
“cross-over” frequency at which the ef- 
fects merge varies with different in- 
dividuals, but both demand that each 
ear be used at approximately the same 
sensitivity. The stereophonic hearing 
aid has two separate amplifying chan- 
nels, each with its own tone and vol- 
ume controls. In addition, there is an 
overall volume control. The individual 
controls are pre-set by an expert for 
the individual user, who then adjusts 
volume with the master control 
(Radio-Craft, February). 


Anti-Radar Devices 


On D-Day a carefully planned Allied 
anti-radar blitz thoroughly bewildered 
the Germans and feinted a_ consider- 
able portion of their strength out of 
position. By the late stages of the war, 
the Allied scientists’ devices had made 
such a boomerang of Axis radar that 
the Germans and Japanese often gave 
up using radar lest it betray them. 
Several types of anti-radar devices are 
shown in the February Issue of Radio- 
Craft. These include: a horn antenna 
used with the most powerful radar 
jammer ever made. It was known as 
“Tuba” and was used to jam German 
radars and prevent them tracing RAF 
planes returning from raids on the 
Continent— 


An oscillator of a high-power jammer 
developed by Harvard University’s Ra- 
dio Research Laboratory. Capable of 
sending out tremendous quantities of 
power over an extremely wide fre- 
quency range (200-2500 megacycies) it 
rendered useless all radar installations 
on which its waves were heamed— 


A tinsmith’s night-mare—is actually an 
ingenious antenna for radar jammers, 
sending out a circularly polarized sig- 
nal to jam enemy gun-control radars— 


Another “Tuba” antenna, designed to 
give a beam very sharp in the vertical, 
and broad in the horizontal, plane. 
The superstructure is a reflector ex- 
cited by the horn at bottom. 


Radio-Electronics In All Its Phases 
Net Paid Circulation 57,394, ABC 
25 West Broadway, New York 7, N.Y. 


Send for a Sample Copy of: 


Reading Via Television 


Some interesting possibilities of televi- 
sion recording become possible. At the 
present time there is already on the 
market a machine now used in_hos- 
pitals. This appliance is placed on the 
floor, or on a table; book pages are 
projected on the ceiling, enabling the 
patient to read a book without moving 
a hand, or moving a muscle. Once we 
have television recording—it can _be- 
come feasible to record the pages of 
an entire book and project them on 
your home television screen. As_ the 
pages are turned at the rate of 1% to 
1% minutes per page, you can then 
sit in front of your television receiver 
and read a book from your easy chair 
without the necessity of holding the 
volume and turning the pages. There 
is a real demand for appliances of 
this type, particularly for invalids at 
home and in hospitals. From an edi- 
torial by Hugo Gernsback, Radio-Crajt, 
February. 


Blind Servicemen 


The Veterans Administration is en- 
thusiastically welcoming the brain child 
of blind LaVon Peterson of Omaha, 
Nebraska—a radio engineering school 
for the blind. It is the only one in 
the world and was dubbed “impossible” 
before Mr. Peterson proved it could 
be done. 


Mr. Peterson's Radio Engineering Insti- 
tute teaches blinded veterans as well 
as other blind men to become inde- 
pendent radio servicemen; and even to 
become in many cases better service 
men than the average sighted shop 
owner. The lineup of courses taught 
at the institute sounds like a college 
curriculum. It goes far beyond the 
usual instruction in the repair of ailing 
tubes and receivers. All the latest de- 
velopments in radio and related fields 
are included. Training is given in both 
theory and operation of frequency 
modulation equipment, and in_ indus 
trial electronics. ; 


The blind graduate will be able to 
build as well as service record play: 
ers, record changers, home _ recorders, 
public address systems and push but- 
ton settings. 


The most important thing in the sclvol 
is a machine—a_ special multite-‘er 
which makes a blind radio man ‘he 
equal of his sighted colleagues. | ke 
the multitester of the seeing  ra‘lio 
service man, it measures voltages, traces 
current, etc. But Mr. Peterson's Bra: le 
Multitester goes further. When atte |i- 
ed to a conventional tube tester, it 
will record the relative strength of °\1¢ 
tube tested. 


An unusual feature of the work is | at 
the student works on actual radios in 
need of repairs, not just labora! ‘y 
models deliberately thrown “out ©! 
gear’. And so the blind are learn “4 


to recognize tubes and_ parts, t 
through endless trial-and-error meth: 
but quickly and surely under met! 
developed by Mr. Peterson. They le " 
to solder without burning themse! 
The school is so strikingly succes: ! 
that Mr. Peterson is already faced » ‘" 
the preblem of finding new quar! ° 
because of its rapid growth. The lett: s 
cards and telegrams which pour '" 
daily from blind men are eloqu™ 
testimony to their desire for in 
pendence. (Radio-Craft, February). 
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Advertising Age, February 25, 1946 


Niagazines Cited 
as Basis of Wider 


Postwar Markets 


ew York, Feb. 21.—The maker 
of nationally distributed goods 
must “pay ever-closer attention 
to -he whole question of market- 
ins and distribution,’ Crowell- 
, lier Publishing Company em- 
phesizes in “The Story of Sell- 
Yesterday, Today and To- 
yrrow.” 

The first 25,000-copy issue of 
this book is now being distributed 
to ine 11,000 advertisers and agen- 
cies on the mailing lists of the 
American Magazine, Collier’s and 
Woman’s Home Companion, to li- 
praries, schools and others. 

“It is equally clear,” the book 
concludes, after tracing the trends 
of selling and advertising in 
America through 155 years, “that 
his sales plans must completely 
cover the national market. He 
should see that national maga- 
zines help to bring the national | 
market into being. They are the 
surest method of reaching the 
greater national market of the 
future.” 


Lists Major Trends 


Eight major current trends, “The 
Story of Selling” shows, are: The 
breaking down of the traditional 


divisions between lines of trade; 
unification of the process of dis-| 
tribution by both makers and| 
sellers; “consumers wan* more 
about goods”; “instalment 
selling will . . . probably increase”’; 
“interstate barriers to trade will 
lecrease”’; “self-service is increas- | 
ing and distributors are operating | 
on narrower margins”; “a great} 
array of new products and ex- 
panded services is coming into the| 
market,” and marketing research | 
will become, more than ever, the| 
“guide to scientific selling.” 

The book points’ out that,| 
whereas in 1936-1939 only 47% | 
of the nation’s cash income was) 
received by “consumer units” hav- | 
ing incomes of more than $2,000 | 
annually, by 1941 “those above | 
$2,000 received 68% of total cash 
income, and the estimate for 1947 | 
is that they will receive 78% of | 
cash income.” 

Crowell-Collier also has esti- | 
mated that by 1947 “‘we are likely | 
‘o have a total of 45,000,000 ‘con- | 
sumer units’—meaning 34,000,000 | 
families and 11,000,000 individuals | 
living alone in ‘one-person house- | 
holds.’ ”’ 

On such factors are based the) 
prediction that “the mass market | 
ff tomorrow will be equivalent to | 
the quality market of today.” | 


Jessup Resigns Post 


Margaret E. Jessup, for the past | 
‘our years assistant to the presi- 
dent of Parents’ Institute, Inc.| 
New York, is resigning. She will | 
‘emporarily continue to serve as| 
dart-time consultant. After May | 

she will be engaged in a new | 
dusiness, Bemis - Kelleher, Inc., | 
Westminster, Vt. 


facts 


, 
Schmidt Buys Plant | 
FE. F. Schmidt Company, creative | 
dvertising printer and litho-| 
sranher with sales offices in Chi- | 
has purchased the modern 
ne-story Borg-Warner Super- 
ha-ger plant in Milwaukee. 


tag, 


Final closing, noon 
Monday in Chicago, 
preceding week of 
publication. 


a | 
dvertising Age | 


Starts Movie Radio 
Tie-Up Campaign 

Station KECA, ABC’s Los An- 
geles outlet, has inaugurated an 
advertising campaign featuring a 
movie star’s endorsements and 
portraits. 

Paulette Goddard is the first star 
featured in the series, which in- 
cludes outdoor posters, 300 “‘dash”’ 
cards for buses and _ streetcars, 
local newspaper and magazine ads, 
mail inserts, postage meter im- 
prints and direct mail advertising 
booklets. 


Townsend Resigns; 
Palmeto Appointed 


Edward S. Townsend, owner of 
Edward S. Townsend Company, 
publishers’ representative in San 
Francisco and Los Angeles, has 
announced his resignation as Pa- 
cific Coast manager of John B. 
Woodward, Inc., newspaper repre- 
sentative, effective March 31, 1946. 

When the former Woodward 
manager, Dan V. Huguenin, en- 
listed in the air corps, Mr. Town- 
send doubled up as Woodward 
manager. He will now devote full 


time to his own company. Bernard 
T. Palmeto has been appointed to 
succeed Mr. Townsend, effective 
April 1. 


Horgan Joins Crossley 
Paul Horgan, formerly fashion 
merchandising manager for Butler 
Brothers, has been appointed to 
the newly created post of mer- 
chandising consultant for Crossley, 
Inc., New York, national market 
research company. George F. Bar- 
ber, recently released from the 


Army, has been named assistant 
to the president. 
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Joins ‘Polly Pigtails’ 

Editha Austin, previously fash- 
ion editor of Seventeen, New York, 
has joined the staff of Polly Pig- 
tails, New York, as fashion editor. 


Raytheon Appoints Brown 


Irving C. Brown, formerly sales 
manager of Thomson-Gibb Elec- 
tric Welding Company, Lynn, 
Mass., has been appointed sales 
manager of the industrial elec- 
tronics division of Raytheon Mfg. 
Company, Waltham, Mass. 
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. « « GRAPES bring growers an 
annual income of more than $148,299,000 


E BEELINE MARKET grows three fourths of all Amer- 
And income from grapes is just ONE 
reason why this area is prosperous, important to adver- 
tisers. Here in California's fertile central valleys—plus rich 


ica’s grapes. 


Reno and her surrounding area—live 1,518,000 people. 


Five of the seven U. S. counties highest in gross farm in- 
come are part of this market. Retail sales exceed San 


Francisco’s. 


The Beeline Market is a close-knit geographic and eco- 
nomic unit, almost completely surrounded by mountain 
ranges 6,000 to 8,000 feet high. So radio stations located 


WITHIN the market are needed for effective coverage. 


Here the Beeline Stations, individually and as a group, 
give DEEP, LOCAL PENETRATION. Combination rates per- 
mit the choice of best availabilities on each station without 
cost of lines or clearance problems. In selling Inland Cali- 
. YOUR BEST BET’S THE BEELINE ! 


fornia . 


7 so Department of Acricultere 


McCLATCHY 


BROADCASTING COMPANY 


Sacramento, California 


Paul H. Raymer Co., National Representative 


kilocycles. 


KWG 


Stockton (American) 


Established 1921 


Remember these 


5 BEELINE Stations 


each a dominant HOME station, powered for a 
top notch selling job in its own market area. 
regional network, Beeline stations blanket California’s 
mountain ringed central valleys, including Reno and 
wealthy western Nevada: 


KMJ 


Fresno. Established 1922. NBC. Primary 
area coverage of 12 counties with popu- 
lation of 749,300. 5,000 watts — 580 


KERN 


Bakersfield (CBS) 
Established 1932 


Phd ee ROR RRR ORM RRR RRR ER RRR RRRRER EEE ERB eee BEE Se eee ese 


NOT a 


KFBK 


Sacramento (American) 


Established 1922 


em ee eee ee Ree eee Geen meen es cenenenereseeeuneneensessesssusened 


KOH 
Reno (NBC) 
Established 1928 
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66 
To Strauchen & McKim 


Strauchen & McKim, Cincinnati, 
has been retained by CAVU 
Clothes, Inc., Cincinnati, as ad- 
vertising and sales consultant. An 
intensive trade publication and 
direct mail campaign will precede 
a consumer program. 


Agency Appoints Cragin 
Robert S. Cragin has returned 
to Leighton & Nelson as copy chief 


following two and a half years in 
the Army. The agency is now 
located at 619 State St., Schenec- 
tady, N. Y. 


Stamford Electric Names 


Jack R. Siegel, previously West 
Coast manager of Philharmonic 
Radio Corporation of New York, 
has been appointed vice-president 
in charge of sales and advertising 
of Stamford Electric Products 
Company, Stamford, Conn. 


—_ 


iby 


—IN THE TIRE and ALLIED 
FIELDS the NUMBER ONE 
BUSINESS PAPER is 


TIRE REVIEW 


“1 Your Market Place for 


Tires and Tubes Auto Supplies Hardware 
Batteries Radios Wheel Goods 
Spark Plugs Home Appliances Sporting Goods 
Brake Lining Housewares Travel Supplies 
Tire Chains Paint Supplies Automobiles 


TIRE REVIEW 


Published at Akron, Ohio, for 44 years 
for the tire and super service stations 
31 N. SUMMIT ST., AKRON 8, OHIO 


Los Angeles—J. H. Tinkham, 1406 S. Grand Ave. 
Phone Richmond 6191 


Golden State 
Starts Test Ads 
for Powdered Milk 


San Francisco, Feb. 20.— Con- 
sumer acceptance and sales possi- 
bilities of its new Golden State 
powdered whole milk are now be- 
ing tested in Sacramento by Golden 
State Company Ltd., through 
large-space newspaper advertise- 
ments. 

Developed in the dairy products 
firm’s own research laboratory, 
the new product has the appear- 
ance of a satin-smooth powder. 
When water is added, the resulting 
reconstituted milk is claimed to 
contain all the vitamins, minerals 
and nutritive values of fresh pas- 
teurized milk plus vitamin ‘D” 
enrichment. 

Initial test ads in the Sacra- 
mento Bee feature the product as 
“the first major improvement in 
cookery methods in ages.” A bal- 
loon headline reads: * ‘Amazing 
new help in cookery . .*. use de- 
licious, cream-rich milk asa dry 
ingredient!” 

May Employ Radio 

Plans include the possible use of 
radio later on in the drive. 

Five-column by 200-line and 
four-column by 140-line ads will 
appear generally on a weekly 
schedule for an indefinite run. 
Copy stresses the economy and 
convenience of the product and 
outlines its many uses. The price 
is prominently displayed. 

Golden State powdered whole 
milk is being marketed in an at- 
tractive blue carton which contains 
two laminated and protected en- 
velopes, each of which contains 


sufficient powder to make one quart |den State development. 


4 


Advertising Age, February 25, 1: 1g 


| G00KERY.. 
- DRY INGREDIENT! 


Here's the fret mater imran coher being on Ue 
mont io sochery metmets te agen! lage w 
& GOLDEN STATE Pos dened 


co Neen not 


GOLDEN STATE 
POWDERED WHOLE MILK Rim 


COAST COPY—One of the first ads 
in Golden State Co.'s test campaign 


in the Sacramento Bee was this one, 
which calls the company's powdered 


een tt oe 


whole milk "the first major improve- | 


ment in cookery methods in ages." 
BBDO, San Francisco, handles the 


account, 


of milk when water is added. It 
is pointed out that the keeping 
quality of the product has proved 
good over a great variety of cli- 
mates. 


Sales Unit Formed 


A wholly-owned subsidiary of 
Golden State Company, the Gol- 
den State Sales Corporation, San 
Francisco, will serve as the na- 
tional sales agency for the new 
product when and if expansion is 
decided upon. 

Golden State powdered whole 
milk is produced by the company’s 
exclusive spray process. De- 
veloped by the Golden State re- 
search staff, the patented dehy- 
drating procedure is an improve- 
ment on the Gray-Jensen process 
which originally was also a Gol- 
Accord- 


ing to a company statem: ni, 
“sweet whole milk is air-blowr jn 
great cylindrical, heated cen j- 
fuges. The moisture is evapors eq 
in a continuous, rapid operat pn, 
requiring less than 30 minu es, 
The resulting satin-smooth pow ey 
contains all milk-nutrients inc n- 
centrated, convenient form. 

Operating several of the lar, ast 
powdered milk plants in he 
world in Wisconsin and Califor ja. 
Golden State Company has b en 
experimenting with powdered n i|k 
for some 35 years. This work as 
been carried on in the belief {iat 
powdered milk can increase he 
over-all use of milk. 

The new powdered milk as 
been used extensively in the insti- 
tutional field. During the war 
large quantities went to the armed 
forces, resulting in awards from 
the Army Quartermasters Corps 
and the Army-Navy “E” for the 
Tulare, Cal., plant. 

Batten, Barton, Durstine & Os- 
born, San Francisco, handles the 
advertising. 


Appoints Lipton 

Gloria Brown Lipton, formerly 
copy writer with the Dayton Rub- 
ber Company, and previously edi- 
torial assistant with the War Man- 
power Commission, has joined the 
writing staff of Kiesewetter, Wet- 
terau & Baker, New York. 


Shaw Appoints Burnett 


Melrose C. Burnett, formerly 
in the advertising department of 
the May Company and in the pro- 
duction department of the Broad- 
way Department Store, Los An- 
geles, has been appointed adver- 
tising production director of the 
Shaw Company, Los Angeles. 


Appoints Vedder 


Herbert E. Vedder, formerly as- 
sociated with the Chicago Tribune, 
has been appointed advertising 
manager of the National Bank of 


/'Commerce, Seattle. 


@ Competition, versus your product’s selling 


power, will decide whether it’s hump—or slump 


—for your food products in °46. 


One proved way to up the intrinsic value of a 
food product is fortification. Vitamin claims are 
more than ever, today, a sales determinant. 

But why should the ¢ype of vitamin substance 
used as the fortifier concern you? Simply that it’s 
got to be good enough to live up to the claims 
you make for it. . 


product once it’s put there . . . bland enough not 


to interfere with taste in any way. . 


enough to make a known contribution to the 


DISTILLATION PRODUCTS, 
ROAD WEST, 


570 LEXINGTON AVENUE, NEW YORK 22,N. Y. * 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 


“Oil-Solutle Vilamin Headquarters re 


75 


5 RIDGE 


. stable enough to stay in the 


diet. That’s why you should know the facts 


about D.P.I. vitamin concentrates. 


By molecular distillation in high vacuum, we 


. potent 


ROCHESTER 


margin to spare, consult “headquarters” 


13, 
135 SOUTH LA SALLE STREET, CHICAGO 3, ILLINOIS 


produce a vitamin A concentrate so noticeably 
superior that it outsells all other commercial 
versions of Vitamin A by a healthy margin. 
Distilled Vitamin A Esters is the name: the only 
product of its kind. Now released from war allo- 
cation, and available again. 

So for help or information about vitamins A and 
D, for skilled technical aid, or for concentrates 


that meet your copy and product needs with a 
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IGA Ad Campaign 
Tied to Hat Kit 


for Coffee Sale 


Chicago, Feb. 19.— Using 415 
newspapers from coast to coast, 
he Independent Grocers Alliance 
this month began a promotion for 
its standard line of coffee brands 
that is having astounding results. 
It is offering a complete kit for 
meking hats, which women may 
obiain for $1 with the purchase of 
a pound of any one of three IGA 
coffees. 

The newspaper campaign is sup- 
plemented by newspaper-size 
handbills distributed in neighbor- 
hoods of the 5,000 IGA stores. The 
Monday following the initial ad of 
the campaign 1,500 kits were sold 
in a single city. A 20-page IGA 
booklet illustrating hat designs by 
a leading milliner is given away 
with the offer. 

In conjunction with the con- 
sumer campaign, IGA has estab- 
lished a wholesaler contest offer- 
ing prizes to the wholesalers who 
sell the most coffee in the 11-week 
effort. First prize is the winner’s 
choice of a Jeep, Chevrolet, Ford 
or Plymouth. Other prizes include 
10 RCA Victor radio-phonographs, 
10 RCA Victor table model radios 
and 10 RCA Victor portable radios. 
A goal of 5,000,000 pounds sold has 
been set by IGA, a 30% increase 
over a normal 11l-week period. 
One hundred wholesale houses are 
entered in the contest. 

The contest’s termination was to 
have been April 15, but Harold 
Morrison, IGA advertising man- 
ager, told ApvEerTISING AGE that 
“results have been so gratifying 
we may prolong the contest.” The 
entire promotion was developed 
and carried out by the IGA ad- 
vertising department. 


Glaser, Crandell 
Uses Magazines 
in Dual Programs 


Chicago, Feb. 20.— Using two- 
color advertisements in consumer 
and trade publications, Glaser, 
Crandell Company currently is 
carrying on simultaneous cam- 
paigns, one for its Derby sauces 
and the other for its Everbest pre- 
serves, 

The ads for both products are 
running in Ladies’ Home Journal, 
McCall’s, Parents’ Magazine and 
Woman’s Home Companion in two- 
color half pages, and in black and 
white in other publications. A 
dual series is also appearing in 
restaurant, hotel, home economist 
and grocery trade publications. 
Agency is Earle Ludgin & Co. 

The products include grape jam, 
spice peach with cherry, tomato 
preserves, orange marmalade, 
blackberry jam and seedless cherry 
jam. The ads feature an offer of 
a free recipe booklet describing 
uses of the products. 


Offers Spanish Journal 


Fanadero Latinoamericano, a/| 


hew journal printed 
an 
ne] 
Ho 


in Spanish 
published quarterly by Tun- 
- Webb Publications, Inc., 
ioston, has been published with 
the intent of bridging the gap 
froin the baking industries’ English 
‘spe ‘king sellers to Spanish speak- 


buyers. The journal has a 
‘on rolled circulation, 
0(9 leading bakers, importers and 


reaching | 


| 


“@) executives in the Latin Amer- | 


a1 baking industry. 


ns Low-Price Radio 


_» romberg - Carlson 
If. Company of Canada, Toronto, 
a's to enter the lower price 
ido field this year. Consumer | 
1v ortising will run in March, and | 
2 four-page insert in trade pub-)| 
ca ions will outline the company’s | 
nization, policy and products, | 
invite inquiries regarding) 
‘ar chises. Vickers & Benson, To-| 
‘MN >, is the agency. 


Telephone | 


Cabot Elects Keyes 


Langley C. Keyes, associated 
with various advertising agencies 
in Boston for the past 20 years, 
and formerly with the advertising 
department of R. H. Macy & Co., 
New York, has been elected a vice- 
president of Harold Cabot & Co., 
Boston. 


Raschick Joins Curtis 


Walt Raschick, formerly direc- 
tor of public relations for Barnes 
& Reinecke, Chicago, has joined 
the Curtis Publishing Company in 
Philadelphia to handle editorial 
promotion for the new monthly, 
Holiday. 


Appoints Jacobs Agency 

Milke Cons & Baking Company, 
Chicago, has placed its advertis- 
ing with Jacobs Company, Chi- 
cago. 


Medical Groups 
Agree on Prepay 


Sickness Plans 


Chicago, Feb. 19.—The board of 
trustees of the American Medical 
Association announced over the 
weekend that it has agreed on 
plans for standardizing medical 
care insurance and has organized 
Associated Medical Care Plans, 
Inc., which will include as mem- 
bers all plans that meet the stand- 
ards set up by the AMA’s council 
on medical service. 

The new unit will undertake re- 
search on medical care, provide 
information services based on rec- 
ords of existing plans and “engage 
in a great campaign of public edu- 
cation as to the medical service 


plan movement under the aus- 
pices of state and county medical 
societies.” 

Operations along these lines 
must first await appointment of a 
director of Associated Medical 
Care Plans. The “campaign of 
public education” may or may not 
include advertising, depending on 
the decision of the director. 

AMA spokesmen said that “all 
large’? medical care groups coop- 
erated in forming the new plans, 
which provide chiefly for “free 
choice of a qualified doctor’; 
standardization of coverage and of 
systems of accounting, and easy 
transference of subscribers from 
one plan to another. 

Any plan meeting the council’s 
standard will be entitled to display 
the AMA’s seal of acceptance on 
its policies and promotional ma- 
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terial. Each plan must have ap- 
proval of the state or county med- 
ical society in the area in which 
it operates. 


Talisman Names Seidel 


Talisman Mfg. Company, manu- 
facturer of blouses and sportswear, 
has appointed Seidel Advertising 
Agency, New York, to handle its 
account. A national trade and 
consumer campaign is under way. 
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RT 


undle of Connecticut 
Newspapers... 


Must be the BEST Advertising 


Medium in the State... 


Newspapers still comprise the outstand- 
ing advertising medium, and in most 
business communities they far out-strip 
all other media in the race for the adver- 


tiser’s dollar. 


It follows of necessity that the newspaper 
with the highest circulation should be, 
and generally is, the quickest and short- 
est route to reach the mass market with 


the story of your products. 


With its circulation of over 110,000 
A.B.C., The Bridgeport Herald now has 
the highest circulation ever attained by 
any Connecticut newspaper, and by a 


power. 


good margin. No other medium,—news- 
paper, radio or magazine — compares 
with its circulation in advertising 


Not only was the Herald the first news- 


paper in the state to reach the 110,000 
figure, but it is going forward steadily. 
It has enjoyed more than a 50 per cent 
increase in the past five years. 


By any measure, The Bridgeport Herald 


is the biggest bundle of Connecticut 
newspapers distributed in the State, and 
many advertisers have already found it 
the state’s best advertising medium. 


If you are not using The Bridgeport Herald you are overlooking the biggest 
advertising medium in Connecticut. 


110,050 «sc, 


GEPORT 


| HERALD 


BRIDGEPORT, CONNECTICUT. 
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Abbink, Wallace 
Laud British Loan 
Plan fo Exporters 


Investment Abroad 
Urged by Secretary 
in Chicago Talk 


Chicago, Feb. 19.—If exporters 
who attended yesterday’s Chicago 
World Trade Conference at the 
Edgewater Beach Hotel do not 
barrage their Congressmen with 
pleas to approve the pending $3.75 
billion loan to Great Britain, they 
must be a stubborn lot. 

Of eight speakers at the annual 
conference sponsored by the Chi- 
cago Association of Commerce and 
Export Managers Club of Chicago, 
no less than five spoke on the 
need for approval of the proposed 
financial and trade agreement be- 


tween the United States and Great 
Britain. 


Abbink Leads Appeal 


Suggestion that manufacturers 
write to their Congressmen about 
it was made by the first speaker, 
John Abbink, chairman of the 
National Foreign Trade Confer- 
| ence and president of Business 
|Publishers International Corpora- 
‘tion, and by the last, Commerce 
\Secretary Henry Wallace. The 
‘others were William McChesney 
Martin, chairman of the Export- 
Import Bank; Arthur R. Upgren, 
associate editor of the Minneapolis 
Star-Journal and professor of eco- 
nomics at the University of Minne- 
sota, and Dr. E. M. Bernstein, as- 
sistant director of monetary re- 
search, Treasury Department. 

Mr. Abbink began by calling for 
immediate reduction of “existing 
/bureaucratic restrictions” and by 
|urging that manufacturers agree 
to set aside definite amounts of 
their goods for export in order to 
minimize government controls. 

“Some manufacturers I know,” 
he asserted, “have announced, in 


the face of considerable opposition 
from their domestic sales man- 
agers and distributors, that they 
will make available for export the 
same percentage that prevailed in 
the 1937-1939 period, of their now 
expanded production. That will 
mean from 8 to 15%, depending 
upon the industry involved.” 

If the U. S. debt burden is to 
be assimilated and widespread un- 
employment prevented, he con- 
tinued, the U. S. must maintain 
export totals more than twice as 
high as were reached in any pre- 
war year. Mere restoration ot 
prewar markets will not suffice, 
despite elimination of Germany 
and Japan from competition. The 
most important step to building 
up foreign trade—the proposed 
agreement with Britain—has been 
widely attacked by Anglophobes 
and others through ‘deliberate 
falsehood or inexcusable _ igno- 
rance,” the declared. 


Loses Trade Advantages 


Under the agreement, he ex- 
plained, “Britain obtains respite 


from her immediate financial diffi- 
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culties, but would sacrifice some- 
thing of her more advantageous 
long-term position in foreign 
trade. Were it not for the des- 
perate current situation in which 
Britain finds 
particularly, I am _ certain’ she 
would never have foregone the 


trade advantages she agrees to | 


relinquish. The United States gains 
in both present and future pros- 
nect. 4..." 

To Open ‘Sterling Areas’ 

In return for the $3.75 billion 
loan, Britain agrees to open its 
Empire and “sterling areas’ to 
international trade, will cooperate 
in tearing down other commercial 
restrictions that exist throughout 
the world and will lower tariffs, 
thus vastly broadening the market 
for U. S. goods lost by this nation 
as a result of “our tariff action in 
1929-1930.” 

Even if Britain reneged on re- 


j;payment of the debt, he pointed 


out, at present high tax rates and 
assuming a low national income, 
the cost in additional taxes to a 
corporation with a $1,000,000 net 
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_ sy NEW FOUR-COLOR 
SUNDAY MAGAZINE SECTION 


Edited for Columbus and Ohio, about Colum- 
bus and Ohio people, places and events. 


Heavy emphasis on four-color photography. 


24-Page minimum. 1,000-lines per page. Size: 
15 x 1034". Five columns by 200 lines. 


Full color, duotone and spot color rotogravure 


Circulation exceeding 160,000 . . . Space rates 
on request, 


Send for sample copies. 


ATT 
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Represented Nationally by OMARA & ORMSBEE, Inc. 
New York, Chicago, Detroit, Los Angeles, San Francisco 


herself as to food | 


income would be only $1,690 a4 
year, or $6.94 for an individ ,a| 
with a $10,000 gross income. 
Urges ‘Practical Viewpoint’ 
Secretary Wallace asked 1! a 
|the U. S.-British loan and tride 
|agreement be looked at from 4 
practical business viewpoint a 4 
means of opening the British F n- 
pire markets to American gor ds. 
He asserted that a recent gOve n- 
ment survey of potential U. §S. 
exports reveals that “if the Uni eq 
States were to meet the tremen- 
dous world import requirements 
for our products, our expcrts 
would average $14 billion a year,” 

To reach such a level, he s:id, 
would require that we regain high 
levels of production and willingly 
accept the role of the one big 
potential creditor nation of the 
| world. The foreign nations im- 
| porting from the U.S. will be able, 
the study indicates, to obtain most 
|but not all of the credit needed 
ito buy U. S. goods. As for the 
| remainder, Mr. Wallace admitted, 
'“you know, as well as I do, that 
most of it will have to be found 
here in the United States.” Part 
of such credit, he said, can be 
obtained by the type of loan 
planned in the U. S.-British agree- 
ment. 


Capital Resources Available 


“For my part,” he continued, 
“I question whether it is wise for 
|/business to look to the federal 
government for further participa- 
tion—particularly on a long-term 
basis. There are also great pools 
of unused capital resources in the 
United States. Our problem now is 
to move a substantial part of these 
resources into a program of sound 
long-term foreign investment— in- 
cluding a considerable amount of 
equity capital for financing indus- 


trial and commercial projects 
abroad.” 

The government, he said, can 
help to point the way, perhaps 


by underwriting some of the risk 
of private capital, but “I want t 
emphasize once more that the big- 
gest part of the job is up to pri- 
vate initiative.” 


Urges Definite Allocations 


James F. Stiles Jr., vice-presi- 
dent and treasurer of Abbott Lab- 
|oratories and president of the IlIli- 
nois State Chamber of Commerce, 
urged that manufacturers “now 
allocate a definite portion of their 
efforts and merchandise to export 
channels so that when more goods 
are available in the United States 
this established trade will lend 
a sound foundation for furthering 
| their export business.” 
| “In my opinion,” Mr. Stiles 
said, “it is just as important to 
the progress of our economic sys- 
tem that we develop new sales 
territories as it is that we develop 
new and better products to sell.” 


Agency Adds Four 


Richard F. Bertke, formerly pro- 
duction manager of D’Arcy Adver- 
tising Company, Cleveland; Ches- 
ter J. Haley, formerly salesman 
with Weatherhead Compa» y, 
Cleveland; Timothy J. Doyle, | »'- 
merly owner of Bus Advertis 8. 
Brentwood, Pittsburgh, and C em 
Pope, formerly RKO division m :n- 
ager for Cleveland, Columbus nd 
Detroit, have joined the sales n¢ 
service staff of Mitchell, ice 
Candless & Klaus, Cleveland. 


Kay-Tite Names Agenc 

Kay-Tite Company, West ’'- 
ange, N. J., has appointed Roe: ng 
& Arnold, New York, to pron te 
Kay-Tite waterproofing mate '® 
| Building, hardware and agri '!- 
tural papers will be used, tn 
consumer publications to be ac © 
later. 


Buv Bridgeport Agency 
Thomas Douglas Jr. and Bre © 
H. Sholund have purchased 
| controlling stock of Park City & 
|vertising Agency, Inc., and F © 
City Engraving Company, Bric & 
port, Conn. 


Walter M. Hollan & 
\is retiring head of both compar °- 
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Dailies, Radio 
Swing Into Action 
in Power Walkout 


we it ro 
So 4 ¢ 


q 
W 


commercial establishments were 
th own into confusion. On Tues- 
day night 1,500,000 residents of the 
Pittsburgh area had a brief taste 


of 
ref 


The utility company managed to 
keep two of its plants going and 
jug 


ittsburgh, Feb. 19.—This major 
nmunity returned to normalcy 
- week after a 20-hour power 
ke that came near completely 
alyzing Operations. 

Vhen 3,400 employes of Du- 
sne Light struck early last 
‘k 333,000 homes and 36,000 


life without light, radios and 
‘igeration. 


gled its remaining power to 


ons im- 
| be able, 
ain most 
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LOSE | . 
Out’ - March 11 issue. | 


keep the lights on, with periodic 
shutdowns, in dwelling units. 
Only essential lighting was per- 


mitted. Radio appeals were made | 
asking residents to use as little 
power as possible. Street lighting | 
and most advertising signs were 
turned off, 


Sales Fall Off | 
Street cars, buses, department | 


stores, mines, factories and many 
stores were paralyzed. Cost of the | 
strike was placed at $5,000,000, | 
with the loss in retail sales esti- | 
mated at $1,200,000. | 

Pittsburgh’s three newspapers | 
and five radio stations managed to | 
meet the emergency. The Press 
printed part of its Tuesday edition | 
in a news plant in Washington, Pa. | 
The Sun-Telegraph went to Johns- | 
town, Pa., and the Post - Gazette 
made arrangements in Youngs- 
town, O. The radio stations were | 
on the air with almost no interrup- 
tion. 

Interesting sidelight was the at- 
tempt of W. Earl Bothwell Adver- | 
tising Agency to keep going. Key | 
personnel were packed off to the| 
Summit Hotel in Uniontown, Pa., | 
a resort center, where they were | 
to continue operating. Quick end- 
ing of the strike brought them 
back, 

Following the strike Duquesne 
Light used large ads in the news- 
papers thanking each newspaper 
and radio station by name for pub- 
lice-spirited cooperation. 


Wodtke N amed VP. 


of Pawtucket Firm 


Hans V. Wodtke, previously an 
executive with Anaconda Wire & 
Cable Company, Pawtucket, R. I.,| 
has become vice-president in| 
charge of sales of Narragansett) 
Wire Company, newly formed in 
that city to take over operation of 
the Anaconda plant in Pawtucket. 
William H. Morley, formerly gen-| 
eral manager of Anaconda, has be- | 
come executive vice- -president of | 
the new company. 

The company will start at Once) 
to manufacture a full line of in-| 
sulated wire and allied products, | 
and also will make products ac-| 
» ‘ding to specification of the 
uyers, 


To Blaine-Thompson 

Blaine - Thompson Company, 
New York, has been appointed by 
the New Republic, published by | 
Ecitorial Publications, New York, | 
to conduct an extensive radio ad- 
ve tising campaign on behalf of 
the magazine. A _ coast-to-coast 
spt announcement campaign be- 
21's immediately. 


_ 


/ Effective with |. 


7wi| Final closing, noon | 
8 Sse Monday in Chicago, 
Ae CAS preceding week of 


~ 
we CQ - publication. 
‘Oy <¢. eS, 
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Three Join Behr Agency 


Charles A. Mason, who for many 
years headed the Charles A. Mason 
Advertising Agency, Detroit, has 
joined Karl G. Behr Advertising 
Agency, Detroit, as account ex- 
ecutive. Geneva Farmer, formerly 
in public relations with the South- 
eastern Michigan Tourist and 
Publicity Association, and Yvonne 
Marshall, previously with Simons- 
Michelson Company, Detroit, have 
a added to the Behr creative 
staff. 


Watches Sold Direct 


Although a large part of Swiss- 
made watches move’ through 
wholesalers, Benrus, Bulova, 
Gruen and certain other nationally 
advertised foreign-made watches 
are sold direct to dealers, rather 
than through wholesalers, as re- 
ported in AA Feb. 4. 


to Kansas City and Fort Worth, 
Montgomery Ward Tex., house branches. 
The suit, based on a complaint 
Sued by OPA for filed a year ago by Donald Mont- | 
=f,8 gomery, consumer counsel of the 
Shifting Accounts CIO’s United Automobile Workers, | 
Chicago, Feb. 19—The OPA has asks an injunction and transfer 
filed suit in federal court here to |%@¢k to Chicago of the accounts in- 
restrain Montgomery Ward & Co,|VOlved. No claim for damages | 
from transferring 176,000 customer |@s been made. 
accounts from Chicago to other eases | 
cities where higher prices on cer- : 
tain articles allegedly prevail. Refrigerator Group 
Maximum price regulations cover- | to Meet March 4-7 
ing apparel and household furnish- Refrigeration Equipment Manu- 
ings were violated, OPA contends.'|facturers Association and the Re- 
The OPA asserts, for example, |frigeration Equipment Wholesalers 
that customers who formerly re-| Association will meet at the 
ceived Chicago catalogs and now Stevens, Hotel, Chicago, | March 
receive the St. Paul books must) . 
ages, strikes and pore impedi- 
co — prices for men’s Jeg, | ments to full production. Each 
and other items. Similar allega-/| association will meet separately 


tions are made on accounts shifted during the convention period and 
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a joint session of the two groups 
will be held March 7. 


‘Journal’ Ups Layman 


Don Layman, formerly assistant 


'to the publisher of American Vo- 


cational Journal, published by 
Scholastic Magazines, New York, 


/has been named publisher of the 


magazine. William Dow Boutwell, 
formerly managing editor of the 
magazine, has been appointed as- 
sistant to Mr. Layman, in charge 


|of advertising promotion. 


SIGHS OF LONG LIFE™ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manutacturing Comperation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Tredemarks Reg. U.S. Par OF 


NEW HIGH IN 
CIRCULATION 


Last month The New York Times circulation, both 
weekday and Sunday, went to the highest January 
level in Times history. At that there was not enough 
newsprint to meet anything like the full demand. 


Weekday sales averaged 546,954—a gain of 67,558 
over January 1945 and 130,733 over January 1944. 


Sunday sales averaged 877,706—an increase of 
72,037 over January 1945. 


Further high records may be expected when 
newsprint supplies become more plentiful, because 
the eagerness of readers for The Times is greater 


than 


it has ever been. 


he New Pork Gimes 


“ALL THE NEWS 


THAT'S FIT 


TO PRINT” 
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New G&W Drive 
for Penn Whisky 


Based on Survey 


Detroit, Feb. 19.—In order to 
meet a “more highly competitive” 
postwar whisky market, Gooder- 
ham & Worts has developed a new 


Full-color advertisements in the 
Magazines and black - and - white 
ads in daily newspapers will spear- 
head the campaign, augmented by 
painted bulletins, window and 
back-of-bar displays, blotters, cal- 
endars, napkins and similar items 
for bars and clubs. 


‘Jefferson County Union’ 


Next AANR Food 
Editors’ Meeting 
Set for April 29 


San Francisco, Feb. 20.— Food 
editors from the entire country, as 
well those of the 11 western states 


Advertising Age, February 25, 19 5 


WERE ARE THE BASIC MATERIALS YOU NEED...NOW! 


GOVERNMENT-OWNED WAR SURPLUS 


iy 


J. Rubin, Gilman, Nicoll & Ruih- 
man; Al Stanley, Scripps-How: rq 
Newspapers, and Joe Chamb-;. 
lain, Keane Fitzpatrick. 

Purpose of the conferences is to 
provide first-hand information to 
food editors and acquaint thm 
with developments in the hone 
economics field. 


—__—_—_—_—_—_———. \ 

aa : ; : directly concerned, are expected to e 

el ag re ake tauainn bot Switches to Daily attend the first Pacific Coast con- Seeks to Increase a 

“a sumer magazines and 115° daily The weekly Jefferson County eoreige of newspaper food editors Interest in Archery = 
; pavenenins wil be used. Union, Fort Atkinson, . Wis., ere April 29-May 3. The con- 


ference, one of a series in leading 


Ben Pearson Company, Pine 


The ne isi jg |f0unded in 1870 by W. D. Hoard, | *€rence Bluff, Ark., has set up a large 2p. & sis 
oceania pec steered aan han will become a full-size daily news- cities, is sponsored by the Ameri- propriation for the promotion of Ra 
company had made by a statistical |P2Pe" March 1 and will be pub-|can Association of Newspaper Rep- archery as a national sport. The f to! 

: nade by ‘ lished evenings except Saturday |resentatives. cs campaign will start after the re. ar 
research organization to determine|and Sunday. The publishing com-| Leading companies and groups Se SA. lease of the Columbia picture, ‘ihe av 
preferences, : product knowledge| pany, W. D. Hoard & Sons, Com-| which will provide demonstration Bandit of Sherwood Forest,” which * 
and advertising awareness of|pany, also publishes Hoard’s Dairy- and excursions for the five-d A uses bows and arrows furnished 
whisky buyers in two large cities.|™a@”, national dairy farm maga- meeting include Kell ies ae aa <i: | by Pearson, capitalizing on the § the 
On this information the company’s | 7"¢: ’ Ss F Pacifi we ot Callen “An SSS Ss | prestige resulting from the picture, J siz‘ 
-_ agency, Maxon, Inc., Detroit, cre- Display space in the new daily|SPerry, Pacific Coast Coffee As- SURPLUS—This Wer A re Tracy-Locke Company, Dallas & goo 
" ated a campaign built around eart will be sold at a flat rate of four | S0ciation, General Electric, West-| >“! is War Assets Corp. ad, |is the agency handling the account. § tisir 
t ; Y|cents per agate line. inghouse, National Biscuit, Loose-| listing surplus chemicals and paints, is TRALEE «2 
American tavern signs, as symbols Wiles, California Packin Cor ne appearing in a list of business papers |, 7. - 
of hospitality. A sign similar tol Bannister to ‘Iron Aqe’ _ |tion, Ameri S orpore- this month and next. Scholastic’ Ups Rate citer 
the old tavern signs featured in annis = io Tn. cae eter See Ge ae po Effective with the Jan. 6, 1947 Jj" 
each ad of the series will bear the ts Fred Bannister, formerly adver- Wine Institute isndilatittecenand Fr Committee chairmen | issue, Scholastic Magazines, New §"?" 
William Penn name, with a cap- aoe manager of Fafnir Bearing Don Si f Paul include A. S. Babcock. Jann &| Y°rk, will increase its advertising Jj ‘!@" 
; tion, “Signs of Old Fashioned Hos-|~O™P&8ny, New Britain, has been| on Sias of Paul Block & As- ; : page rate to $2,000, based _on a see 
a pitality.” named advertising manager of|sociates, president of the San Fran-|elley; Walter _ Hay neman, Paul circulation guarantee of 650,000 are 
: . Iron Age, New York. cisco chapter of the AANR, is Block & Associates; Charles R.| Present rate, based on a guarantee amp 
4 Jamison Jr., Jann & Kelley; John| of 500,000, will continue through J. 
7" Eggers, O’Mara & Ormsbee; Louis! 1946. regic 
sent 
| "hs. new 
+8 secti 
4 rina 
¢ J. EB. 
- e ern 

Multiply Bett = 

yp y y and | 


11% million times 


. 


nd you get the 1114 million young women in America 
between twenty and thirty years old. 

They're America’s greatest shoppers—they buy everything 
you want to sell. They buy for the youngsters they have 


| k , Py , 
—GONINS, Mer 
| 

| ; 7 


or will have, they buy to furnish their comfortable tising 
homes, they buy for their attractive young selves. = 
Eighty-seven per cent of these young homemakers with Be 
young children do their own housework, and have | : hibiti 
definite preferences about the household appliances they'll | ! ® leita 
buy when their budgets permit. They manage those | / be old 
household budgets well, by the way—two out of every — Sen 
three of them shop economically in self-service we showr 
stores and pick out the brands they want. | &y towns 
They are the bread-and-butter of America’s beauty | & older 
business. They keep the movies going. Without them, XN ny 
department stores couldn't exist. The things on ™ mi 
they buy for their children, homes, men-folks | 
and themselves keep the factories busy turning out | =. 
everything from kids’ clothes to vacuum cleaners. Pow 
Three-fifths of them are planning to buy or build new | Misc 
post-war homes. How? Half of those with such | Thr 
plans intend to do it out of cash savings | - bart o 
accumulated from their family incomes. | Journe 
These 114 million young women in their twenties make othe. 
up America’s eagerest market. hen a 
More than 34-million of the smartest among them are the Ja 
buying Topay’s Woman each month at their A re 
newsstands, They buy it because it’s new, it’s alert, it’s stale 
alive—it’s like them. Topay’s WoMAN is awake to what hould 
smart young women want. It is edited specifically to serve en ed 
them. It is interested in their interests. pages 
Reach today’s smart young women in the magazine they / . ere 
read. Talk to them in Topay’s Woman, their own magazine. a 


/uliyi Won of 


* / y 
The Young Woman's Service Magazine Z ; 
y 


PAWCETT PUBLICATIONS, INC. 


\ 295 Madison Avenve, N.Y. 17 4 
World's Largest Publishers 
of Monthly Magazines Ps 
_ 
” * 
a ‘ 


ae “ig 43 : - " a os -.. # , : > * 7 Prey Ee a rr ae ee # * be Saas ie: 
ae eaiess : F * < i F eR Pa Se + ia nf Me ™ eo es ie sme a Ho - Mises is ae 
— « ae 
A | | 4 
— 
i —s# Chimleals : 
om j . papel meals — er hee Ses) [ 
a Sag... 
, pone - « 
, 7 a “i 
a pai shoul 
ry / _ 5 Minn 
7 _— ! 1 sti 
‘gloat a Minn 
oi | a 7 } Tribu 
Me . ia 3 : ss! are s 
. = a ; 
sata 
* 
a : ; 
4 | 
ee 
Pe 
pe 
= / , AS | me 
: | fe fe \ AL DEA wal 
| To oo, ae MATERIAL | 
. 7) i - sl auc. LUMBER AND ae 
4 > oa oe AMONG ut — cIRCULATIOT VOLUME — Lf 0 
| "4 ‘ si ll ae oe al inrLUENCE © a 
| Te “ie gy LEDERER "ies 
- a . A a ele a een . on main Set . of 
| = “Lp 4] TEREST | 
a, i a, en ae ns “| 
i a . : : ee | ce LUM wo pia — Eee, WORE PNY Pare ene i e: 
~ | — : —\, ‘ : 7 ll “ee AN oe ST. 
; si : — Peal = \ ao 4 
| us 


25, 19 § 


Advertising Age, February 25, 1946 71 
& Ruih- : ; ; ; 
' rf - - lines were commercial display; . |Giants on WMCA, New York i 
How: rd \ artime Ads Will National (running in all three edi- Pabst, White Owl an approximate cost of $200 000. Hammond Appoints YGR 
hamb -r. ff R tions), 135,832 lines of 316.6 pages, . The contract had not been signed | rove seer eee oo Company, 
aan fk 1Iy O ’ alston Fs niga 91,380 were commercial Sign N. Y. Yankees when ADVERTISING AGE went of eo "ie eekanes yun t 
is to . af ress. sie : : . 
ation » FT ealers Are Told |... Jointly on WINS ° eres leffective’ July In The George Ht 
m ' MBocoya 
e hore tlanta, Feb. 19.—The use ot | Offers Ad Course New York, Feb, 19—Pabst Named Sales Head cc Siem Se deere 
ac ertising during the war years|.. A course in advertising produc- | : pe ; W. B. Murray, formerly with Pet |‘° Poe Seen Savers 
wan Gillen supplies in many tion will be offered this spring by Sales Company, Chicago, and Gen- Milk Sales Camseration Salt Lake | Until that date. 
~ ‘tically sh ; the school of advertising of the|eral Cigar Company, for White! city “has pb i | 
le ca’, co eae Pay | Golden Gate College, San Fran-| Owl cigars, have signed a joint | pohtenr of Seninene sea Basen 
ofi in big dividends when 'S-Vays' | cisco. Early spring sessions at the| contract to sponsor the 154 base-| ucts Company Gan ~ Rape wonth pe 
—-lling days—arrive, and they/school are featuring twa other| pall games played by the New/|ceeding Leo L. Doolan, resigned qe oa 
y, Pine [J ar coming soon, W. P. Hays, as-| courses, in general advertising and| york Yankees during the 1946 pisabhatjedihel Do you have a 
arge «p- sis. ant director of advertising of| advertising media. The 16-session season on WINS, New York L g Bip 
otion of #§ Ra ston Purina Company, St. Louis, |Ccourse in ad production is being| ““p),._py-p] deacei ian ‘of th owe Named A.M. | product that fits. 
rt. The tok’ a recent conference of com-| developed by a committee of the es eee. o eo] Wk Lowe, prior to the war : 
the re. any dealers here. San Francisco Advertising Club, | 8@mes, played between mid-April) servile assistant to the sales man-| re 
ire, “The P A ddressing the first southeastern | cooperation with the San Fran-| and the end of September, will be | ager, has been appointed advertis- | fi , the a) 
t,” which P ‘ py ciiinsints of tn tind tines |e Club of Printing House| handled by Mel Allen and Russ|ing manager of the floor covering | : 
urnished a. b Craftsmen. Hodges. Agencies in charge are|division, The Paraffine Com-| BAKERY MARKET? 
On the jm the war Degen, Mr. Hays empha- cnet Warwick & Legler for Pabst, and | panies, Inc., San Francisco. | 
picture, [Mj sized the importance of continued Names Hort N J. Walter Thompson Compan; for —a , 
Dalias goodwill and institutional adver- es Forton-Noyes ty: ed 
| fe. ne cigs ,_ | White Owl WMIS Names Rambeau scat ak eee 
account, MJ tising as well as advertising with| Horton-Noyes Company, Provi- A ‘d t trast | ‘ Announcement on page 
an immediate sales appeal. He/| dence, R. I., has been appointed to Sen etge hen tytn wee 5, |, station WMIS, Natchez, Miss., Advertisien A e 
te cited outstanding examples of war-|handle the account of Brown &| Ported under way this week tee apointed William G. Rambeau a 
x ion ine soectaing by soe of tool tare ek, Compe, Ponibgaen eae ee ae eee ee 
on ow nation’s major companies and de- F g - : 
vertising clared that this advertising will 
ed on a see results when civilian products 
650,000, JJ are once more on the market in 
fuarantee # ample supplies. r 
through J. B. Pullen, St. Louis southern 
regional livestock manager, pre- 
sented several of the company’s C mp th tw 
new products, including DDT in- 0 are ese 0 
secticides with which Ralston Pu- * 
rina has experimented extensively. : tt h d h f 
J. E. Streetman, St. Louis, south- e er @a S, Cc ie * 
ern region poultry manager, dis- b6 Ey 
cussed distribution, merchandising t f d t 
myn ape Ours says... out of date! j 
ig ‘Sa 
44% in Minnesota 
Oppose Liquor Ads 
Minneapolis, Feb. 19.— Liquor 
should not be advertised, 44% of 
Minnesotans believe, according to 
a statewide poll taken by the 
Minneapolis Star-Journaland 


60 


Tribune. The survey shows 50% | 
are satisfied with present adver- | 
tising of liquor, and 6% are un-| 
decided, 

The study indicates that half of 
all women interviewed favor pro- 
hibition of liquor advertising. Only 
two out of five men favor a ban 
on such advertising. 

Sentiment against liquor ads is 
shown to be strongest in small 
towns and on farms and among 
Ider people. In the 21-29 age 
group, 60% are not dissatisfied 
with the ads, compared with 31% 
in the over-60 age group. 


Poultry Journal’ | 
Miscalculates Linage 


Through a clerical error on the 
part of its staff, American Poultry 
ournal reported erroneous figures 
bn its advertising linage for the 
annual tabulation of farm publica- 
tion advertising which appeared in 
the Jan, 21 issue of AA. 

A recheck of American Poultry 
journal volume for the year in- 
ficated that the figures for 1945 
‘should have been as follows: East- 
rn edition, 208,352 lines or 485.7 
pages total, of which 118,989 lines 
vere commercial display, exclu- 
‘ive of poultry, livestock and 
‘lassified advertising; Central edi- 
on, 176,521 lines of 411.5 pages, 
‘ which 103,067 were commercial 
‘splay; Western edition, 146,299 
nes or 341 pages, of which 94,893 
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LOOK IT UP in 
the MARKET DATA BOOK! | 


Is it time to design your next letterhead?... 


Make this simple test. Compare 
your letterhead with the first 10 let- 
ters you get today. Is your letterhead 
the efficient-looking, up-to-date rep- 
resentative of your business that it 
should be? Or is it—frankly—a busi- 
ness liability? 

Hammermill’s management-idea 


book, ‘‘ Your Next Letterhead,” shows 
how to evaluate your present letter- 
head, improve it, or redesign it en- 
tirely. Concisely it gives the essentials 
of effective letterhead design, with 
some 26 examples of good arrange- 
ment. Send the coupon below for 
this practical ‘show how’”’ book. 


LOOK FOR THE WATERMARK ...IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


SEND FOR THIS FREE BOOK! The coupon that brings you this useful book 
will also put in your hands the sample book of new Hammermill Bond, showing how 
this fine paper has been improved in quality and color range since war’s end. 


PS ee we eee ees 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pa. 


Please send me— FREE — “Your Next Letterhead” and include 
the sample book of new Hammermill Bond. 


NOMMERM ae 
BOND 


Companion papers for office use include 


Name 


Position 7 . . . 
(Please attach to. or write on, your business letterhead ) AA-2-2 
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Pillsbury’s 1946 
Calendar Based 
on ‘AA’ Report 


(Picture on Page 79 ) 


Clinton, Ia., Feb. 20.—An article 
in ADVERTISING AGE last year (AA, | 
March 19) supplied the inspiration 
for Pillsbury Mills’ 1946 calendar, 
which is built around a 52-page 
weekly pad carrying small ads, 
seasonal in nature, planned to help 
broaden the use of Pillsbury prod- 
ucts. 

Last March, ADVERTISING AGE re- 
ported the successful calendar of 
the Frederick Post Company, Chi- 
cago, which included descriptive 
copy on Post’s products, prices, and 
order forms to be cut off and 
mailed in. Pillsbury Mills’ feed 
mills division thought it was a 
good idea. 

Like Post’s calendar, Pillsbury 
Mills’ calendar is distributed with- 
out charge, and field men are in- 


stores are preferred locations, but 
small-town banks, filling stations 
and other spots are not neglected. 
Unlike Post’s calendar, Pillsbury 
does not seek mail order business. 
Carefully timed to the season, 
pages in Pillsbury’s calendar re- 
mind the farmer that Pillsbury’s 
dairy feeds mean profit, and they 
suggest to the woman who buys 
growing mash that “now” is the 
time to start a bunch of broilers. 
The human interest illustration 
for the calendar, by Stan Ekman, 
Chicago artist, depicts a couple of 
small fry playing “live stock show” 
in imitation of 4-H and FFA mem- 
bers who will be “a large and dis- 
criminating market for our prod- 
ucts in years to come.” The cal- 
endar was produced by Wall 
Catalog Company, Chicago, under 
the supervision of M. E. Cook, 
Pillsbury’s advertising manager. 


Advances Capelle 
E. A. Capelle has been appointed 


structed to have it hung wherever 
possible in public view. Dealer 


general sales manager for Canada 
of the Taylor Instrument Com- 
panies of Canada, Toronto. 


Advertising Age, February 25, 1 


goods jobbers, as well as dep 
ment stores and other retail 


Garfield & Guild American Oil 


Adds Drucker, Stahl | ‘lets. 
Murray D. Drucker, formerly Announces New | Agency is Joseph Katz C 


| pany. 
| 


| Name Abbott Kimball 


19—American| Granat Bros., manufact 


with the New York office of Young ° 

& Rubicam in radio sroduction, AAOusehold Line 

has joined the copy department ot 

the Los Angeles office of Garfield | 

& Guild, and also will be in charge; Baltimore, Feb. ; : 

of radio production. |Oil Company will market later | Jeweler, and Robert Kirk 
Clarence H. Stahl, formerly di- | this year a new line of household |™e"S and women’s sports, 


rector of art and advertising for | aligee~ sy store, have placed their accc 
the Farmers Insurance Daocene. | specialty products in its operating| with’ Abbott Kimball Com; 


Los Angeles, and more recently | territory from Maine to Florida. | San Francisco. Granat pla: 


with the advertising department of | Introductory advertising, because| campaign in style magazines 


(Picture on Page 79 ) 
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Rexall Drug Company, has been/|of critical conditions in the can- turing its brand slogan, “Tempc req 


iamed art airector of the agency’: | ning and other industries, is not) mountings.” 
4os Angeles office. planned until late spring. | ea 

———_ “Immediately available are two| Names Sales Manager 
Warner Named A.M. Amoco insect sprays containing 1% | 


Raymond A. Gibson, assistan 


L to 


W. S. Warner, who for 14 years, 29d 5% DDT, Amoco French dry|the vice-president, has been ap. 
operated his own agency in San | cleaner, home oil and Door-Ease, a | pointed sales manager of the Elec. 
Francisco, has been appointed ad-| stick lubricant for squeaky doors.) tric Light Company, Hartford, 
vertising manager of Keeler’s Ho- Conn. John R. Donahue, formerly 
tel and Restaurant Review anda Has Other Products | with the Hartford Times, has been 
Beverage Industry News, San |/named director of information and 


Other products include auto | publicity for the utility. 
polish, chrome and metal polish,} 


' so self-polishing wax, disinfectant, | . 
Engraving Firm Moves window cleaner and cream tuni. BUrleigh Advanced 


Electro - Matic Engraving Com-| ture polish. 
pany has moved to larger quarters | 
at 10 W. Kinzie St., Chicago 10. 


Francisco, 


'drug, grocery, hardware, and dry | ager. 


“And this proves, beyond doubt—" 


. + « @ fact known to mental wizards, radio time buyers and 


William Burleigh, with the sales 
staff of WSPR, Springfield, M: 


. ; ‘ 1SS., 
The line will be sold through) has been promoted to sales man. 


oe. 


yT%, G2 4 2%+3)4 
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Look at 


that pup 
. boss the 
' litter! E¢ 


retailers on old Erie's shore— 


LOCAL MERCHANTS BUY MORE THAN TWICE AS MUCH 7 4 


See that ” 
shy little aid 
one all by 
| himself. 


TIME ON WHK AS ON ALL OTHER CLEVELAND STATIONS 


COMBINED! 


WHK 


Represented by 


RETAILERS’ CHOICE IN CLEVELAND | 


YES! Out of a crowd, men 
and women single different 
objects. Most feminine eyes 
focus on the magazine single- 
mindedly devoted to their 


interests — 


Paul H. Raymer Co. 


BASIC MUTUAL IN CLEVELAND 


THE MAGAZINE WOMEN BELIEVE IN 
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Million Video 
Sets This Year, 
Industry Says 


(Continued from Page 2) 


complete consoles with AM, FM, 
18x20-inch projected video and 
record changers would market for 
approximately $500. 

E. P. Toale, standard radio re- 
ceiver sales manager of G-E, re- 
ported that labor and pricing diffi- 
culties had delayed his firm’s orig- 
inal program for marketing tele- 
vision sets during the first half 
of 1946. The lowest priced G-E 
set, using a 10-inch direct-vision 
tube, will probably retail at 
slightly more than $200, Mr. Toale 
predicted, 

Next up the G-E price ladder 
will be a projection-type set using 
a 5-inch tube and a 16x22 picture. 


models are “perfected,” while a|ket before the war, Hallicrafters | ager, says that Scott will not com- 


6-inch projection model is in “ad- | 


vanced” laboratory stage. 

Fred Cross, advertising manager 
of Stewart-Warner Corporation, 
reported that his firm’s laboratories 
have practically completed testing 
of receivers and are “ready to go.” 
With due regard for labor prob- 
lems of various parts suppliers, 
Stewart-Warner hopes to have 
television sets on the market by 
this fall. Dealers may possibly 
have samples by August. 

Although prices are uncertain, 
the firm hopes to produce an FM- 
AM-video combination at around 
$200. A complete console model, 
including a record changer, should 
retail at approximately $400, Pro- 
duction of AM table models now 
exceeds 1,200 a day. Toughest 
bottleneck is cabinets. With wood 
searce, present models are all in 
moulded plastic cabinets. 

Refusing to engage in the color 
vs. half-tone controversy, The 
Hallicrafters Company is experi- 
menting with both. Catering pri- 


has expanded heavily in the com- 


/mercial and light plane aviation 


fields. Postwar consumer models 
will be marketed under the Echo- 
phone label. 

Holding that there is a place 
for both systems,. Hallicrafters 
claims that the present standards 
of black-and-white are “ready to 
go,” and that color service should 
be licked in the near future. Pol- 
icy is to keep models of all types 
ready to go and up to date. Deal- 
ers were recently shown a finished 
16x20 projection model, The Echo- 
phone line will include a complete 
range from the smallest AM cab- 
inet model to the largest console 
combination. 


Scott Starts at $937 


admitted Rolls Royce of the field 
in both price and quality, is con- 
tinuing production and sale of its 
fine console FM-AM models at 
prices starting at $937.50. E. J. 
Halter, vice-president, advertising 


'Evanston, producer of the Erla 
E. H. Scott Radio Laboratories, | and Sentinel lines, hopes to get 


| radio, starting at around $150 this 
\fall. Moving this spring to a new, 


bine audio and video until he is | 
convinced that buyers will have} 
“good solid, honest merchandise.” | 

“The field is in its infancy,” he| 
stated. “There are bound to be 
many changes, and investments in 
combination sets can become obso- 
lete in three to six months.” 

Scott plans call for producing 
and selling the best possible FM- 
AM sound equipment in one cab- 
inet, and the bes¢ current sight 
receiver in a separate unit. Buyers 
are told that the sound receiver 
will be good for years, while the 
video is definitely experimental, 
subject to obsolecence and re- 
placement should standards 
change. 

Electrical Research Laboratories, 


into production of direct-view tele- 
vision sets, with AM and FM 


single-story plant west of Evans- 
ton, Erla is keeping pace with de- 


73 


must follow the leadership of the 
eastern makers to stay in com 
petition. 

A New York Herald Tribune 
survey today reported that six 
television set manufacturers are 
backing RCA in its opinion that 
color television will not be prac- 
ticable “for at least five more 
years.” They are Majestic Radio 
& Television Corporation, St. 
Charles, I1L; Crosley Corporation, 
DuMont, Emerson and Philco. The 
report said both G-E and Westing- 
house Electric Corporation “are 
associated with CBS on an ex- 
perimental basis.” 


Joins Parents’ Institute 


David Frederick, former editor 
and publisher of Tide, has joined 
The Parents’ Institute, New York, 
publisher of Parents’ Magazine, 
Parents’ Junior Quality Group and 
other publications, as assistant to 
George J. Hecht, president. Mr. 
Frederick served during the war 
with the OWI, as director of war 
programs, and also with the Treas- 


Allen B. DuMont Laboratories marily to the amateur “D-X” mar-|manager and general sales man-|velopments, but admits that it|ury Department. 


linked with Paramount Pictures 
Corporation and the Chicago Bala- 
ban & Katz experimental opera- 
tion, plans to market two general 
types of television receivers, both 
using direct-viewing cathode ray 
tubes, this summer. Ernest A. 
Marx, general manager of Du- 
Mont’s television division, in-| 
dicated that final pricing would 
depend upon the company’s ex- 
perience in determining consumer 
preference with this year’s models. 
Western Makers Fluid 

Philip Gillig, sales promotion | 
manager of Emerson Radio & | 
Phonograph Company, set early | 
summer as his company’s goal. He | 
indicated that his firm would pro-| 
duce both table and console models | 
of the direct-viewing type in pop- | 
ular-price ranges, following with 
projection types as soon as facili- | 
ties permit. 

Earl L. Hadley, director of ad-| 
vertising and sales promotion for 
the radio and radio-phonograph 
division of Bendix Aviation Cor- 
poration, Baltimore, reported that 
Bendix expects to have television 
sets in production in the early fall, 
probably in the $200-500 price 
range. 

Most manufacturers besides 
Zenith in the big Chicago elec- 
tronic center reported that they 
were experimenting constantly 
with both the 50 megacycle black- 
and-white and the higher fre- 
quency color systems. Virtually 
all of them have black-and-white 
sets either ready for production as 
soon as parts are available in 
quantity, or in final laboratory 
testing stages. 

Always substantial factors in 
the popular-priced fields, they in- 
dicated that they cannot afford 
to let the big eastern factories get 
the jump on production, and that 
they would be ready with com- 
petitive sets as soon as any of the 
Big Four were ready to promote 
ineirs, 

Victor A. Irvine, advertising 
manager of Galvin Mfg. Corpora- 
ton, large prewar producer of 
Motorola automobile radios, re- 
borted that his firm now has pilot 
nodels of a complete television 
line, and is shooting for early fall 
vbroduction. Smallest model is of 
‘the 10-inch lens direct-view type. 

Now in substantial production of 
AM Motorola car radios and home 
‘able and floor models in wood 
abinets, Galvin is concentrating 
n developing commercial markets 

FM two-way communication 
ystems. | 


Others Ready to Go 


R. A. Graver, vice-president in | 
harge of radio for Admiral Cor- | 
boration, said that his firm is 
Making every effort to get into 
vOlume” production with both 
‘able models and combinations in 
“e last quarter of 1946. Both) 
inch and 10-inch direct-viewing | 


“Tf you're looking for a good daytime show, brother... 


Listen to AB C ‘ 


T’s easy to see why so many women 

won’t listen to anything but ABC 
programs all morning long. Once 
they’ve heard the Breakfast Club, 
Tom Breneman’s Breakfast in Holly- 
wood, My True Story, and the rest 
of our popular morning line-up, 
they’re more than content to tune in 
their ABC station when they get up 
—and leave their dials set. 

That’s why ABC is the most- 
listened-to network every weekday 
morning. Four out of the five top- 
ranking network morning programs 
are broadcast on ABC (Hooper). 

This didn’t just happen by itself. 
ABC built up the nation’s greatest 
morning radio audience, first, by de- 
termining what sort of programs 
women listen to; and second, by pio- 
neering in new types of program 
techniques, developing new shows, 
improving station facilities and cre- 
ating effective audience promotions. 

And now this same technique is 


being applied to the afternoon. Just 
look at this Monday-through-Friday 
line-up: Baukhage; Constance Ben- 
nett; John B. Kennedy; Ethel & 
Albert; Bride and Groom; The Al 
Pearce Show; Ladies, Be Seated; Jack 
Berch. No doubt about it, if you 
want to reach women with daytime 
programs, morning or afternoon, 
ABC is your most practical buy. 

During evenings, too, there still 
remain some desirable periods when 
ABC can carry your sales message to 
Twenty-Two Million* radio homes, 
whose occupants possess 92% of the 
nation’s spendable income. If you 
want to cover this rich, concentrated 
market, buy ABC. 


*Night-time coverage. This figure continues to 
climbwith steadilyimprovingstation facilities. 


7 REASONS 
why more leading advertisers 
sit up and listen to ABC 


1. ECONOMICAL RATES— Network X costs 
43.7% more than ABC per evening half- 
hour, Network Y costs 28.7% more. 

2. REACHES 22,000,000 FAMILIES, who 
have92%of the nation’sspendable income. 

3. EXPERT PROGRAM SERVICE available if 
and when you want it. 

4. EFFECTIVE AUDIENCE PROMOTION that is 
making more and more people listen to 
ABC. 

5. GOOD WILL—a nation-wide reputation 
for public service features that present 
all sides of vital issues. 

6.195 STATIONS — eager to cooperate in 
making every program a success in every 
way. 

7. PRACTICAL TELEVISION— program-build- 
ing on an economical! basis. 


American Broadcasting Company 


A NETWORK OF 


195 RADIO STATIONS SERVING 


AMERICA 
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Benton & Bowles 


Places NAM Copy; 
Bowles Blasts It 


(Continued from Page 1) 
stock at that time, after prolonged 
negotiations which assured that) 
the greater part of the shares! 
would be distributed to employes 
of the agency, and the remainder 
held in the treasury for future dis- 
posal to individuals active in the 
business. 


Not ‘Vice-Chairman’ 


Reminded that the December, 
1945, issue of the Standard Adver- 
tising Register’s agency list shows 
him as vice-chairman of Benton & | 
Bowles, the stabilization chief said | 
the Register was in error, and that | 
the post of vice-chairman—purely 
an honorary one—had been abol- 
ished at his request in June of last 


' duction]. 


year. This detail was also reported 
in the AA story last year. 

He added that even prior to final 
disposal of his stock in the agency, 
he had had no authority over se- 
lection of accounts, or the policies 
and techniques employed by the 
agency. 

Before the House banking and 
currency committee this week, and 
over a CBS network Tuesday night, 
Mr. Bowles fanned his feud with 


|'the NAM to white heat with the 


assertion that “I just don’t believe 
Americans are going to be gullible 
to swallow that [the NAM asser- 
tion that elimination of price con- 
trols would greatly increase pro- 
The NAM is asking us 
to accept one of the most irrespon- 


sible arguments that has ever been 


attempted within my memory.” 


Buyers’ Strike Certain 


On the contrary, he 'said, if con- 
trols were taken off there would 
be a wild scramble for materials, 
in the course of which costs would 
rise to such a point that a buyers’ 
strike would inevitably result. Ad- 


mitting that there must have been|a new incentive program now in| 


inequities in administering a pro-| 
gram of such magnitude, he never- | 
theless insisted that on the whole 
“we were never in our history ina 
period when there was less hard- 
ship on American business.” 

Mr. Bowles was reluctant to 
commit himself too far ahead in 
his testimony, but under question- 
ing he said that all price control 
should end by June, 1947, except 
for housing and rent. He pointed 
out that there had been bad guess- 
ing last fall, and that the govern- 
ment had moved too fast in strip- 
ping off controls. 

The “bulge” in the price line as 
a result of the new pricing policy 
would be felt largely in metal 
goods and consumer durables, he 
said. Food, which makes up 40% 
of the cost of living, will be held 
if Congress extends the subsidy 
program, and the rent line “can 
and must be held.” Current pric- 
ing adjustments will not have too 
much effect on apparel, he added, 
and even a possible minor effect 
may be rapidly eliminated under 
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preparation. 
Will Keep Hands Off 


As far as the Benton & Bowles 
—Bowles stand on NAM is con- 
cerned, it seems obvious that the 
agency will not influence Mr. 
Bowles’ actions, and vice versa. 
While there are any number of 
similar examples in the agency 
field of men who have severed 
their connections with the busi- 
ness, leaving only their names be- 
hind them, none has ever before 
arisen with so many possible po- 
litical and economic implications 
for the whole country. 

The agency took over the bulk of 
Mr. Bowles’ stock in 1943, and ac- 
quired more of it when he went to 
Washington, ADVERTISING AGE was 
told last year. What was not pur- 
chased by one or the other of the 
17 active executives who now own 
the agency was placed in the treas- 
ury for eventual distribution to ac- 
tive participants in the business. 
William B. Benton, co-founder 
with Mr. Bowles of the agency in 


Art Directors 
Invite Entries 


in Poster Contest 


Chicago, Feb. 21.—The Art Di. 
rectors’ Club of Chicago announce, 
this week that the annual exhib; 
of outdoor advertising art, sus- 
|pended during the war, will be 
'resumed this year. 
| Any advertiser, agency, artist o; 
lithographer may submit origina] 
designs used on 24-sheet posters or 
painted bulletins, posted or repro- 
duced during 1945. Entries must 
be sent to the Outdoor Advertising 
Art Exhibition Committee, 515 § 
Loomis St., Chicago 7, not later 
than March 6. 

The exhibition will be held from 
March 14 through March 30 at 
Marshall Field & Co., with presen- 
tation of awards to be made at a 
luncheon there on the opening day 
of the show. Outdoor Advertising 
Incorporated will publish the win- 
ning designs in its book, “The Best 


*Here’s the sequel, Mr. Brudig. Ys, 
you can have The Reader’s Digest, Mr. Brudig, 
and what’s more you can now have it in your own 
language! For your country, Denmark, is the first 
formerly occupied territory in which The Reader’s 
Digest will be published. ‘Det Bedste fra Reader’s 
Digest,” as the new Danish-language edition is to 
be known, will be printed in Copenhagen by Egmont 
H. Petersen Fond with the initial issue scheduled 
for March. Circulation is anticipated at 125,000 
with a guarantee of 100,000. 


and now 
there are SIX 


The Reader's Digest is now published abroad in 
Spanish, Portuguese, Danish, Finnish, Swedish 
and Arabic. Total net paid circulation of these six 
foreign-language editions whose pages are open to 
American advertisers, along with the British edi- 
tion (which will accept advertising as soon as 
sufficient paper is available), is now topping TWO 
MILLION. If you are interested in Latin America, 
Scandinavia or the Middle East, write for rates, 
space availabilities and the names of 132 leading 
advertisers who are proving that Reader’s Digest 
advertising gets their products talked about, liked 
and bought. 


The Reader’s Digest Abroad 


ae 
Copenhagen Story—with a sequel* 


~ 


“Four years ago,” wrote Arne Brudig, re- 
cently, from Copenhagen, ‘‘a friend whom 
the Nazis deported to the Ukraine gave me 
the enclosed American Express check for 
$3.00. Concealed in my comb-case, it sur- 
vived many toe-to-ear searches during my 
three years in a concentration camp. Now I 
want this check to serve as my first sub- 
scription to The Reader’s Digest.” 


Department of International Opin- | 
ion. From Shukri bey El Quwatli, President of | 


the Republic of Syria:—“‘It is in the nature of the 
modern world that no nation can live in intellec- 


tual isolation. We welcome Al Mukhtar (the Arabic 
Edition) not only as a messenger of good will but 
also as a herald of understanding between nations.”* 


Letter of the Month. Digest medical arti- 
cles seem to have the same impact and influence 
abroad as in this country. This is a typical sample. 
“We are all very interested in Det Basta (the 
Swedish Edition). Thanks to the May issue and the 
article ‘—and the Deaf Shall Hear’ a son of mine 
has regained his hearing after being operated on 
several weeks ago.’—Mrs. Ingrid von Bahr, 
Stockholm. 


ional Editions of 


{dvertising is accepted in the Spanish, Portuguese, Danish, Finnish, Swedish and Arabic editions. 
Reader's Digest International Editions, Inc., 500 Fifth Avenue, New York, N. Y. 


READ BY THINKING PEOPLE ALL OVER THE WORLD 


Posters of 1945.” 

Sidney Wells, advertising direc- 
tor and vice-president of McCann- 
Erickson, Chicago, chairman of the 
exhibition committee, has named 
seven members of the jury and 
several others will be added to the 
group later. 


1929, and now a fellow worker in 
the government vineyards as As- 
sistant Secretary of State, disposed 
of his interest in the agency more 
than four years ago. 


Appoints Moynahan 

Vin Moynahan, formerly editor 
and business manager of Soda 
Fountain Service, has been ap- 
pointed general manager of Soda 
Fountain Management, published 
by Parks Publishing Company, 
New York. 


Koons Buys Stock; 
Mahoney Joins Firm 


Charles E. Koons, formerly vice- 
president and treasurer of the 
Orange County Independent Cor- 
poration, Goshen, N. Y., and pub- 
lisher of the Times-Herald, Mid- 
dletown, N. Y., owned by that cor- 
poration, has acquired from the 
Averill Harriman Interests all out- 
standing capital stock of the cor- 
poration. Mr. Koons has become 
president and treasurer of the cor- 
poration, and will continue as pub- 
lisher of the newspaper. 

Stephen P. Mahoney, of Burke, 
Kuipers & Mahoney, New York 


Four Appoint Fried 


Ad Fried Advertising Agency 
Oakland, Cal., has been appointed 
to handle the accounts of Rainbow 
Hybridizing Gardens, Placerville, 
Cal., using national home and gar- 
den magazines; Agriform Com- 
pany, Santa Ana, Cal., for Nutrisol 
concentrated liquid fertilizer; 
Home Supply Company, Oakland, 
using newspapers and later radio; 
and Shoreline Woodworks, San Le- 
andro, Cal., manufacturer of 
wooden toy novelties. 


publishers’ representative, becomes 
vice-president, and Mrs. Helena § 
/Mauro, Mr. Koons’ secretary, sec- 
| retary. 
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CH ARLESTON—RESIDENTT 

be said a Chartestonie™ © 

pays ose if he wanted to, but pro 
é 


E ON LEG 
vho lived on 


bably wouldn't qant to. 


could 


That charm and beauty still prevails but includes the entire Char!é 
ton area and is reflected in its agreeable and prosperous peop 
Here, in other words, is a paradise of sales opportunity. 


THE CHARLESTON MARKET 


5. . _.. WERTELETELERELIELERTTEL ELECT 801,500 
NS ing eno ly wt esd IN SRES CA NOONE SRM 197.400 / 
ee. RC PPPTETTTIVI CTT $480,789,000 . 
se re Cee ayee es Rebereeseeete yes ceenNs 239,752,000 
TN Rs so diaG revasv nd ee hee nesilaes 64,474,000 . 
IN ae ss 5 aiese 4 0 VA CARERS Ch 37,185,000 
BE UD. sob cgeg nen cade snectececcessabesesene 10,600,000 MK 
Figures for 23 countics based on May, 1045, Sales Management Survey of Buying 


The News and Courier 
CHARLESTON EVENING POST 


Represented by John Budd Company 


Owners of Radio Station WTMA CHARLESTON, 5 
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able habit. 

Long a goal at FTC, but never 
quite achieved, the industry-wide 
“clean-ups” are considered more 
fair than attacks on individual of- 
fenders in an industry where the 
offense is common practice. More- 
over, successful use of the “trade 
practice code” as a method of 
reform would eliminate expen- 
sive litigation. 


Would Expand Staff 


Perhaps significantly, the reor- 
ganization blueprint provides for 
an increase in the trade practice 
division staff, with a new section 
established to help industries in- 
itiate conferences and formulate 
general rules. With some 60 indus- 
try codes now in preparation, it is 
understood that FTC will ask a 
considerably larger fund for this 
work. 

Along with the _ procedural 
changes, the reorganization calls 
for structural changes within FTC, 
although the commissioners say 
that “present experienced person- 
nel will be more than adequate to 


fill any important positions that 
may be set up.” 

The radio and periodical divi- 
sion, which watches advertising, 
will be consolidated into the office 
of legal investigations, with the 
fate of Pghad Morehouse, its 
chief, unsettled. Voluntary settle- 
ments will be consolidated in a 
new division of stipulations, which 
will have facilities for informal 
discussions of proposed complaints. 


Pillsbury and GM 
Drop Flour Brands 


As a result of the government 
order calling for darker flour, Pills- 
bury Mills last week announced 
that its 74-year-old Pillsbury’s 
Best brand flour will be replaced 
by a new sack carrying the name, 
“Pillsbury’s Wheat Emergency En- 
riched Flour.” 

General Mills, in a similar ac- 
tion, is withdrawing its Gold 
Medal Kitchen Tested flour in fa- 
vor of “All-America Enriched 
Flour.” This action was forecast 
in the Feb. 11 issue of ADVERTISING 
AGE. 


15-Year Contract 
Signed by Squibb 
for ‘Oscar’ Stars 


New York, Feb. 21.—In what is 
believed to be the longest term 
radio contract ever signed, E. R. 
Squibb & Sons has made a 15-year 
agreement with the Hollywood 
Academy of Motion Picture Arts 
and Sciences to present on a new 
radio series the stars and stories 
accorded “Oscar” recognition by 
the Academy. 

Entitled the “Academy Award 
Theater,” the show will start on 
CBS Saturday, March 30, 7:30-8 
p.m., EST, replacing Squibb’s cur- 
rent thrice weekly series titled 
“Jimmy Carroll Sings.” Stars and 
stories for the initial program will 
be announced later. 


Takes Over Textron Period 


The exclusive Squibb association 
with the Academy marks the first 
time the group has entered into 
such an arrangement. Founded in 


75 


| 1927, it comprises all branches of 
the motion picture industry, and 
annually makes “Oscar” awards 
for distinguished acting, writing, 
directing and production in motion 
pictures. 

The program takes over the 
period currently occupied by Tex- 
tron’s Helen Hayes series, which 
the sponsor will discontinue March 
2, but will be continued sustaining 
by CBS until the Squibb show 
begins. 

The Squibb agency 
Cornell & Newell. 


is Geyer, 


Everett Joins Ford 

H. D. Everett Jr., formerly di- 
rector of advanced market studies 
for Time, Inc., New York, and 
prior to that with Columbia Gas & 
Electric Corporation, New York, 
has been appointed head of the 
new market research division of 
Ford Motor Company, Detroit. 


To Roberts & Reimers 

Harold F. MacCarthy has re- 
joined the staff of Roberts and 
Reimers, New York, as account 
executive. 


r\ 


Swe Cxotomen and Cw ” * 


Madam has three lovely children and a spendable 
income of $625 a year for clothing for the entire family, 
so she goes to the third floor and buys a new dress... 
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: dent Truman, the commission has 
, artist or BH .gopted a motion making its trial 
t original J ..aminers subject to the provi- 
posters or ions of S.7, the McCarren bill, 
or repro- Mhacked by the American Bar As- 
ries must # <ociation, laying down basic prin- 
dvertising Bi iples to assure fair hearings be- 
ne, he fore administrative tribunals. 
not later 
™ Might Avoid Appeals 
held from While most of the provisions of 
ch 30 at f%s7 are technical, the net effect is 
th presen- [to provide a second chance within 
nade at a the commission to correct the rec- 
ening day Mord before a case is decided, and 
dvertising H taken to federal circuit court for 
1 the win- f§ appeal. 
“The Best Under the new procedure which 
the commission is expected to 
ing direc- work out, trial examiners would 
'McCann- be required to reach findings of 
nan of the fact and to prepare “proposed 
as named §§orders” which could be appealed 
jury and {to the full commission. 
ded to the During recent hearings on the 
Reece bill, industry witnesses had 
complained bitterly that the FTC 
trial examiners were confining 
themselves to collecting testimony, 
‘m which was submitted to a com- 
rerly vice- | Mission attorney for analysis. 
ln Up to Examiners 
and pub-# Most industry spokesmen felt 
rald, Mid-@ that the findings would be more 
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as become ‘0 issue his finding, rather than an 
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of Burke, M procedure, its advocates say, is | 
New York @ that it narrows the issues that are 
e, becomes. + 
Helena S finally argued before the commis- 
etary, sec-( 100, enabling industry attorneys 


to concentrate on the aspects of 
their case which failed before the 
examiner. 

In addition to the Reece bill pro- 
vision reforming FTC internal 
procedure, the voluntary reform 
may remove the complaint that 
has been leveled at conflicting 
FTC and Food and Drug Admin- 
istration authority over labeling. 


‘No Conflict with FDA’ 


While the details have not been 
arranged, FTC promised President 
Truman that “there will be no 
avoidable duplication of effort or 
conflicts in the scientific work of 
the Food and Drug Administration 
and FTC.” 

Since Food and Drug has a con- 
siderably larger budget for scien- 
tific studies, FTC presumably will 
curtail its efforts in the labeling 
Sum eld, confining itself to obvious 
instances of false “puffs” and ad- 
vertising on labels. 

Such a program, for example, 
might mean that the commission 
would drop the disputed policy of 


p Street 
qant to. 


——— insisting on “cautions” and “warn- 
ings” on the labels of products that 
) have already obtained clearance 
from the Food and Drug Adminis- 
, Mm tration. 
ntire Chari4 
erous peop Seek Industry-wide Reform 
y. _A third important shift in pol- 
ty encouraged by President Tru- 
man may result from organization 
1,500 ‘i of an office of legal investigations, 
17.400 “li which will be responsible among 
9,000 Wl other things for “specific projects 
2,000 yg O° simultaneous investigations as 
oye ’ to all members of an industry en- 
0000 4 gaging in similar illegal prac- 
ALCS. 
of Buyino These simultaneous investiga- 
7 ons, modeled on the “drives” 


y that characterize the enforcement 
ST work of the Food and Drug Ad- 

mnistration, would be designed to 
ring about industry-wide reform, 
Preferably through a “trade prac- 
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IARLESTON, Uce code” outlawing the objection- 


smart and fashionable . 


Sun-Telegraph. 


. . for $16.75. She reads the 


Modomme has a lovely pekingese and a spendable 
income for her wardrobe that varies, according to 
whether she feels rich or poor, between $5,000 and 
$25,000 a year. She goes to the Little Salon and buys a 
new dress... smart and fashionable . . . for $165. She 
reads the Sun-Telegraph. 


7. 
People . 


— 2/77. 


. your customers and ours 


spend $6,000,000 a year to have their 
favorite newspaper, the Pittsburgh Sun 
Telegraph, in their homes. This is dra 


matic evidence of the sales potential that 


exists for advertisers who would cultivate 


these Sun-Telegraph families 


Maybe Madam reads the 


cles that are of interest to mot 


Maybe Modomme reads the 
she likes the society section . . 


Madam and Modomme read 


Sun-Telegraph because 


she likes Prudence Penny on home economics, Dorothy 
Randall on fashions and many other features and arti- 


her and housewife. 


Sun-Telegraph because 
. or just to get mad with 


Westbrook Pegler. And perhaps she looks over the clos- 
ing quotations to see how her income is doing. 


And maybe there are a lot of other reasons why both 


the Sun-Telegraph. The 


fact remains that Pittsburgh merchants know that 
Madam and Modomme do read the Sun-Telegraph for 
shopping information because day after day, week 


after week, month after month, 


over the years, they tell 


us of the amazing results they get from their advertis- 


ing in the Sun-Telegraph. 


If you're selling $16.75 dresses or $165 dresses, Fords 


or Cadillacs, outboard motors 


or yachts, both Madam 


and Modomme will read your advertising in the Sun- 
Telegraph. 


BURCH 


Offices in Principal Cities 


Sun-lelegraph 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


| 10th Floor 
Local 
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|takes longer and longer for their|the war babies are beginning to be 
books to move off the stands and| crowded off the stands as leaders 
that the percentage of returns is|return. Movie magazines, whose 
increasing. circulation is estimated at 7,500,- 

Romance and detective maga-|000, seem to be showing the same 
zines are also taking from seven| general trend, but until the leaders 


‘Dogs’ Losing Out 


as Magazine Sales 
Slow Up Slightly 


(Continued from Page 1) 


week is announcing to its whole- 
salers that it has added comic 
magazines to its distribution list, 
and will handle two comic lines. 

The Independent survey found 
112 comic books, exclusive of 


| 


to 10 days longer to move—as, in 
fact, are most magazines except 
the top leaders—and the percent- 
age of returns on these has also 
increased. Returns of sOme lead- 
ers in this field have increased 
from 3%-4% in 1945 to an aver- 
age of 6%-10% this year. 


Peak Still Ahead 


There are indications, however, 


“one-shots” or annuals and semi- | that the demand for magazines in 
annuals, and 230 non-comic titles|the detective and romance groups 


on the newsstands. 
Digest Magazines Suffer 


Of the non-comic books, prob- 
ably the hardest hit are the digest 
and pocket-sized magazines. In 
this group, Reader’s Digest and 
Coronet are more than holding 
their own as their newsstand al- 
locations increase, 


| 


with editorial content that ap- 
peals to readership has been far 
from exhausted, Macfadden’s True 


|Story last month sold 1,875,000— 


a 10-year high—while Fawcett’s 
Startling Detective, revived after 
a wartime absence, sold 92% of 
its 500,000 first printing. 

Among the confession maga- 


while the|zines, with an estimated annual 


smaller competitors find that it|circulation of 18,000,000, some of 


in the field reach the point where 
returns increase substantially, it 
is difficult for experts to predict 
what will happen, distributors say. 
One circulation manager predicted 
that sales of movie magazines 
would hit 10,000,000 or more this 
month, 


Others Move in 


In general, distributors say, the 
trend among comics, pulps, ro- 
mance, detective, movie, digest 
and similar magazines is toward 
an increasing mortality rate among 
the less hardy titles, while estab- 
lished titles and new titles with 
good editorial content tend to 
move in and take over. 

The same situation prevails to 
some extent among weeklies, class, 
fashion, and women’s and men’s 
magazines, distributors point out, 
but to a lesser degree. Women’s 


The mass market of retailers and ‘wholesalers 


selling both the large and 


A hand-picked audience of the big industrial 


buyers. 


MOST of the OFFICE EQUIPMENT 
and SUPPLIES INDUSTRY KNOW 
THE ANSWER TO THIS ONE © « 


You, as an advertiser, can specify the particular part of the office 
supply and equipment market you want to reach— 


itoun 


_ WHEN DOES — 


small consumers. 


STANDARD PANEL—The board of directors of the Outdoor Advertising Asso- 

ciation of America has adopted this standard poster panel, which consists of 

a molding 19 inches wide having a pearl grey beveled border, a projected 

yellow-gold stripe and a formed white mat. The display space of the new 

design, OAAA believes, provides maximum latitude for effective copy and 
art layout. 


“service” magazines, with empha- 
sis on home-making, are expected 
to boom as the nation’s housing 
boom focuses attention on prob- 
lems and products of home-mak- 
ing. 

Says Movement Slower 


American News Company, which 
also has Union News, does about 
40% of the total newsstand busi- 
ness of the country. American 
finds that among all classes of 
magazines, movement off the 
stands is slower. Before V-J, 
90% of American’s magazines sold 
90% in one week; today it takes 
about 20 days (part of this drop 
may be attributed to the fact that 
Umion News relies heavily on 
traveler business, and traffic on the 
nation’s transportation systems has 
been lighter in recent months). 

The leaders, such as Life, which 
are handled by American, have 
not begun to approach the satura- 
tion point. One ebullient source 
at this company predicted that 
Life’s newsstand circulation could 
reach four to five million copies. 

American’s sales were up more 
than $5,250,000 last year over 
1944, and achieved a total of $151,- 
576,944. Its returns on leading 
magazines are said to be a frac- 
tion of 1%, while the better maga- 
zines average 2% and the pulps 
and comics 10-12%. Ten per cent 
is generally considered to be the 
maximum returns for a profitable 
circulation-supported magazine. 


SM Returns Average 3% 


SM News Company, which 
handles such publications as Read- 
er’s Digest, McCall’s and Redbook, 
also reports that its operation is 
most profitable, and that returns 


on all its publications averaged 
about 3% in 1945. Its comic lines 
are still selling out, this company 
reports, 

All distributors point to the fact 
that leading magazines are stil] 
not approaching a test of their 
potential newsstand sales, since 
their additional paper is devoted 
to filling subscription back-logs, 
There is also a general agreement 
that there is room for new titles, 
but the newcomers must be based 
on more than a “fly-by-night” 
operation such as has_ been 
plaguing the comics. 

Newsstand distribution, many 
magazine @ublishers point out, 
can make or break many classes 
of publications. In general, com- 
petition has been on a less cut- 
throat level in recent years, since 
anything that was printed was 
able to sell. Retailers still average 
about 2% cents on a 10-cent maga- 
zine, 4 cents on a 15-cent maga- 
zine, and 5 to 6 cents on a 25-cent 
publication. 

Distributors point out, however, 
that when a retailer or whole- 
saler is hit with a flood of new 
titles, they will not get space on 
the stands unless they move fast, 
are well promoted and are backed 
by a favorable dealer-wholesaler- 
distributor relationship. 

Some distributors still subsidize 
new publications by giving pub- 
lishers an advance on their an- 
ticipated sales, receiving in re- 
turn contracts which give the dis- 
tributor exclusive rights and a 
larger margin of profits. 

The market for magazines, all 
sources agree, is still increasing. 
ber seca in population, in the 
|educational level, and the fact that 
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Each publication, GEYER’S TOPICS and OFFICE MANAGEMENT 
AND EQUIPMENT, may be used separately in reaching just the 
part of the market to which each book is editorially directed. 
Each will perform an outstanding job for you. 


BACK AGAIN—AND OPEN FOR your BUSINESS 


the p: 

BUT ——_ ng n 

islati 

To completely cover the entire market, both of these magazines * f ES T A J 8 A N T * ' 
are needed. They can both be used, with individual copy, at an R 

economical combination rate. ec 

GEYER’S TOPICS has been the favorite trade magazine of sta- Car 

tioners and office equipment wholesalers and retailers since 1877. ten, j 

It exerts a tremendous influence on sales and sales promotion, erfo. 


lour | 


Most Complete and Comprehensive Restaurant Buyers’ Directory. . . Dis- 
tribution Guaranteed on an ABC Basis, to 20,000 Restaurant Executives, 
Important Wholesalers, Jobbers, Dealers, Kitchen Engineers, Interior 


because it is the book that is read by all the dealers, “the 
masses who buy these lines for resale.” 
i 


OFFICE MANAGEMENT AND EQUIPMENT is the direct approach 
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e Decorators and Architects... Entire Circulation Concentrated Among 
to a hand-picked audience of BIG industrial consumers, who buy Restaurant Encoutions and Their Sunpileve. 
e for the needs of their own organizations. It is the only specialized 
is oh ta * ublication edited excl sivel for these buyers. The 1946 Restaurant Buyers’ Directory closes March 1. 
pa * P F oe ? It will be published for distribution at the big Annual 
4 , , P Restaurant Exposition in Chicago, March 26 to 28, 
e Either magazine may be used separately. Each georges 1946, and will include the following important features: 
ield. ‘ tisfi ] -hal t 
_ _ ” — - ee fe Cie aey Ore heaps 1. 5,000 manufacturers with addresses, classified by more than 500 products used by restaurants. 
magazines, ‘in combination. do a complete selling job on the 2. 1,000 wholesalers, dealers and jobbers, boued to indicate reaped a oat. ‘ # 
3. Trade name index, by which the restaurant buyer can identify a product by trade name, even +) '¢ 
e WHOLE market! ome en —— 
4. List of F.S.E.1I. members. 
e i 5. Restaurant association executives. 
« te a Rate a Data for Rates. or Write for Rate Card 6. Classified index of adeertiesre by products, cross-indered by advertisers’ company names. as 
and Other Pertinent ta. 
2 Our space is limited. Quick action is essential te 
; . CIRCULATION GEYER PUBLICATIONS BUYERS’ DIRECTORY 
5 
\ . MONTHLY Established 1877 PUBLISHED AS MARCH 1946 ISSUE RESTAURANT MANAGEMENT 
+ 260 FIFTH AVENUE NEW YORK 1, N. Y. Abrens Pes eteennenant ant, 19° age —? pee hg se Tree! 
: : A ica M i uide, 71 Vanderbilt Ave., New York 17, N. Y.—33 . Michigan Ave 
e Also publishers of THE GIFT AND ART BUYER, SPORTS AGE ond Trade Directories Giieene «. I TP levesntdtioun Blanchard- Nichols Osborn, 805 C&S National Bank Bidg., Atlant4 


3, Ga.; Blanchard-Nichols, Russ Buiiding, Suite 2020, San Francisco 4, California; Blancharé- 


° e Nichols, 448 South Hill St., Los Angeles 13, California. 


——, 
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people are living longer today 
than a generation ago are all fac- 
tors building magazine readership. 

One war-born phenomenon in 
the newsstand picture seems to be 
on the decline. That is bulk-buy- 
ing, When an individual buys 
several pocket-size books or maga- 
zines Or Comic books at a time, 
either for reading on long trips 
or to send to soldiers and sailors. 
This decline, however, has not cut 
appreciably into the pocket-size 
pook market, although stands at 
heavy traffic centers report a drop 
in sales. Nor, apparently, have 
pocket-size books cut into the cir- 
culation of magazines. 


No ‘Czar’ Needed, 
AFA Head Tells 
Capital Adclubs 


Washington, Feb. 20.—Advertis- 
ing doesn’t need a “czar,” and op- 
erates under all the organized con- 
trols required, Elon Borton, presi- 
dent of the Advertising Federation 
of America, yesterday told a joint 
meeting of the Advertising Club 
and Women’s Advertising Club of 
Washington. 

Media, Mr. Borton declared, “are 
for the most part doing a good job 
of censoring the advertising they 
take” while advertisers and agen- 
cies “are becoming more and more 
particular and constructive as to 
the advertising they prepare and 
use.” Standards are being guarded 
well by the FTC and Better Busi- 
ness Bureaus, he added. 

Anti-advertising leaders, the 
AFA chief said, are not attacking 
advertising for itself but instead 
are attacking business through ad- 
vertising. 

“Advertising is spectacular, dra- 
matic, perhaps the most vulnerable 
phase of business, so they pick on 
it,” he continued. “We cannot 
change these professional critics by 
any amount of facts or reason, so 
we shouldn’t even try. 

“We must take the ground out 
from under their feet with the 
great proportion of the public 
which questions honestly and sin- 
cerely the place of advertising in 
our lives—whether they may not 
have to pay for it on added cost of 
their goods—whether it is neces- 
sary or desirable. 

“Our people need to be told how 
advertising helps build mass pro- 
duction through mass distribution 
and thus affects the price of goods; 
how advertising has raised our 
standards of living and how adver- 
tising makes possible our newspa- 
pers, magazines, radio, etc. When 
the public understands that story 
ve will not have to worry about 
the professional critics of advertis- 
ing nor about anti-advertising leg- 
slation.” 


Request Performance’ 
0 Be Replaced on CBS 


Campbell Soup Company, Cam- 
en, is planning to drop “Request 
Performance,” one of the two half- 
i0ur evening shows it sponsors on 
BS, and will replace it with an- 


ther program until next fall, 
then Mickey Rooney will be 
tarred. 


_Last show will be April 21, Sun- 
ay, 9-9:30 p.m., EST, and no de- 
ails are available as yet on the 
eplacement. Campbell starts 
ponsorship April 1 of “World To- 
ay” six nights a week on CBS 
AA, Feb. 4), bringing its CBS 
Pxpenditures to about $4,000,000. 
gency is Ward Wheelock Com- 
any, Philadelphia. 


estinghouse Promotes 


W. Gemmell has been ap- 
inted manager of the aircraft 
ales department of the small 
hotor division of Westinghouse 
‘ectrie Corporation, Lima, O. For- 
nerly special representative of the 
Vision in the Pacific Coast dis- 
he succeeds N. C. Reed, who 
been transferred to the com- 
‘ny’s elevator division in Jersey 


aly 


Curtis Celebrates 
‘Holiday’ Birthday 


in National Ads 


Philadelphia, Feb. 20.—Holiday, 
the new Curtis publication, had 
its “coming-out” party today, 
reaching more than 130,000 char- 
ter subscribers at their homes or 
offices, and the remainder of the 
440,000 initial print order hitting 
the newstands all over the country 
for what Curtis Publishing Com- 
pany hoped would be a one-day 
sell-out, 

The first issue, dated March, 
1946, has been promoted since last 
fall when Curtis announced the 
publication date, single copy price 
of 50 cents, and pre-described it 
as “a gay and beautiful magazine 
of travel, recreation and play.” 

Periodic ads in magazines and 
business papers appeared during 
December and January, and on 
Feb. 17, the week the first issue 
was scheduled for publication, 
Curtis began an intensive drive 


proclaiming “Here’s Your Holi- 
day.” 
Newspapers in more than 50 


cities throughout the country are 
being used this week, a half dozen 
national magazines such as News- 
week and The Saturday Evening 
Post are carrying full-page ads, 
and special spot announcements 
for Holiday, in addition to Curtis’ 
regular spot schedule for weekly 
issues of The Saturday Evening 
Post, have been placed on stations 
from coast-to-coast. 


Stores Join Promotion 

These spots will continue 
monthly throughout the year, as 
will magazine and newspaper pro- 
motion, costing an estimated $600,- 
000 annual appropriation. Another 
phase of Holiday’s welcoming pro- 
motion this week has been “com- 
ing-out” parties staged for adver- 
tisers, agencies and the press by 
Philadelphia’s leading department 
stores. 

Lewis & Gilman, Philadelphia 
agency appointed last fall by Cur- 
tis to handle Holiday’s advertising, 
reports also that 80 department 


stores have arranged special dis-| 


plays, both in windows and on in- 
side counters. The first issue num- 
bers 124 pages, of which approxi- 
mately 53 are advertising, the ma- 
jority full pages by railroads, auto- 
mobile manufacturers, airlines, 
state travel agencies, ship lines, 
bus and trailer companies, tire 
makers and luggage firms. It is re- 
ported that advertising schedules 
are booked solid for the next six 
months. Page size is 9%4x 12, 
with basic rates at $1,300 for 
black - and - white and $1,800 for 
four-color, 


Names McCann-Erickson 


Pan American Industries of New 
York, Puerto Rico and the Domin- 
ican Republic has appointed the 
San Juan, P. R., office of McCann- 
Erickson, Inc., to handle advertis- 
ing of Presidente beer and Coca- 
Cola in the Dominican republic. 
Newspapers and radio will be used. 
The San Juan office has been han- 
dling Corona beer and Coca-Cola 
for this company in Puerto Rico 
since 1942. 


77 


EDWIN A. JOHNSON 
Washington, Feb. 19.—Funeral 
services were held here yesterday 
for Edwin A. Johnson, 29, editor 
of the Army Times, who died 
Saturday. Before the war he served 
as an editorial and advertising ex- 
ecutive on Wyoming newspapers. 


CHARLES R. SPICER 

Cincinnati, Feb. 20.—Funeral 
services for Charles Rutherford 
Spicer, 66, who retired in 1935 as 
general sales manager of the Phil 
Morton Outdoor Advertising Com- 
pany, were held yesterday at 
Kalamazoo, Mich. Mr. Spieer died 
Feb, 15. 


Raetz Starts Agency 
Kenmoor Advertising, Inc., Chi- 
cago, has been set up by Ken 
Raetz, former Wisconsin agency 
owner who was released by the 
Navy recently after four years’ 
service. Mr. Raetz is president of 
the new agency, whose offices are 
at 664 N. Michigan Ave. Clifford 
N. Sellie has been named manage- 
ment counsel, while Raymond 
Young heads product design. 


“Attractive types create and hold interest ‘ 


says MARY R. TAYLOR 
Agency Secretary-Editor 
Jefferson Standard Life Insurance Co, 


For tangible proof of that statement see Jefferson’s 


house publication, The Jeffersonian, illustrated below. It has many times 


received awards of excellence. Miss Taylor attributes much of this interest 


to the publication’s attention-arresting type display, saying: “I change the type dress 


with every issue, using such striking ATF faces as Lydian Cursive, Onyx, 


Stymie, Tower, Kaufmann Bold, Commercial Script, and Goudy Oldstyle. There are so many fine 


ATF display types, it’s easy to give our pages variety and a fresh appearance.” 


Leading advertisers specify ATF faces for sound sales 
reasons. It is equally good business for you to be pre- 
pared to serve your customers with the types they 
want. Complete specimens of the ATF faces used in 


this advertisement, or any others, will gladly be supplied. 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 
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Lydian Cursive 
Onyx 


Commerctad Sorgpil 
Goudy Oldstyle and Bold 


Stymie Bold Condensed 


Tower 
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Duped by duplication 
Duped by duplication 


? 
? 


Whether you’re trailing a scent —or the rich Boston consumer market — don’t be 


thrown off the trail by duplication. Play it wise — buy space in the Boston Globe. re 
All comics, editorials, cartoons, features appear in both the A.M. and P.M. Globe. af 


Result: Top morning coverage 
Top evening coverage 
Minimum of duplication! 


The Boston Globe 


MORNING - EVENING - SUNDAY 
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” Quick frozen 
GREEN 
BEANS 


Tut Steingiess 


GETS CONSUMER TEST—This is one of the pore wraps in Snow Crop 
Marketers’ line of frozen foods, which will get the benefit of an extensive test 
campaign before national advertising starts next September. Maxon, Inc., New 


York, is the agency. (Story on Page 49.) OFFICIAL—The 1946 Father's Day pos- 


ter, painted by Edmund F. Ward, pays 

homage to veterans, and the National 

Father's Day Council offers a list of 

suggestions for retailers’ cooperation 
in celebration of June 16. 


THE LARGEST CONTRACT EVER 
GIVEN ae TYPEWRITERS 


‘UNDERWOOD TYPEWRITERS | 


The U.S. Goverament Buys 250 Machines. 


es <<a Nayy Devs eriment. Waehiogton, 
: pevcene the 


FOR BUILDERS—Back-lighted transparencies featured the display built by “ie 89 waa Shamed aeiathe sree 
Diorama Corp. for the Barrett division of Allied Chemical & Dye Corp. for Wipe Ga ca UN dite dace Tine. 
P- y P 


weitets exchusively. 


use at hardware, roofing and lumber dealers’ conventions. <5 Mamas iebeiied Catingine wiiteonvegecsi, 
WAGNER TYPEWRITER C8., 318-220 Broadway, Rew York 


ANNIVERSARY—One of the _illustra- 
tions in the 50th anniversary brochure, 
now being distributed by Underwood 
Corp., New York, is this one, which ran 
in the June, 1900, issue of Scribner's. 
The ad reports the purchase, for the 
Navy Department, of 250 of the “first 
front stroke visible writing machines.” 


NEW—Pepperell Mfg. Co.'s new box 

for Lady Pepperell sheets, developed 

in feminine colors, has a new feature 

in a back-of-the-box opening, which 

permits easy removal of the contents 
for inspection. 
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MIGHT NOW is the lima to | HOW WE CAN 


2 Rede Fie 
SERVE YOU BETTER Conberees te Adjust ins 
\ ou ony. plan Fadl 7 Rattan 
| v make your s! Wie cui do s ter betty job ef supplying = bs cook 
tt takes 2 an. ynttig (and dreary, ae) the WAtamaey’s Vion Fede roan wilh need 
dusvung the awe 4 with aril + oe = ‘ 


0) 80 BERL I Prey ol pomnry cae 


“+54 ‘ i ; wat pansies y jshat stan aa sdeis 
. £ ng a) yom. 

a wig. Tha week i not 4 by 160 car « ctperdiin «ind & WA be 48 yotk the ertstage. 
I we ee eee es BuULO FOR ThE FoTURE 
t rn mand, 1 get thar organired and wired : 
t - 

; readé for the start of the seon , Pilisburys Best feeds 
- Japon 


Hart REVIEW OF 


79 


HE WEEK 


HOUSEHOLD LINE READY—Late spring will see the first promotion of Ameri- 

can Oil Co.'s new line of household products, which will be marketed in the 

company's operating area from Maine to Florida. Joseph Katz Co., Baltimore, 
handles the account. (Story on Page 72.) 


PREMIUM—The auto industry is given some extra advertising by Richfield 
Oil Corp. in this poster, which appears on about 1,400 boards on the Pacific 
Coast. The poster was designed by Hixson-O’Donnell, the Richfield agency. 


AD TEACHERS—The advertising course at the University of Rochester, written 
by members of the Central New York Industrial Advertisers, was presented by 
this group to Prof. Charles W. Lewis, right, of the university. The admen are, 
left to right, Wallace W. Lockwood, Taylor Instrument Cos.; Herbert R. Hanson, 
Charles L. Rumrill & Co., and Edwin L. Grauel, Eastman Kodak Co. 
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Roc HESTER Post- -BULLETIN: 


‘The Rhinelander Daily News 
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~ The Boulder Daily Camera ™*_ 
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TYPOGRAPHY WINNERS—This group of newspapers headed their respective classes in the 7th annual acai contest 


sponsored by the Sigma Delta Chi chapter of Medill School of Journalism for the Inland Daily Press Association. Starting 


ALENDAR IDEA CLICKED—A calendar idea reported in AA last year proved 
*n inspiration to Pillsbury Mills, which adapted the plan to its own needs, with 
® small ad on each page carefully timed to the season. (Story on Page 72.) 


at the right, they are: 
Daily Camera, Boulder, Colo.:; 


Class A (up to 5,000 circulation), 
Class C (10,000 to 25,000), Post-Bulletin, Rochester, Minn.; 
Press-Gazette, Green Bay, Wis., and Class E (over 75,000), Chicago Sun. 


Daily News, Rhinelander, Wis.; Class B (5,000 to 10,000), 


Class D (25,000 to 75,000), 
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Put two housewives within talking distance of one another and 
sooner or later the conversation becomes a kitchen clinic. Each 
holds forth on how well, these hard-to-get-anything days, she 
manages to keep her Yankee Doodle family fine and dandy. 

Eight to five both of them are Sun readers, fans and fast 
friends of the famous Friday food section . . . pepful pages 
that talk “women talk’’ to women; give aid, advice, counsel, 
and guidance to hundreds of thousands of enterprising house- 
wives bent on the latest lowdown on ‘what's cookin’?”’ These 
alert women don’t just read The Sun; they be/ieve in its content 
—advertising as well as editorial—because it performs a service! 

For instance: Mrs. Ethel Somers, The Sun’s nationally- 
known Food Editor, dips daily into her wealth of training and 
experience to solve knotty problems about running a home, 
keeping a family well-fed, happy, and contented. Other staff 
members do nothing, think nothing, write nothing but facts 
about other subjects dealing with domesticity: gardening, 
home decoration, budgeting, beauty, fashions, needle-work, 
care of children, patterns, furniture, party-giving . . . 

The Sun's famous Food Directory directs Sun women 


readers to where the week’s featured foods and best buys are 


available . . . making it easier for women to buy and for more 
than 200 neighborhood grocers to reap the benefit of feminine 
interest in what The Sun recommends. 


That The Sun’s Friday food section bakes a pretty pie of 
profit for advertisers is proved by more and more chain stores 
and co-operatives realizing the tremendous influence its pages 
engender with women—and using pages to se// merchandise. 
They now The Sun has become far too important a food- 
advertising medium to overlook ... a fact proved unequivocally 
by The Sun getting an ever-increasing share of the advertising 
retail grocers place in Chicago’s five newspapers. 

With The Sun bettering the buying habits of hundreds of 
thousands of women throughout America’s huge Second Major 
Market, it’s time for more advertisers to introduce more of their 
products through a product earning daily the attention, interest, 
and good will of that alert audience. Sun advertisers have 
discovered that by spending a little in The Sun, its readers 
spend much with them. It’s purely give and take, with take on 
the long end of the productive pull to profit. 


400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17, N.Y. 


National Representatives: THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave.*+ NEW YORK: 230 Park Ave. « Atlanta + Charlotte « Dallas + Detroit « Kansas City « Los Angeles «> Memphis + St. Louis « San Francis: 
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Agencies Move to Regain 
Foreign Billings in '46 


British and South 
American Markets 
are Most Active 


New York, Feb. 20.—American ad- 
vertising agencies will place approxi- 
mately $35,000,000 in advertising in 
foreign markets in 1946, including 
about $10,000,000 in business origin- 
ating in foreign countries. 

A substantial improvement is ex- 
pected in the Latin American mar- 
ket where some countries are ex- 
periencing considerable inflation. 
But agency sources feel it is much 
too early to make any predictions 


the effect that our loan 
will have on breaking the “sterling 


block”; the negotiation of trade 
agreements; shipping, much _ of 


which is now reserved for the pur- 
chasing commissions which are buy- 
ing in the American market for their 
governments; and the political and 
economic problems prevalent in the 
occupied countries. 


Europe Unsettled 

The great majority of manufactur- 
ers now laying the groundwork for 
foreign markets had a sizable export 
business before the war. There 
little evidence that newcomers will 
hecome important in the foreign field 
until the situation is clarified. 

Food is still the No, 1 demand in 
Europe, leaving little room in the 
import quotas for luxury items such 
as cosmetics, pharmaceuticals, and 
low-priced consumer goods. 

Next to Britain, the best European 
customers this year will be Sweden, 
Switzerland, and Belgium. Of all 
occupied countries Belgium is report- 
ed as making the fastest economic re- 
covery. The country’s industrial 
power was kept intact by the Ger- 
mans for their own use, and the 
Nazis fled in such haste that they 
had no time to destroy it. France is 
not expected to develop into an im 
portant customer for several years. 
Except for the coal shortage, Italy 
might recover sufficiently in two 
ars to warrant considerable ex- 
pansion in that market, export men 
Suv. 


is 


Indian Market Looks Up 
In the Far East the Indian market 
is regarded as the most promising 
for the immediate future. Whereas 
formerly Indian importers could not 
buy directly from American markets, 
s 


1,000,000 has now been alloted for | 


dollar purchases and this sum may 
'» inereased to $30,000,000 in 1947. 
some export men are optimistic 
t the loan to Britain will ease 
grip which Great Britain 
h | on Middle Eastern markets with 
t sterling block. Dollar transac- 
is are difficult in this area at the 
sent time, particularly for the 


iller export organizations which | 


not dispose of pounds sterling as 

dily large companies which 

e their own branches in the ster- 
areas 

ine of the advantages of the Latin 

erican market the freedom 

fr. m eurrency problems. As the ship- 


as 


\ is 


has | 


| soaked from head to foot. 


ping situation is eased, a marked 
expansion in our export business 
down under is assured. Mexico is a 
particularly promising market. One 
export man reports that more money 
was spent advertising dollar lip- 
sticks in Mexico in 1945 than ac- 
crued from total sales of all lip- 
sticks in the same market 10 years 
ago. 


Purchasing Power Up 


“There are definite indications 
that a middle class is developing in 
some Latin American countries,” an- 
other export executive says. “The 
average daily wage of the Brazilian 


| white collar worker is still no more 
about the European situation. There | 
are many imponderables, including | 
to Britain | 


than $1.50 or $2 a day and the un- 
skilled laborer averages about 50 
cents daily. On this salary he can 
hardly save enough to be a good cus- 
tomer for a washing machine or au- 
tomobile. But his purchasing power 
is on the increase.” 

South American newspapers still 
suffer from a paper shortage. Their 
supply of newsprint remains approx- 
imately the same as during the war, 
and there is no indication that the 
small amount of newsprint produced 
in South America will be increased. 

Compete with British 

Both newspaper and radio adver- 
tising are expected to be used exten- 
sively by American manufacturers 
to compete with British expansion in 


| the Latin American market. An ex- 
| port man with long experience in} 


South America remarks that the 
British Board of Trade, with the 
backing of the government, has a 
leverage in negotiating reciprocal 
agreements with the South Ameri- 
cans, which American business men 


(Continued on Page 8) 


‘CAR CARE' 
Deal, advertising and sales promotion 
manager of Tide Water Associated Oil 
Co., points out features of the new 


OKAYED — Harold R. 


“Associated Car Care" program to 

W. A. Reanier, sales manager. The 

series will appear in newspapers in 
the West and in Hawaii. 


| connection with the 12 best ICS ads 
| of 1945, will find the correct ranking 


Barrett Reveals 


Reasons Behind 
ICS Winning Ads 


Big Coupons Pull 
Best; Old Timers 


Stay Out in Front 


Readers of ADVERTISING AGE who 
joined the annual guessing contest 
presented in these pages Feb. 11 in 


of the ads shown on Page 10 of this 
section. 

Comments of Paul V. Barrett, di- 
rector of advertising for Interna- 
tional Correspondence Schools, 
which explain why and how the ads 
were picked, also largely explain 

(Continued on Page 11) 


Workshop Teaches Public 


Relations to Unionists 


First Coast Course 
a Success; to be 
Made Permanent 


[Editor’s Note: Advertising and 
public relations personnel have be- 
come increasingly aware, in recent 


months, that labor’s public relations | 


activities have reached a new high 
plane, one which in many instances 
seems far more carefully developed 
and more effective than that. attain- 
ed by management. For that rea- 
son, this account of the manner in 
which labor is teaching the art of 
public relations should be of par- 
ticular interest.] 


San Francisco, Feb. 20.—It was a 
rainy, windy evening in San Fran- 
cisco; rain was coming down, side- 
ways, and even up. Everybody was 
Yet some 
40 out of a class of 56 were faith- 


fully in their places at the appointed | 
time. Nothing short of a major dis- | 
| field. 


aster could have made them miss 


| one of the sessions of the California 


‘to use publicity in its own behalf. | 


| nishing the 


Labor School’s Workshop in Public 
Relations. 

Public relations counsel have 
worked overtime for years, conduct- 
ing campaigns for big business and 
against organized labor. Now for 
the first time labor is learning how 


No News to Some 


Some labor people know how al- 
ready—as instance the International 


Longshoremen’s and Warehouse- | 
men’s Union, CIO, with its huge | 
drive to acquaint the general public | 
with its “program for living,’ cul- 
minating in a “living newspaper” | 
show which drew 10,000 San Fran- 
ciscans to hear talks by Artie Shaw | 
and by Col. Evans Carlson, the | 


“gung-ho” Marine raider, and in a} 
. . | 
regular radio series by Sydney | 


Roger, well-known news commenta- | 
tor, with the ILWU, as sponsor, fur- 
“commercials.” 

But other unions, and other civic- 
minded groups, are novices in this 
It was for their benefit that in | 


(Continued on Page 4) | 


Public Relations Field 
Ready for Big Expansion 


Specialists Expect 
More Activity Than 


Ever During 1946 


[Editor’s Note: About a year ago 
ADVERTISING AGE presented a round- 
up on public relations activities and 
organizations, because of the grow- 
ing interest in this subject. Now, 
employe-management problems and 
relations between business and the 
public have become more important 
than ever before, and the following 
resume of the current status of the 
public relations field seems particu- 
larly advisable. 

Tt should be borne in mind that no 
attempt has been made here to pre- 
sent -a complete directory of public 


relations organizations, so that. the 
names of many excellent practition- | 
ers in the field may be missing. | 
Those catalogued include most, if | 
not all of the larger firms, however, 
and the recapitulation of their activi- 
ties provides an excellent index into 
the operations of the field. 

Readers interested in this subject 
should also see the story on the Pub- | 
lic Relations Workshop conducted | 
in San Francisco, which appears | 
elsewhere On this page.] 


New York, Feb. 21.—The fast-grow- 
ing corps of public relations counsel- 
ors and publicity organizations will 
enjoy a lush financial year and a 
major test of their services during 
1946. 

Labor-management strife, strong 
“professional” promotion and favor- 
able tax rulings contributed to rapid 
wartime expansion—both in the 
number of practitioners and in the 
number and size of their accounts. 

Today the Manhattan classified 
phonebook lists more than 250 inde- 
pendent public relations counselors 
and publicity service bureaus. Chi- 
cago’'s total exceeds 60; Los Angeles, 
30, and Washington, D. C., 25. 

No safe yardstick, like media bill- 
ings of advertisers, exists for meas- 
uring the volume of business done by 
these firms. But careful estimates, 
based on interviews with counsel and 
client, indicate that 20 top-flight 


publicists in New York and Chicago 
share total fees in excess of three 
million dollars. This figure does not 
include such out-of-pocket expenses 
as photographs, travel, printing and 


postage—normally billed to clients. | 


1946 Outlook Bright 
The major firms count on the con- 
tinued labor crisis and the resump- 
tion of full-scale product promotion 


to bring increases of from 10 to 25) 


per cent in their billings during this 
year. 

At the same time three 
will focus attention, more than ever 
before, on results. They are (1) in 


competitive selling; 
the corporation excess profits tax. 
and (3) continuing labor-manage- 
ment difficulties, 

One veteran 
dramatizes the crucial importance 
of the current labor-management 
strife to the future of the public re- 


(2) removal of 


New York counsel 


lations men by saying, “If this trou- 
ble had come five years from now 
we'd be ready for it. Now we are 
handicapped by a shortage of well- 
trained personnel who can _ tackle 
the big issues on a_ policy level. 
Whether we survive as a profession 
depends upon our work in the next 
three years.” 


Company Activities Rise 

One reason the independent pub- 
licists suffer from a shortage of top- 
level associates is that many of 
their best men are drafted for sal- 
aried service as publie relations di- 
rectors in large corporations, 

Ford Motor Company is reported 
to be setting up an extensive pub- 
lic relations department. One dur- 
able goods manufacturer, who paid 
$81,000 for outside counsel in 1941, 
now handles all activities in his own 
department. Most large automotive 
and appliance manufacturers, re- 
suming consumer sales, are expand- 
ing their internal public relations 
and publicity activities, with heavy 
emphasis on direct product promo- 
tion and dealer relations in all con- 
sumer and trade media. 

Although some public relations 
men and associations talk freely 
about tremendous growth of “the 
profession of public relations,” it is 
difficult to isolate, define, and meas- 
ure the expansion in the field, es- 
pecially internally in corporations 

The largest so-called public rela- 
tions departments, in the automo- 
tive, appliance, electrical, aluminum, 


entertainment and_ transportation 
fields, are engaged primarily in 


straight publicity and product pro- 
motion. 

The primary public relations func- 
tion—that of determining company 
policy in its relations with public, 
consumers, suppliers, employes and 
stockholders—rests with, and is hard 
to divorce from, top management, 

Some outstanding corporation pub- 


Auto Upholstery 
Maker to Enter 
Furniture Field 


Oakland, Cal., Feb, 20.—National 
Automotive Fibres Corporation, larg- 
est supplier of upholstered interiors 
to automobile manufacturers, plans 
production in its plant here of up- 
holstered furniture. The company, 
which operates seven plants in the 
nation and maintains headquarters 
in Detroit, also makes a line of com- 
forters for the bedding industry. 

The Oakland plant will ex- 
panded to permit entrance in the 
furniture field. The plant will turn 


be 


‘out traditional types of upholstered 
hurdles | 


davenports, divan sets, arm and oc 
casional chairs, and platform rock- 


|ers. The decision to enter the furni 
| 
dustry’s forthcoming return to bard | 


ture field was taken in view of small 
output of such furniture on the West 
Coast and because buying functions 
are about identical for furniture and 
auto upholstery production, 

Ley & Livingston, San Francisco 
agency, has been appointed to handle 
an advertising and promotion cam- 
paign to be developed later. 
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lic relations directors, men like Panl| International Harvester Company. | indicate that more than half of the | years, 
General Motors and) may lump all advertising, public re- | recognized advertising agencies offer 
Charles C. Carr of Aluminum Com- | 
pany of America, carry great weight tions, consumer relations, dealer re- 
on the policy level. Others may ad-| lations and educational activities | 
vance to key executive positions via 
the “public relations route. 
amples are Joseph L. Egan, presi- | 
dent of Western Union, and Lewis | 


Garrett of 


ville Corporation. 


Some firms 


lations and publicity as functions of | Surveys by ADVERTISING AGE and by | agencies, 
the advertising department. Others,| Glenn Griswold, publisher of “Pub-| tomotive 


lations, publicity, industrial  rela- 


under one broad department. | Bruce 


” 


Agency Activity Up Lasker 


. | : 
submerge public re-| rently expanding these departments. Some 


like Railway Express Agency and|lic Relations News” a news letter, | large 


a complete publicity service on some | Son ; 
form of a fee or cost basis. 

Such senior agency principals as| Young & Rubicam. The latter has 
Barton, Raymond Rubicam.) maintained its 
Ex- | | Henry McCann, James Young, A. D.| service under a separate name, Bu- 


Advertising agencies, established | aday and Allen Billingsley have in- 


H. Brown, president of Johns-Man-| strongly in both public relations and | fluenced client policy far beyond the | confine their activities to promoting 
publicity since the last war, are cur-| field of advertising alone. 


publicity 


Included are J. Walter | 
Thompson Company; N. W. Ayer & | 
McCann-Erickson; Batten, 
Barton, Durstine & Osborn, and) 
product-publicity 


Henry Ewald, Ward Can-| reau of Industrial Service, Inc. 
Most agency publicity departments 


network radio programs and to the 

of the major advertising| occasional release of product or per- 
especially those with au-| sonnel news as part of their full ad- 
accounts, have operated | vertising service. 

departments for A majority of advertising agen- 


a 
Noe pws! 


Prairie Farmer-WLS answers the call of 
a tornado-struck community 


"Last summer a tornado ripped through Bureau County, Illinois. 
stroyed or damaged 200 homes and piled wreckage all over growing crops! 
on the scene at once, 
men and machines to clear the debris before crops were ruined. We broad- 
cast an appeal on Prairie Farmer Dinnerbell Time--—-and 650 men with 100 


A Prairie Farmer Editor, 


tractors came ready for work. 


"It was as natural as breathing for these 


to their friends Prairie Farmer-WLS in their hour of need. They have 
They know that their troubles are our 
They called with confidence that we could not and would not 


been doing it for generations. 
troubles. 


fail them." B.D.B. 


Where 14,000,000 
People Mean Business 


of confidence. 


HALHIE 


yr” 
yr” 


HIS IS THE WAY Prairie Farmer-WLS lives with and 
serves the people of ““Lincoln Land.’’ What higher degree 
of confidence among 14,000,000 prosperous rural and urban 
people can anyone ask? Your sales message vouched for by 
Prairie Farmer-WLS will be accepted with the same degree 


BURRIDGE D. BUTLER. President 


‘*Help in time is help indeed”’ 


nistze ORcele 


President, Prairie Farmer and WLS 


It de- 


saw the biggest need was 


"Lincoln Land' folks to turn 


Advertising Age, February Me 


cies, enjoying a confidential rela, 
ship with their clients, are con y); 


ed regularly on problems of pr jie. 


community, employe and trade jy 
tions. Most avoid entering the | ‘g) 
ly specialized industrial and | jy, 
relations field. 


Carl Byoir Largest 


Independent public relations \y¢q 
publicity firms bill their el) yj. 
either for straight fees, or for oy. 
plete service. The latter gross fi rp 
includes fees plus mechanical ¢ sts 
mailing, photography and other ey. 
penses. 

On the basis of straight fees, (ay) 
Byoir & Associates, with office. jy 
New York, Washington, Chicago nq 
Los Angeles, is said to be the j:rg. 
est. Executives estimate total ‘fees 
from 14 clients at approxim: tel, 
$600,000. 

Noted particularly for his jong 
educational campaign to combat 
anti-chain store legislation, Bvyoir 
numbers such blue chips as Great A! 
lantic & Pacific Tea Company, Lib. 
bey-Owens-Ford Glass Company 
American Company, Schenley Dis 
tillers Corporation, and B. F. Good 
rich Company among his clients. 

Probably second to Byoir in siz 
with 30 clients, is the Institute of 
Public Relations, founded by the lat 
Ben Lichtenberg, once advertising 
manager of Alexander Hamilton In 
stitute. Current clients includ 
Hudson Motor Car Company and 
the Jewelry Industry Publicity 
board, both gained during 1945 
Lehn & Fink Products Corporation, 


Seagram Distillers Corporation 
Swift & Co., and U. S. Brewers 
Foundation. 


Two veteran associates of th 
“institute,” Irving Robbins and 
Philip W. Barber, established their 
own firm last year with a dozen ac 
counts, including a portion of Amer 
ican Cyanamid. A _ special assign 
ment included public relations for 
the Bretton Woods monetary agree 
ment. 

Lee & Ross Third 

Ivy Lee & T. J. Ross, successor 
to the late Ivy Lee, first of the na 
tionally-known public. relations 
counselors, is believed to run third 
in total fees, if not ahead of the 
Institute of Public Relations. 

Mr. Ross refuses to give his firm 
eredit for humanizing the Rockefel 
lers. “It was John D. Rockefeller 
not Ivy Lee, who gave out the shiny 
dimes,” he says. He refers to Iv) 
Lee Jr., James W. Lee II, and his 
three other partners as “deckhands 
who just do a job for the client. 
Minimum fee for the firm is reported 
to be $25,000. Veteran clients in 
elude Chrysler Corporation, handle 
by James Lee in Detroit, Allied 
Liquor Industries, Columbia Broad 
easting System and Pennsylvani: 
Railroad. 

Close behind, and still falling il 
the $300,000 to $500,000 bracket is 
Hill & Knowlton, founded in Cleve 
land in 1920 by John Hill, former) 
of the Cleveland News, and Jo 
Knowlton of Union Trust in Clev 
land. 

Outstanding wartime client was 
the American Iron & Steel Institut 
This association raised a large shit 
of the funds for the WPB scrap «3! 
vage drive, guided by Hill & Know! 
ton and MecCann-Erickson, Othe! 
national accounts include Repu li 
Steel Corporation, Consolidated-V u! 
tee Aircraft Corporation, and *\! 
tional Retail Dry Goods Associati »! 


ARMER ' 


CHICAGO 


More than a dozen firms hi: \ 
|total fees for services estimated i! 
‘excess of $100,000 annually. 

| No list is complete without m « 
'tion of Edward L. Bernays, who | * 
| been among the top consultants 
|25 years. Largest reputed client 
Procter & Gamble. Bernays bar k* 
on his book and on Time’s desig) 
‘tion as “No. 1 Publicist in 

U. 8.” for reputation, and follow: 
ja policy of “keeping our clierts 
names in confidence, as lawyers ‘ 
| doctors do.” 

Bernays’ clients include industr 
organizations, trade associations a 
(Continued on Page 13) 
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A National Show for your Product 


that’s a Box 


A National Show for my product?” 
you say. “If that’s true, it ought to 
have a following — and it ought to 
make my product outstanding with that 
audience. Will it?” you ask. 

Yes, it surely will. 

For Redbook is a distinctive show 
with a distinct following — not merely 
1,500,000 casual circulation. No, the 
superb fiction in Redbook attracts an 
audience as keen about good reading 
as any other 1,500,000 are about a 
soap opera or symphony. They pay 
4 million dollars for Redbook enter- 
tainment, spend hours with each issue, 
turn to it many times. 


Redbook sets the stage for your sales 
message to the most powerful mass 
buying group in America — the young 
married woman. For a large majority 
of Redbook readers are in the home- 
making group under 35. 


So, a full page in every issue — cost- 
ing only $37,200 a year! — gives vou 
continuous year long coverage. It 
should win commanding position for 
your product with Redbook’s impor- 
tant audience — an audience that is 5% 
of America. 


Truly a rare opportunity to do a 
deep penetrating job of advertising. 
With more advertising space becom- 
ing available, it’s high time to consider 


Redbook’s National Show. 


HEDBOOK 


A DISTINCTIVE 
NATIONAL SHOW 


FOR $37,200 A YEAR 


ice Hit... 


“Near-panic seized her. ‘He'll 
want to kiss me,’ she thought. ‘And 
it’ll be all wrong. But because it’s 
his first night home, I’ve got to 
pretend that it’s all right.’ ”’ 


This fragment from “When You Come Back” by 
Alec Waugh, whose “No Truce with Time” first 
appeared in Redbook, tells you why Redbook is 
a distinctive show. Authors like Rose Franken 
(creator of “Claudia’), A. J. Cronin (“The Green 
Years”), Ursula Parrott (“Ex-Wife”) and many 
others make Redbook America’s magazine of fine 
fiction — with a following that is available for 
dominating advertising in Redbook and available 
as a unit nowhere else. 
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Workshop Teaches 
Public Relations 
to Unionists 


(Continued from Page 1) 


October, 1945, the California Labor 
School inaugurated the first Work- 
shop in Public Relations to be con- 
ducted by any educational institu- 
tion anywhere in the world. 

Here, as in other fields, the labor 
school was pioneering. Just how the 
workshop would work out, how pop- 
ular it would be with students, and 
how much it could accomplish were 
all very nebulous. When it began 


on Oct. 9, to run ten weeks, it was 
on a purely experimental basis. 


Already Permanent 


Before the course was half over, 
it had been settled that it would 
become a permanent part of the 
school’s curriculum. Changes in pro- 
cedure and emphasis will be made, 
but the need for and usefulness of 
the workshop has been fully demon- 
strated—and so has the willingness 
of busy men and women, doing im- 
portant work in many fields, to give 
their time and energy as volunteer 
speakers. 

The first class of the workshop in- 
cluded a marine, an Army sergeant, 
and two Waves, besides six Army 
and Navy veterans. A breakdown of 
occupations showed that the work- 
shop had attracted students from 


many fields. There were only 19 
union members and three union of- 
ficials among the 56. Fifteen of the 
students were already working either 
as newspaper men or in the public 
relations field, thirteen were office 
workers, three government employes, 
three college students, two 
wives, seven industrial workers, and 
there were one nurse, one pharma- 
cist, one attorney, and one welfare 
worker. The influence of the work- 
shop, the school feels, cannot help 
but give new insight into the prob- 
lems of organized labor even to stu- 
dents outside its scope. 


Projects Developed 


Twenty-five of the students in the 
first class were men, 31 were women. 
Three were Negroes. The average 
age of the class was about 30- 


house- | 


| the Jobs?” 


which is also the average age of the| together a 


school’s whole student body. 

The two-hour session was divided | 
into two portions. In the first, three 
or four authorities on some aspect | 
of public relations discussed their | 
specialty, after which they were 
joined by a three- to five-man panel 
which analyzed and criticized their 
statements, followed by questions 
from the floor. In the second hour. 
the class went to work on its proj- 
ects. Every member had chosen a 
project for practical demonstration 
of the theoretical instruction. 

The publicity project, for example 
wrote a weekly news-letter and 
newspaper releases. The radio proj- 
ect wrote scripts, the writing proj- 
ect prepared pamphlets—one on the 
school itself, one called ‘“‘Where Are 
The display project got 


\LEN with mighty minds often think with their fin- 
gertips. Before the printed word has a chance to ap- 
peal to your mind, the paper on which it is printed is 
already appealing to your sight and touch. These first 
appeals to your senses can cause you to either read or 
discard the literature before layout, copy and illustra- 
tion go to work. Isn't it important, then, that you 
select with care the paper that is to bear your message? 


Specify the papers that are made specifically to in- 
crease the readership of your selling message. Specify 
Chillicothe Papers. They actually augment the power 
and beauty of the printed word. Chillicothe Papers 


Cilllerthe Frets 


iN 


uy 
WT Ue 


THE CHILLIC 


CHILLICc 


M, 


are print-proven friends . .. natural team mates of inks 
and presses. They invite realistic reproduction with- 
out exacting a premium in printers’ skills. 


CHAMOIS TEXT e 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND 


GREETING CARD PAPETERIES 


BOOK 
CHILLOTINTS 
c ee 4 , 


OHIO 


wade We bea. cmyutedtiow” 


HE PAPER CO. 


HE, 
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traveling exhibit. yy 
posters and window and tal « qj 
plays. The research projec py 
pared questionnaires to other 
and to unions, while the ch 
project made lists of speake 
other data for union and ve 


ASS 


ang 


Tans 
organizations. The minorities pro 
ect collected and wrote up injormie 
tion on minority groups iy gy ‘ 
Francisco, 
Speakers Come Willing}, 
The primary objective, of © ourw 


was training in labor public rey 
tions—to tell labor’s story {o th 
general public and secure a fair hea, 
ing for its plans and hopes. As oy 
speaker, a lawyer, told the students 
“To have good public relations yoj 
must deserve them.” But to 
good public relations, the  schog 
realized, you must also take the mys 
tery and bunk out of the techniquy 
of putting across the viewpoint eit) 
er of labor or of any other group 

Speakers came willingly—and ask 
ed to come again—from the colleges 
the newspapers, the big corporations 
professional publicity and public re 
lations offices, and the federal, state 
and local government, as well a3 
from the ranks of labor itself. 44) 
definite effort was made to mix labo 
and non-labor speakers at each ses 
sion. 


have 


Study Many Campaigns 1, 1 

The ten-week program started with 
discussion of the need for a_ publi 
relations program, went on t 
psychology, then to research and t 
the making of questionnaires an 
surveys. Next the workshop studie 
actual campaigns — ranging fron 
that of the National Association o 
Manufacturers to the Political Ac 
tion Committee’s, and from Elsie tly 
Cow to the Electronic Corporation 

The fifth meeting was on news, ad 
vertising, and the various media 
Next came production—the prepara 
tion of speeches, articles, radio pro 
grams, posters, letters, pamphlets 
and interviews. Action along thi 
line followed preparation. 

The eighth session discussed th 
actual results of the course, and thi 
ninth analyzed them: Did we mak 
any mistakes? Did we miss 
bets? The tenth and last session wa 
turned over to the class itself as : 
final demonstration of what if ha 
learned. 


All Meetings Recorded 


Every meeting was recorded an 
broadcast over a local station th 
following Saturday night. As part off the 
its work the class also planned angj "!!« 
conducted a publicity campaign fog 
itself—in newspapers and magazite 
and on the radio—and prepared | 
bibliography. 

The first moderator, who organ 
ized the workshop and acted 4 
chairman until he was sent oversea 
in November, was Lt. Melvin Sg, 
Davis, a public relations counsel i), 
civilian life. After he was shippe' 
to the Pacific, his place was taken bY 


the 
sa) 
are 
elu 
don 
mi! 
mel 
elin 
met 


any 


nize 
ava 
app 
of § 
sici 
viol 


hev 


Gail Hazard, a newspaper ma! an@,,, 
labor editor and a veteran wh: had ,,, 
in the special services division «{ th@ 


Army, given some 1,200 lectur:s 0 
morale, and organized Army 
papers. 

Inquiries about the Public ‘e 
tions Workshop have come 
unions and labor schools and 
general educational institutio: 
over the country. Plans are a 
under way for similar worksh: 
other cities. 

“The experiment has pro’ 
definite success,” says Dr. He 1 S 
Roberts, educational director. ‘' 
California Labor School, “an: ‘v! 
henceforth be a permanent fe ‘0% 
of the school.” 


Appoints Mrs. Brown 


Mrs. Jean Brown, playwrit' 
Kenyon & Eckhardt, Chicago 4 
been appointed publicity direct 
the Iowa Development Comm 
which was set up by the state ais 
lature to promote Iowa agricv = 
and industry. 
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EW SALES AID—B-I Beverage Co., 


K+ Louis, has released this full-color 


Plan ‘Peoples’ 
Radio Station 
inSan Francisco © 


San Francisco, Feb, 20.—A recent- 
ly-formed radio group here has sent 
an announcement to civic-minded 
persons in this area describing ‘a 
new kind of radio station for the 
cities of the Golden Gate.” On Feb. 
1, the group, headed by Alvin F, 
Nelson, formerly with NBC and a 
radio and television pioneer, filed | 
with FCC for a 50,000-watt station 
in the Bay area. 

The announcement declared: 
There is a place and a need in post- | 
war America for radio stations that | 
recognize their increased obligation | 
to the communities they serve, and | 
which assume this civic responsibil | 
ity with adequate facilities to per- 
form their task effectively.” 

Said to be fully financed and with 
a transmitter site already obtained, | 
the “home” station would cover the | 
tay area and adjacent agricultural | 
areas. Policies of the new station in- 
clude: “Freedom from any network | 
domination ... devote no more than | 
30% of its broadcasting time to com- | 
mercially sponsored programs . 
eliminate the use of ‘spot announce- 
ments’ between programs... . 


emon-lime soda display to B-! bottlers. | 


recog- 
nize the vast resources and talents 
available in this region ... bring to 
appreciative audiences the artistry 
of San Francisco’s world-famed mu- 
sicians, the performances of pre- | 
viously undiscovered local talent .. ..) 
hews reports from copy compiled by | 
the area’s newspapers .... the stim- 
Wation of programs developed by | 
the fine educational institutions lo- | 
cated in this vicinity.” 
lleadquarters of the new organiza- 
tion are at 300 Montgomery St., San | 
Franciseo. 


Moves Departments 

J. T. Baker Chemical Companv 
las moved its sales, quotation, ex 
and statistical research depart: | 
is from the main plant to newly | 
recnodeled and more spacious quar- | 
ters on Main Street, Phillipsburg. | 


‘reases Pie Campaign 
vlor-Reed Corporation, Mamar- | 
nook, N.Y. through Tracy, Kent & | 


( New York, plans to start regn 
isertions in a large list of news 

rs for Q-T Pie Crust. Maga 
“1 radio, outdoor and car cards 


0 used in a wide list of cities 


rts New Buyers’ Guide, 
falog Directory, a buyers’ guide | 
published annually by Domes 
igineering Company, Chicago, 
signed to serve the buying needs 
nass housing and mass feeding 
ich institutions as hotels, hospi 


schools, industrial cafeterias 


s, ete. It will feature equipment 
supplies for nine institution: 
tions: operating, feeding. equip 


remodeling, decorating. fur 


ing, maintaining, repairing and 
tructing. 


Publishes 3lst Edition 


The Des 


bune has published its 31st annual | 
| insurance 
40-page 
| factual and explanatory stories on 
| all types of insurance; pictures and 
|} stories of general human 
and approximately 
ments. 


‘Schedules Pipe Drive 


Biltmore 


|color, featuring the Biltmore Re- 


Moines Register and T'ri- é - no 
; od Blue Ribbon Pipe at $3.50, in Col- 


. i mex | lier’s, Esquire, Fortune, 
and financial edition, a | : "i nak is 
seatbelt aaateied first-} 1| Mechanics, Popular Science, The 
abloid containing first-hand | ‘ 2 ne 
. & | Saturday Evening Post and Time. 


Alfred F. Tokar, Advertising, New- 


: |ark, is the agency. 
interest, 
advertise- 


Noma Electric to Berens 
Noma Electric Corporation, New 
| York, has appointed Julius 4G. 
New | Berens, New York, as its corporate 


200 


Pipe Company, 


York, has scheduled half pages in | public relations counsel. 


serve Pipe at $5 and the hittmore| CHICAGO Company | 
p-pular Markets Pinafore 


‘Canned Chicken 


| 


Chicago, Feb, 20.—Chicago West- 
ern Corporation, organized during 
the war to pack poultry for the arm- 
ed forces, has announced its entrance 


|into the civilian market with a new 


line of chicken products under tho 
brand name of Pinafore. 
The company is now advertising 


| 
| Pinafore boned chicken in the Chain 


Store Age Grocery Edition, Food 
Field Reporter, National Food Dis- 
pensors Journal, Progressive Grocer 
and Super Market Merchandising. 
National distribution of the boned 
chicken, and of canned whole chick- 
en to be produced later, is planned, 
but distribution at present is limited 
by production problems. 

Duane Wanamaker, Advertising, 
agency for Chicago Western, will 
conduct a test campaign in Illinois 
and Wisconsin markets before 
launching a national campaign to 
consumers. 


This Year — The Tenth! 
Unabridged in Editorial Content and 
Advertising Pages 


The April 1946 issue of COMMERCIAL CAR 
JOURNAL will be the Fleet Operators’ Ref- 
erence Annual. It will take its place as the 
tenth in this series—the first since the end of 
the war. 


A Review of Highway Transportation During 
the War, based on ODT records will be one of 
its new and dynamic features. These operat- 
ing and statistical data will parallel the famous 
“Nation-Wide Truck Inventory Statistics” 
which scooped all competition in 1944 and has 
gone through three reprintings since that time. 
Of features like these are Fleet Operators’ 


Advertising forms. will 
though better positions 
signatures, 


close as 
are usually found 
May we make a reservation for you now? 


Reference Annuals made. 


That is why they 


are kept as reference volumes by thousands of 
truck fleet men—why we have never been able 
to print enough extra copies to satisfy the de- 
mand, at $1 per copy, in advance. 


Naturally there will be many other mainte- 
nance, operation and statistical articles and 
tables in this tenth edition, out in April. Natu- 
rally it will be bigger and better than ever both 
from an editorial and advertising standpoint. 
It is always the best truck fleet advertising 


buy of the year. 


late as March 19, 
in earlier 


COMMERCIAL CAR JOURNAL 


A CHILTON Publication 


The Biggest — The Best Buy In The Truck Fleet Field 


Philadelphia 39, Penna. 


OTHER CHILTON AUTOMOTIVE PUBLICATIONS: MOTOR AGE * AUTOMOTIVE and AVIATION INDUSTRIES + CHILTON AUTOMOTIVE BUYER'S GUIDE 


Chestnut & 56th Streets 
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British Poster 
Ban Eased, But 
Effect Is Slight 


London, Feb. 14.—-The British gov- 


ernment has relaxed its wartime re- 
striction which forbade any use of. 
outdoor posters except for govern. | 


ment campaigns. 
The new order will not immediate- 
ly permit extensive use of the out- 


door media, although it eliminates 


all but newspaper content bills from 


the previous restriction. The short- 


age of paper, by agreement reached 


with the Federation of Master; records compiled by the Canadian 
Printers, will limit outdoor showings | Daily Newspapers Association. Na- 
to 10% of the “weight” of posters | tional advertising was up 3.8%, 
for any advertiser in 1936, 1937 or | classified linage up 3.9% and retail 
1938, linage up 8%. 

Advertisers must guarantee to December linage was considerably 
printers that they will not use “new | higher than the average for the 
aper to the extent of more than! vear and was 12.9% higher than in 
10%" of the poster paper used in| December, 1944. National linage 
the basic period. ;} was up 6.9%, retail up 12% and 

| classified up 7.3%. 
‘Canadian Daily Paper | 
‘Linage Up 6.7% /WKRC Names Rank 
| Canadian daily newspapers’ total | J. Graydon Rank has been ap- 
advertising linage during 1945 was| pointed publicity director of Sta- 
6.7% greater than in 1944 and 20% | tion WKRC, Cincinnati, O., sueceed- 
| greater than in 1939, according to|ing Carl Press, resigned. 


GLENN SEYDEL, 
Owner 
BOND DRUG CO. 
DAVENPORT, IOWA 
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“Bond Drug Co. is completely sold on the TIMES and DEMOCRAT. 
In the seven years since we’ve opened here, we've found that over-the-counter sales 
are certain and fast whenever we use TIMES and DEMOCRAT space. 


“To be frank, we have used several other media since 1939, but we're through 
with expensive experimenting. For sure-fire results in the Tri-City area . . . it’s 


the TIMES and DEMOCRAT.” 


ROCK ISLAND, ILL. 


DAVENPORT, 


IOWA 


Advertising Age, February 25, 1946 
| advertising budget of $1,000,0: 9 ;, 
|Doubleday & Co.’s Literary © jij\y 


Book Clubs Will 
00 U 5 | |The guild, which has been own: | }y 


| Doubleday since 1932, is pres pt) 
§ end Y 000 000 | grappling with production tro) je. 
p r | | Sufficient paper is on hand to jeg 
}current demands, but new ma hip. 
: ' - ery is sorely needed, and alth jug) 
in ampaigns already on order, is not expect. | t, 
be ready for delivery until fal) 
. . 
Literary Guild Leads Half to Direct Mail 
Field: Record Sales Almost half of the guild adv: rtis. 
" ing budget will be appropriate: fo, 
Are Predicted direct mail promotion. The pu) licg. 
New York, Feb. 21.—The leading| tion budget shows an approxi nat, 
book clubs will spend $2,500,000 in | 25% increase over 1945. 
advertising this year to retain mem-| Doubleday will also spend $551,009 
bership lists they built up during | to promote its two other book ¢jubs. 
the war, and persuade new members| the Dollar Book Club, which noy 
to join the fold. has half a million members, and the 
Production and paper shortage | Pook League of America. with 200. 
bottlenecks may force some of the | 000 members. Dollar Book Clul, wi) 
clubs to restrict promotional activi-| set approximately $300,000 for aq 
ties, but with national advertising | vertising. 
support, and improved merchandis-| Doubleday’s total budget for ‘49, 
ing and distribution setups, they including its regular book trade, th. 
look for a record 19'6 sales total. Garden City Publishing Company re. 
Leading the ficld with a total| print business, Blakiston medica) 
membership of 1,200,000 and a 1946) publishing branch and the Double 
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PEACEFUL PROSPERITY 
IS A GREAT THING- 

F In Tampa, Florida. 

eer: 


Tampa, Florida... the home of the Tampa 


Daily Times . . . is in better condition now 
than at the height of the war boom! 


| Comparing statistics for the latter part of 
1945 with the same period in 1944, we 
fed: 2. : 


That bank clearings totaled 50 million 
dollars as against 47.8 million dollars; 


* 


That department store sales were up 

16% in December, 1945 over December, 
1944. They were 10% better for the year 
1945 than for the year 1944; 


| Building permits increased 400% over 
1944 and cigar manufacturing showed a 


‘ gain of 16%, in the last quarter of 1945. 


Lo ae 


That despite demobilization by the Army 


Glenn Seydel. | 


and war workers in the shipyards, six 
times*as many families moved into Tampa 


| ‘as moved out of it! 


* ae 
The Times circulation shows a gain of 
1,148 over a year ago despite the loss of 
5,000 military circulation; local display 
lineage was up 18% in December, 1945 
over December, 1944. January local dis- 
play lineage was up 98,152 lines over 
January, 1945, a gain of 35%. — 


The Times is Tampa’s only afternoon 


newspaper and consistently carries 


more local advertising six days a week 


than any other Tampa newspaper. 


TAMPA DAILY TIMES 


_ NATIONAL REPRESENTATIVE * THE KATZ AGENCY, INC. 
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d: retail stores, totals approximate- | 
lv 2.500,000. 


Sells Through Chains 


| 
fast as production permits, | 
P: ibleday expects to push distribu-| 
tie, of its low-price books through | 
mn sstands and chain stores. Mont- | 
gery Ward & Co. will distribute 
bo: 1 the Guild and Dollar Book Club 
sel ctions. Woolworth and W. T. 
Grant outlets will also be used. | 
the guild expects to spend $500,- | 
jo each on promotions for the cur: | 
ren! best seller, “The Black Rose,” | 
and Daphne du Maurier’s new novel, 
“The King’s General.” 

Doubleday claims a record in the! 
sale of 1,000,000 copies of “Black 
Rose” during the first four months 
of the book’s publication. This in- 
cludes Literary Guild sales and tops 
previous records held by “Gone With 
the Wind” and “Anthony Adverse.” 


Add 1,000,000 Members 


Majority of the books featured by 
the guild are first published by 
houses other than Doubleday. The 
plates are obtained on a royalty 
basis. 

The guild and its principal rival, 
the Book of the Month Club, are es- 
timated to have added_ 1,000,000 
readers in 1945. Book of the Month 
Club, whose membership has_ in- 
creased from 125,000 in 1936 to 800,- 
000 today, will spend approximately | 
$750,000 in its 1946 membership | 
drive. This does not include direct | 
mail. No publication advertising | 
will be used to announce monthly se- | 
lections, this having been discon- 
tinued after a few tests in news- 
papers last year. Direct mail is used | 
to announce selections. 

The club hopes to push its mem- | 
bership over the million mark by | 
the end of the year. Production bot 
tleneck is not a factor now, but may | 

| 
| 


develop. Including premiums, 9,- 
500,000 books were distributed by 
the club in 1945. 


Others Move Ahead 
275,- | 


With a total membership of 2 
000, People’s Book Club will be pro-| 
moted exclusively by Sears, Roebuck 
& Co. A one-third interest in the 
club is owned by Simon & Schuster, | 
but Marshall Field, who has a con- | 
trolling interest in Simon & Schus- 
ter, has no direct connection with | 
the club. The club’s books are now | 
being distributed through a limited | 
number of the Sears retail outlets | 
and eventually will be sold through | 
the entire chain. At present the ma- | 
jority of sales are through mil | 
order. Principal bottleneck in ex- 
pansion plans is the paper shortage 

Two of the newest and most prom. | 
ising clubs are the Labor Book Club | 
aud the Book Find Club. The former | 
is being tested by Reynal & Hitch- | 
cock and the United Auto Workers, | 
ClO, for distribution of low priced 
popular books to union members. | 


uppose you must reach the seven 


billion dollar textile and related industries market on the top- 


executive level. You don’t need market surveys or Starch reports 
to select your media! 
Your choice is limited to ome publication . . . DAILY NEWS 


RECORD, the daily newspaper for textiles, men’s wear, and domestics. 


It goes right to the top where decisions are made . . . for it carries news of 


executive caliber, affecting production, pricing, merchandis- 


ing, and planning for the future. 


Pin-point your advertising “shots” or scatter them broad- 


R Ways 2 oe te 

Six books are offered for $5. : : OF bic Paog, 

The Book .Find Club. with 65,000} cast from raw material producer to mill to broker to converter 1 conga hteRs 

Niembers, was founded by George | . j i — 

Ih: zi ier, ; Ar > watars » .. 4 j pa 

ee ee eee Seem to wholesaler to manufacturer to retailer ... DAILY NEWS |. SSeS rams ay 

fore the war was a book salesman | | = OF npaees = 

acd shipping clerk. The organiza- | : — a 

(ion expects to spend $25,000. for RECORD mill-to-retailer coverage guarantees results! pl = 

|) blication advertising and direct | Sous it = PR s raat a 
| hil in the first four months of | fees: Sores es 

1 '6. A literary magazine, with a | ee « =.) 
* 0,000 budget, is also being pub- | . 

ed. The club claims to have se- 

\ ed Theodore Dreiser’s new novel. 


' Bulwark,’ before the novelist 

The novel is the elub’s se- 
ion for April. John Roy Carl 
s “Under Cover” and Lillian 
th’s “Strange Fruit’ were also 
cted by the club before they were 
lished. “Under Cover” brought in 
0 new members and the Dreiser 
el is expected to bring in 100,000 
nbers. 


ins Blue Cross 


ese FAIRCHILD PUBLICATIONS 


tichard M. Jones. formerly in the 9g FAIRCHILD BUILDING—NEW YORK a N. | 
licity department of the Chicago D 
ociation of Commerce, has been Pe 


ned public relations director of 
Blue Cross commission, Ameri- 
Hospital Association, Chicago. 


DAILY NEWS RECORD + WOMEN'S WEAR DAILY + RETAILING HOME 
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Agencies Move to 
Regain Foreign 
Billings in ‘46 


(Continued from Page 1) 


can not imitate. He points out that 
while the British will buy sugar or 
rubber only on condition that the 
South Americans in turn buy an 
equal amount of British exports, we 
go much further and underwrite 
some South American enterprises. 
In this connection he mentioned the 
financing of a large steel plant in 
Brazil by our Export-Import bank. 


Agencies Expand 


Evidence of the increased activity 
in Latin American markets is the 
recent appointment of D’Arcy Ad- 
vertising Company to handle adver- 
tising in Mexico for General Motors 
Corporation, Lambert Pharmaceuti- 
cal Company, and Philco. 

Erwin, Wasey, whose prewar ex- 
port activity was confined to the 
European market, is planning to 
open offices in South America. Young 
& Rubicam opened an office in Mex- 
ico City last November to service 
General Foods, Frankfort Distillers, 
and Borden products. 

Lorimer B. Slocum, director of 
Young & Rubicam’s international di- 
vision, that the agency in 
the process of building up an export 
business. “However, we prefer not 
to talk about our plans until they 
are completed,” he says. Young & 
Rubicam has offices in Montreal and 
Toronto. A London office was open- 
ed in the fall of 1944. 


Start Foreign Offices 

Grant Advertising Agency, with a 
total foreign billing of approximate- 
ly $6,000,000 already has six offices 
in South America and hopes to have 
offices operating in Chile and Colom- 
bia before the end of the year. The 
agency has also opened offices in 
Toronto and London. 

American Chicle Company, one of 
Grant’s clients, now has plants in 
Argentina and Mexico, and is build- 
ing another in Brazil. One of U. 8. 
Rubber Company’s most modern Ked 
shoe plants is located in Cuba, and 
the company has another plant in 
Mexico. 

Export men say there is a definite 


says is 


trend toward establishing plants in | 


foreign markets as soon as sales jus 
tify this move. Some of them con- 


to 


control 


Durham’ 


Ou. 


must 


schedule 


*NORTH CAROLINA'S 
THIRD LARGEST CITY 


| manufacturer's 
| whole to the foreign market, as mere- 


sider the preliminary stage, when a 
goods are shipped 


ly a testing operation to see if busi- 
ness justifies building a plant. 
General Motors, the Hoover Com- 
pany, S. C. Johnson & Son, Goodyear 
Tire and Rubber Company, Philco, 
Ford Motor Company and Procter & 
Gamble, are only a few of the com- 
panies which have set up plants in 
the British market, although in 
some cases the foreign concern op- 
erates under a different name. 
Advertising agencies are also tend- 


ing to set up their own offices in im- 
portant foreign markets, although 
most of this activity is confined to 
the larger agencies which can af- 
ford the investment. In many cases, 
establishment of foreign offices has 
been forced on agencies by clients 
who plan considerable foreign sales 
expansion and want competent mar-| build up local advertising as well. 
keting assistance. | Approximately 30 to 40% of the ad- 
Most of the foreign billing is done vertising handled by Thompson’s 
through the larger agencies. J. Wal- 


of the international division, says 
the policy of fhe agency is to estab- 
lish foreign branches only in mar- 
kets where the operation can be con- | 
ducted on a profitable basis. At the 
outset, a foreign office may place ad- | 
vertising only for the agency’s 
American clients, but the idea is to 


| overseas branches originates in the 


ter Thompson Company, with 15/| foreign markets. 
foreign offices, is the largest. Sam- Mr. Meek says the purpose behind 


uel W. Meek, vice-president in charge | 


the international organization is not 
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merely to place advertising jy 
foreign markets for Ameri.) 
clients, but to provide all elicits 
with a world-wide advertising s) + 
ice. Lever Brothers and Horli ks 
Malted Milk are examples of Bri |x) 


clients of Thompson which use |} 
agency’s New York office to hat jje 
some of their advertising in Am. yj 
can markets. Before the war jo 
total billing of the firm’s London «f 
fice was said to exceed $25,000.09 

No other agency comes close to 
Thompson in volume of foreign | |). 
ings. Grant Advertising, which })a, 
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| rge Latin American business and 


yw expanding in Europe, may be 
nd with a total foreign billing 
proximately $6,000,000. Before 
war Erwin, Wasey operated 11 
.s in Europe. Two of these, the 
kholm and London branches, re- 
ed open during the war, and an 
utive of the agency’s foreign di- 


ision reports that volume of busi- 


in the London office doubled 
ng the war. Half of this busi- 
was placed by British concerns. 
eam bicycles, Philips radio, 
lor Hosiery, and the British 


Ministry of Food are a few of the 
active British accounts handled by 
the London office. 

MeCann-Erickson is another of the 
large agencies that has a_ sizable 
amount of foreign advertising han- 
dled through its branch offices in 
Great Britain, Canada, and South 
America. The agency will not dis- 
close its plans for foreign business. 
AA recently estimated the agency's 
foreign billings at $3,500,000. The 
agency lists 34 accounts for its Eu- 
ropean division. 

N. W. Ayer has overseas offices in 


9 


Honolulu and London, with the);some agencies grant a rebate to the|this country. These organizations 
Honolulu office concentrating on the | client when the discount exceeds the | employ “associates” in the foreign 
Hawaiian Pineapple account. |15% level. However, J. Walter | markets to place the ads which usu- 
|Thompson, Grant Advertising, and! ally are prepared in the home of- 
| some of the other large agencies have | fice. Only a very few of these have 
Foote, Cone & Belding recently or- /made a standard practice of deduct-| an annual foreign billing of more 
ganized an international division | ing 17.6% of the net business which | than $1,000,000, but they have often 
under the direction of Harry Berk.| the agency handles. This figures out} pioneered in foreign markets, and 
An office has been opened in London | to approximately 15% of the gross.| expect a considerable increase in 
but headquarters will be maintained} Although a large percentage of the | their billings for 1946. 
in New York. No accounts have been | foreign advertising is handled by | a 
announced. ‘the large agencies which can afford | = 
Since the agency discount ventas! foreign offices, a number of smaller | Starts Mat Service 7 
considerably among media in foreign | agencies specialize in placing adver- | Standard Accident Insurance Com- 
Detroit, offering a local 


markets, ranging from 5 to 25%,)| tising abroad for their clients in paar, : 
newspaper advertisement service for 


Discounts a Problem 
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* Approximately half the retail sales on the Pacific Coast are 
made outside the counties in which Los Angeles, San Francisco, 
Oakland, San Diego, Portland, Seattle and Spokane are located— 
only Don Lee covers the OUTSIDE as well as the INSIDE half...A : 


C. E. Hooper 276,019 coincidental telephone call survey proves it. 


ae ton i le EN MS, EERE SENET toc tidl oi M 


The Pacific Coast is a BIG market ...any way you look at it. It extends from Mexico to Canada 


a distance of 1,352 miles — contains over 11 million people — spends more than 8 billion 


SMR ae GES Ga ka Re Ee 


dollars a year in retail sales. 


The Pacific Coast’s 8 billions are spent *half /nside and half outside. All networks thoroughly cover 


the inside but only Don Lee completely covers the outside half, or the Pacific Coast customers 


that spend 4 of the total eight billions. 


Only with Don Lee as your network can you cover all the Pacific Coast by radio— for Don Lee 


has 39 stations. The other three networks have only 28 stations combined. 


A 7- 8- or 13-station network cannot (and does not) cover the BIG Pacific Coast. Buy the only | 
network BIG enough (79 stations) to cover it a//: DON LEE! More than g out of every 10 


radio families on the Pacific Coast live within 25 miles of a Don Lee station, 


a -. Z 
ew ON LEE ee 


BROADCASTING SYSTEM 


st re aN ag at a tae a mg a 
ee ee ery 


BEE Slab I NS Bi a Gato ES ai 


THOMAS S. LEE, PRESIDENT 
LEWIS ALLEN WEISS, VICE-PRESIDENT & GEN. MGR. 


SYDNEY GAYNOR, GENERAL SALES MANAGER 


agents to provide them with effec- 
tive layouts and copy for insertions 
in their local newspapers. The space 
cost of the ad is paid for by the 
agent. 


Walsh Adds to Staff 

Walsh Advertising Company, To- 
Tonto, has announced that new ad- 
| ditions to its staff include John W., 
| Peers, new business; Laird Bovaird, 
facecount executive; Chipman HH. 
| Smith, copy writer; Harry F. For- 
|svth, art department, and Harvey 
| Egli, production department. 


BRONX 
FOOD BILL: 
$3500.000 
A DAY 


The Home News, unique in 
New York City because it's 90 
per cent home delivered, is a 
grocery store favorite and 
your base medium in the $500,- 
000-a-day Bronx food market 
. .« by itself the fifth largest 
| food sales center in the nation. 
| Your story goes straight to 
| 109,397* responsive, big-food- 
| budget families as part of an 
intensively-read -local paper 
in which food selle-s (includ- 
ing A&P and Safeway) place 
more retail grocery store ad- 
vertising than in any of New 
York's eight metropolitan 
dailies. For any test, and for 
building volume business in 
New York City, the Home 
News will sell your product to 
| the Bronx. 


| THE 
_ HOME NEWS 


Bronx and Manhattan 
373 E. 148th St., Bronx 55, N. Y. 
Stanley Syma- — Adv. Director 
National ..ep> esentatives 
THEODORC ADVERTISING 
SERVICE 


75 West St.. 
Edward C. Kenneily, 


5515 MELROSE AVENUE, HOLLYWOOD 38 CALIF. & REPRESENTED NATIONALLY BY JOHN BLAIR & CO, 


New York 6, N. ¥,. 
General Manager 


Offices in Principal Cities 


"ABC Sept. 3, 1945 
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How |. C. S. 1945 Ads 


The 12 advertisements reproduced here are the advertise- ductive ads during the year. They were shown here Feb, 11, the ads is given here, and the story on Page 1 explains hy 


men’s used by the International Correspondence Schools without ranking, and readers were invited to rank them in Paul V. Barrett, who directs ICS advertising, placed t} oy 
during 1945 which that company adjudged its most pro- their relative order of pulling power. The correct ranking of as he did. 


») INTERNATIONAL CORRESPONDENCE SCHOOLS 


DRAFTING—soringboara to success! 


M ANY men today are using drafting boards to design a re 


warding future. © The International Correspon 


dence Schools Courses in Mechanical or Architec- 


tural Drafting have fitted many hundreds of 
Plumbing Cour Tome 


ambitious men for better jobs in this 
well-paid field ° All 1. C. S, 


Courses (covering 400 busi- 


Arr Condinonn 


Ste . 
Chemistry Courses 


Auto Techy 
A 


ness and technical sub- 
jects! are prepared 
by leading practical 
authorities, constantly 
re\ ised to meet new develop 
ments. Yer the cost of | C. S, 
training is surprisingly lon ¢ It’s 
not too late for you tu start. Mail this 


coupon today! 


ng and Building 
Engineering 


Contract 
Highway 


Lumber Dealer 


Air Conditioning ond Practical Electrician 


OFFER YOU LOW-COST S p F F | A [ 


” Engines Courses 


FOR SUCCESS IN MODERN 
BUSINESS AND INDUSTRY 


Locomotive Engineer Bookkeeping 
Locomotive Fireman Business Correspondence 
Railroad Section Foreman Business Management 


Certined Public 
Steam Engineering 
. 


Course 
Bole 
Ce 

Er 


Marine Engineering 
Steam Electric 
Steam Engines 


Reading Structural Teatite Courses 
BOK 6187, SCRANTON 9, PENNA Biueprinne Welding. Gas ond Riectric Cotton Menufecturing 
Without eet or obtieation, please send f Particulars aden nuiree Mefere whet t ket X Rayon Weaving 
arc c OD lnbuntrial Met alttoon c Rodio Courses 
Qt ey Teatile Designing 
Plumbing Courses Courses © Martine Shop Ca 1 revues Woolen Manutactury 
i Avr Conditioning ©) Heating © bleetro ie oR Vents Courses oolen Manufacturing 
" « erratec ‘ onary , towne 
Chemistry Courses one ’ on « , , Electrical Courses Besiness cod Sign Lettering 
Oth “ « “ ~ = Riectricel Deatting Academic Courses Spenish 
eine “ e Electrical Engineering Reilroed Courses Accounting Advgrtising = Syenogrephy 
Electrical Courses Inne wre Power House Electric Air Brake Car Inspector Arithmetic Trafic Mansgement 


Internal Combustion 
+ Engines Co 
A 


‘ ~ if you can read and write, 
and are willing to study, 


WE CAN TEACH YOU! 


© Special service and 
ettention ere olways 
ivent. je student whe 

steamed ; . : - may need extre help in 
i oars 0 tee order te understand. 

ves sth wea 7 REASONABLE TERMS 


A Discount te Discharged Veter ans —special tusiion rates tor members of the Armed Forces MAY BE ARRANGED 


A melt 


he * Gre Vina « 
Mechanica! Courses 
\ enna 


CO Sevretariat 


Cw “ =) e 
I nagenrering Marine | nesuertiug I rathe Management 


vite 
Canadian resid: mis 
atm 


The successful man DOES today what the failure 
INTENDS to do tomorrow. Mail this coupon NOW! 
INTERNATIONAL CORRESPONDENCE SCHOOLS 
sor . SCRANTON *. PENNA 


Please send complete 1 following subject 


sf sind 
Mome_ ee ee 
Home Address — —— —_ 
city 7 7 Stote — 
Working 
Present Position Hours aM PM 


A...4 Best 


T ining is essential to advancement 


in any feld—and it's 


important to have it on record 


Schools’ 
gos 
dents 

receiv cs let \ 

appreciat b 

A typical employer com ication 
1} 


member the ne saw the Interr 


Correspondence 


machines. We were both discontented 
ational Wake up! Every time you see an I, C. § 


“Ten years ago you and I worked at the same There are lots of “Jims” —in factories, offices 


Re stores, eve here Are you one of them 


ur chance is staring you in the face. 


woke me up. I realized that to get ahead I Don't turn it down 
needed special trair When | marked the Right nov er 100,000 men and women 


I asked you to sign with me are fitting themselves for new ¢ sibilities 
forget it and advance sthr hy the aA LCS 
ost of my opportunity and ( re earl ery field of industry 
You had the and bu 
had, but 1 turned it dowr ) her t in line for prome 
ant expect 7 t until tien, prey fort Mark and mail 
arsel{ to handle er work.” this coug 1 find out how 


BOK 554)-, SCRANTON 9%, PENNA. POX 6667.4. SCRANTON ¢, PENNA. 
Without cost or tion, please send particulars about the coume Befwre which 1 x oulcain 2 
Air Condriening and Creetrien! Coures Ship Deateing Texte oe Clectries! Courses < 
Prumbrr@ Courses t She Fun 
t = . i 
Cremenery Courses . ao and Elore - t ~ Sad Site A 
Radio Courses - Radio Courses 
ae) < 
* Ralivend Courses “ Pavivoad Courses . 
ao » - 
tinh 
te Steam Engineering Courses Stctate Steam Engineering Courses 
“0 “ “ . ° - ‘ 4 
a Muepriane 
“ oe . * 7 ‘ . Teavite Courses . a vereh 
< ‘ 06 < ‘ . 
< . ’ . seroneme ~< one “ = agement 
DISCOUNT TO DISCHARGED VETERANS — SPECIAL TUITION RATES FOR MEMBERS OF THE ARMED FORCES DISCOUNT TO DISCHARGED VETERANS — SPECIAL TUITION RATES FOR MEMBERS OF THE ARMED FORCES 
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anked in Pulling Power 


How close was your own ranking of the 4 |s° 


0 SEE YOUR FUTURE 18 PLASTIC 


100,000 current students... more than 5 million are you the 


students since 1891 . . supply the outlines. 


Here's how the typical enrollee shapes up at 
the time of beginning his studies 

He is an adult, In good times or bad times, he I . C . S e 
is an employed man. Circumstances have pre- 
vented his attending a college but he is ambi- type of man? 
tious, intelligent, determined to acquire the 


that will help him in his 
present job and prepare him for a better onc 


UN 


specialized trai 


Does the description fit you? Then you'll be 
interésted in what LCS. helps these students 
to achieve. In a single 30-day period we have 


received as many as 635 student letters report- 


ing advancement in salary and position. In a Asrriiye capable of being molded is plas- the opportunity to obtain that training ia 

period of 120 days we have received 1,920 tic, So it's aw word that applies to vour your spare time, at low cost. 

such reports. future as well as to the material of the phe With training, you can mold your »\ge 
Graduates include the presidents, board ties industry, There are giant possibilities in the new world to your heart's dc A 

chairmen, chief engineers or chief chemists of in this field, Their realization depends more responsible job, higher pay ate 

some of the largest steel, airplane. chemical, F upon the planning of trained men. ever you want is attainable if you qualify 


railroad and clectrical equipment companics 


in the country. Thousands of others have rc Within YOU, too, are great possibilities, 48 an expert, 
sands of others ce 
istered substantial successes in their chosen é peri : Their realization depends upon vour being The time to qualify — in plastics or any 
¢ ce é » 
fies, Here's the kind of coupon they signed as # % a trained man. The world-famous Inter. other industry—is NOW. Mail the coupon 
and mailed. gene national Correspondence Schools offer you today and let I. C. S. tell vou how! 
e 


BOX 7621-4, SCRANTON 9, PENNA BOX 6097, SCRANTON 9, PENNA, 
cost of obliantion. please send me full particulars alwut the course before which I have marted X Without cost of obligation, please send particulars he course before which I have marted X 
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DISCOUNT TO DISCHARGED VETERANS — SPECIAL TUITION MATES FOR MEMBERS OF THE ARMED FORCES 


re eee 


"The I.C.S. Business 
Course which I took back 
in 1907 did me immeasur- 
able good." 


PHILIP MURRAY 


PRESIDENT CONGRESS OF ImBUSTEIAL ORGANIZATIONS 


BROOKLYN 


"I am deeply indebted 

to the early training I 
received from the I1.C.S. 
Engineering Course." 


EDDIE RICKENBACKER 


PRESIDENT, EASTERN AME LiKeES 


grows 
in the 
TREES 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
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ONE OF THE WORLD'S GREAT EDUCATIONAL SYSTEMS 


G...12 H...10 


YOU LEARN WHILE YOU EARN what will )()/ 


be doing one 


¢ There's rhyme and there's reason in 7 
that statement of International Corre XQ : 


St lence Schoc!s advantages to you 
The courses of these famous schools year from TODAY 2 
are especially designed for study in your A . 


pare time. At work you pr 


what earn 
} 
This syster backed up by 54 years ~~: ‘ 
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f1.C. S. expe 4 q@ me ee “ o 
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ess field. It work “ at ana ( 
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: eLC Sst et e W . yy * YOU'RE too smart to stay in the same old job rut! You know that you 
tud \ . . 
s while they s +. 4 have one life — that's all. So you've thought about domg something that 
Mar é ties toe we ae . - ° would advance you in your work, increase your income 
————* j 
ea ed The time to get started is now. And you can take the first step toward 
th t g fror . 4 Personal Success this very minute! Just look over the coupon below and 
‘ er . 
.¢s way. What the G - ‘ mark the 1. C. S. Course in your field of interest. Then mail it — today! 
« ole ° « F 
e ° = * 2 4 We'll send you complete information on the International ( orrespon- 
-/ aia dence Schools, and how they can give you the training you need to get 
Sta — ey did—t ailing ahead faster. Cost is low, texts are easy to understand, and every student 
this coup — = gets personal service. The time to “take steps” is RIGHT NOW! 
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Larrett Reveals 


| easons Behind 
17S Winning Ads 


(Continued from Page 1) 


 .vy AA readers find it so difficult to | 
k the winners, since they see only 
th: ads, and know nothing of the | 
» dia in which they appeared, the | 
tiue of their appearance, ete. In a) 
yery important these many | 
“hidden” factors demonstrate the 
practical futility of having a jury- 
even a jury of informed admen—pin 
hiue ribbons on copy or art as “the | 
| 
| 
| 


sense, 


best of the year.” 
Old Timers Re-appear 


But to return to Mr. Barrett: 

“You may recognize a number of 
the 1944 winners, to say nothing of 
one or two 1943 winners, in this 1945 
line-up,” he says. “In fact, there ap- 
pears a very old ICS graybeard that 
was revived during 1945 after many 
years of absence from the advertis- 
ing columns of national magazines. 

“T refer to that greatest of all ICS 
advertisements, ‘Don’t Tell Me You 
Never Had a Chance.’ Right after 
World War I, and down through the 
20s, this copy ran almost continu- 
ously each month in some magazine 
on our list, and it always delivered 
the goods with prospects to spare. 
Finally, it seemed to wear itself out 
near the end of the ’20s, and we 
dropped it entirely until its revival 
last year.” | 


Big Coupon Pulls Best 


In connection with this ad, Mr. | 
Barrett points out two different set- | 
tings of “tell” were used in 1945; 
the one labeled F among the repro- 
ductions of the first 12, and one with 
the same copy but about half the 
space devoted to illustration, and 
the coupon condensed to one column | 
about two inches deep. “As has al-| 
ways been our experience,” he says, 
“the advertisement with the largest 
number of listings in the coupon does | 
the better job.” 

Another interesting example is ad 
K, which ranked No. 5 on the ICS | 
list for 1945. The same title and the 
same copy were used with three 
widely divergent illustrations. The 
one reproduced shows a student sit- 
ting on a pile of coins; another had 
a much more conservative Wash 
drawing of a worker studying dur- 
ing his lunch hour and subsequently 
examining his bank book in front of 
the teller’s window, with the head- 
line in a mortise over the illustra- 
tion; and the third was a humorous 
drawing of a deep-sea diver studying 
on the ocean floor, while a friendiy 
octopus looks over his shoulder. 


Explains ‘Brooklyn’ Ad 


| 

} 
“The over-all production of the | 
iree settings placed the ad in 1 
osition,” Mr. Barrett says. “Of the 
iree settings, the one reproduced | 
d the best job: the ‘conservative’ | 
ustration of the worker | 
nk book was next 
fopus drawing was last.” 
“Some question might arise about 
‘ad picked as twelfth best” (G— | 
Brooklyn Grows in the Trees), 
. Barrett explains. “This ad is a | 
blic relations effort that appeared | 
y in Time, Newsweek, American | 
tion Monthly, Foreign Service and 
While it carried no 
hundreds of letters } 


and his 


best; and the | 


§ Magazine. 
ipon, it drew 
im prospects and from others who | 
re impressed by its timeliness, not 


ly from the war angle but also 
m the standpoint of a current 
t-seller, 


[It so happens that the particular | 
dia in which this advertisement 
peared were used for several rea- 
s. Obviously, the use of American 
gion Monthly, Foreign Service and 
ks (the latter having done yeoman 
the interest of veterans) 
the purpose of attracting 
consideration of Interna- 
Schools by 


rk in 
S for 
orable 


ial Correspondence 


|} veterans 


and veterans’ organiza- 


tions. 
Winners to Get Books 


“In Time and Newsweek, our en- 
tire campaign, extending over sever- 


| al vears, has been designed and writ- 


ten to interest employers in the use 
of the ICS cooperative training ef- 
fort. Thus you can see that a single 
contract influenced by an ad like ‘A 
Brooklyn Grows in the Trees’ might 
be more prolific from an enrollment 
standpoint than an ordinary coupon 


ad appealing to the individual alone. | 
|; A number 
| traceable to the use of this particu- 
jlar public relations advertisement.” 


of such contracts were 


As soon as Mr. Barrett has had an 
opportunity to tabulate the replies 
received from the several hundred 
AA readers who took a hand in 
guessing the standings of his ads. he 
| will send copies of “Useful Business 
| Tables” or “Useful Shop Tables” to 
'the one hundred readers whose 
ranking of the ads most nearly coin- 
cides with their actual performance. 


Resin Plastic Ready 
Marvinal resin, a new elastic plas- 
tic, is ready for manufacture, the 
Glenn L. Martin Company, Balti- 
more, Md., has announced, in report- 
ing that its board of directors had 
authorized construction of a $1,500,- 
000 plant. The new plant will have 
an annual capacity of about 11,000,- 
000 pounds of the new poly-vinyl 
resins, suitable for wire insulation, 
transparent garden hose, hospital 
sheeting, trays, “rubber” heels, and 


11 


many other items. Martin’s plastics 
and chemicals division has announc- 
ed a new type of shoe soling far su- 
perior in wearability to leather and 
water-proof. 


Sylvania Ups Erskine 
sernard J. Erskine, with Sylvania 
Electric Products since 1934 except 
for the last three years which he 
spent in the Navy, has been appoint- 
ed manager of parts sales, with 


| headquarters in Emporium, Pa. 


@ The Oregonian has grown up with the Oregon Country .. . is as much a part of it as the 
rugged pioneers whose history dates back to covered wagon days. 


Having championed this “Farthest West” land, The Oregonian has grown and prospered 
with the region it serves. Through objective reporting, it has earned the confidence and 
respect of its readers. 


With a strong, widely acclaimed editorial policy, The Oregonian continues to give first 

consideration to the welfare of the million-and-a-half people in the Oregon Market Area. 
When confronted with major problems and issues, these people today, as they did 95 years 
ago, still ask: “What does The Oregonian think about it?” 


This valued asset The Oregonian shares with its 


advertisers—the direct connection between reader 


confidence and reader advertising response. 


“If you aren't in the Oregonian, 


you aren't in the Ore gon market” 


he Oregoni 


PORTLAND, OREGON 


CUsy 


“THE OREGON MARKET 


REPRESENTED NATICNALLY BY PAUL GLOCK AND ASSOCIATES 
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publicity firms 


clients. 


exploitation and serve occasional 


tial service.” 


Public Relations Men Name 
Their Leading Clients 


A representative group of larger public relations counsellors and 
all with estimated 1945 fees in excess of $100,000- 
have furnished ADVERTISING AGE the following list of their principel 


In a number of cases the firms disclosed only a few of their 
clients as “examples representative of longer lists.” 

Omitted are several nationally-known publicists who speci«lize 
primarily in theatrical, motion picture, concert, sports or 


resort 


industrial clients. Several others 


declined to name their accounts in line with a policy of “‘confiden- 


Willys-Overland Motors 


Verne Burnett 


| Association of National Advertisers 

General Aniline & Film Corporation 

General Foods Corporation 

National Association 
(consultant) 

Carl Byoir Associates 

| American Can Company 

| Bendix Aviation Corporation 

| B. F. Goodrich Company 

| Graham-Paige Motors Corporation 

Great Atlantic & Pacific Tea Company 
and subsidiaries 

| Kaiser-Fraser Corporation 

| Libbey-Owens-Ford Glass Company 

| Minneapolis-Honeywell Regulator Com- 

| pany 

| The Pullman Company 

Pullman Standard Car Mfg. Company 


Ames & Norr 


American Fair Trade Council 

Association of American Soap and Gly- 
cerine Producers 

Management Planning, Inc. 

Motion Picture Producers & Distributors 
of America 

National Broadcasting Company 


Baldwin & Mermey 
Baker & Co. (precision instruments) 
Hershey Corporation 
Marlin Firearms Company 
National Wholesale Druggists Assn. 
Retail Dry Goods Assn. of New York 


| Russell Birdwell & Associates 

Associated Filmakers 

| Duotone Phonograph Needles 

| Howard Hughes enterprises 

| H. A. Bruno & Associates 

Atlas Corporation 

| Jacqueline Cochran Cosmetics 

| Goodyear Aircraft Corporation 

| Goodyear Tire & Rubber Company 

Jenkins Bros. 

National Assn. of Engine & Boat Mfrs. 

| Phelps Dodge Copper Products Corpora 
tion 


(Esse 


Sterling Drug, and subsidiaries 


Standard Oil Company of N. J. 
| Sterling Engine Company 


Reynolds International Company 
S. K. F. Industries, Inc. 
Schenley Distillers Corporation 

| Title Council of America 


Harry Coleman & Co. 


| Bell & Howell, Inc. 
The Do-All Company 


| Gamble-Skogmo, Gamble Stores, Inc., and 


| Western Auto Stores 
Stewart-Warner Corporation, 
Corporation 


Alemite 


United Wallpaper, Inc., Trimz Co., Ine. | 


Pendleton Dudley & Associates 
American Meat Institute 
) | Cort Industries Research Foundation 
Florida Citrus Industries 


of Manufacturers 


You see it 


OVER AND 


OVER AGAIN 


In practically every Canadian 
drug and stationery store—in 
big towns and little towns and 
country villages from coast to 
coast — the biggest bundle of papers 
is the pile of Star Weeklies. You 
see it in your own neighborhood 
stores. Everywhere you go, you 
see it over and over again. 


The reason why 


The storekeeper gives the Star 
Weekly the largest and most 
prominent display because it is 
one of his ‘‘best sellers’ —far and 
away the largest-selling publica- 
tion in Canada. Every week it’s 
bought by more than 900,000 
Canadian families, in all income 
classes and in all parts of the 
country. And half of all these 
families buy their Star Weeklies 
at the drug and stationery stores! 


Many a merchant would give up 
another top-profit “‘line’”’ before 
giving up his Star Weeklies .. . 
because the Star Weekly brings 
him regular customers, week 
after week, for other merchandise. 


What it means to you 


If the goods you make are sold 
through drug or stationery stores, 
it’s obvious it will pay you to 
advertise in the Star Weekly. 
Whatever your business, this big 
pile of Star Weeklies you see 
over and over again points up a 
fact that’s vital to your advertis- 


ing plan: Twice as many people 


U.S. Representatives: 


MORE THAN 909,00 


buy the Star Weekly as any other 
Canadian publication because 


| twice as many people want to 


read it. Your advertising in the 
Star Weekly covers more than 
half of all English-speaking fam- 
ilies in Canada’s urban centres. 
Your messages also enjoy higher 
readership . . . which means 
greater results from your adver- 
tising at lower cost. 


0 COPIES SOLD EVERY WEEK 


R WEEKLY 


Me STAR WEEKLY 


WARD-GRIFFITH CO. INC: New York + Chicago - Detroit + Soston + Atlenta + San Francisco + Salt lake City NETWORK 


| Fred Eldean Organization 
American Relief for Holland 

Delta Mfg. Company 

Firestone Tire & Rubber Company 
| Ford Ferguson Company 

Institute of Carpet Manufacturers 
Trans World Airways 

Trolley Coach Mfg. Company 


Steve Hannigan 
Coca-Cola Company 
Electric Autolite Company 
Olin Industries 

| Owens-Illinois Glass Company 

| National Association of Leather Glove 
| Mfrs. 

| Northrop Aircraft 

| Pure Oil Company 

| Union Pacific Railroad 


Wm. R. Harshe 

Audio Devices, Inc. 

Belden Electric Company 

DuPage Plastics Corporation 

Electronic Laboratories, Inc. 

Groves Shoe Company 

John Meck Industries 

National Conference of American Smal 
Business Organizations 

E. H. Scott Radio Laboratories, Inc. 


Jos. W. Hicks 
Curtiss Candy Company 


| Nebraska Power Company 
Hill & Knowlton 

| Aircraft Industries Assn. 

| Air Power League 


| 


| American Iron & Steel Institute 


| Consolidated-Vultee Aircraft Corporation 


| Dressler Industries 
National Machine Tool Builders Assn. 
National Retail Dry Goods Assn. 
sultant) 
| Shipbuilders Council of America 
| Standard Oil Company (Ohio) 
| Republic Steel Corporation 


: | Institute of Public Relations 


The William Carter Company 
Commercial Investment Trust, Ine. 
| Hat Research Foundation 


i | Hudson Motor Car Company 


Jewelry Industry Publicity Board 
Lehn & Fink Products Corporation 
Seagram Distillers Corporation 
Sugar Research Foundation 

Swift & Co. 

U. S. Brewers Foundation 


(con- 


Advertising Age, February 25, 19 5 
James W. Irwin 
The Oliver Corporation 
Plastic Materials Manufacturing Ass 
Square D Company 
Ivy Lee & T. J. Ross 
Allied Liquor Industries 
Briggs Mfg. Company 
Chrysler Corporation 
Columbia Broadcasting System 
Corning Glass Works 
National Board of Fire Underwriter 
New York Trust Company 
Pennsylvania Railroad 
John TD. Rockefeller Jr. 
Socony-Vacuum Oil Company 
Western Union 


Howard G. Mayer 

Ernest Byfield Hotel interests and Coll: 
Inn Food Products 

Columbia Pictures Corporation 

W. F. Hall Printing Company 

Motion Picture Society for the Americ; 

Irna Phillips (daytime radio serials) 
Earl Newsom & Co. 

American Locomotive Company 

Ford Motor Company 

International Paper Company 

International Wool Publicity and Re 
search Secretariat 

Standard Oil Company of N. J. 


| Tea Bureau 
| International Metal & Chemical Company | 


G. Edward Pendray 
American Machine & Foundry Company 
Greenleaf Corporation 


| Westinghouse Electric & Mfg. Co. 


Robbins & Barber 
American Cyanamid Company (portion) 
New York Employing Printers 
Printing Industry of America 
Selvage & Lee 
American Forest Product Industries 
Anti-Friction Bearing Manufacturers 
Assn. 
Carrier Corporation 
J. I. Case Company 
Chicago Mail Order Company 
Diamond Match Company 
The A. E. Staley Company 
Union Bag & Paper Corporation 
Lawrence H. Selz Organization 
Asbestos Cement Products Assn 
Consolidated Corporation (in 
cluding Sprague-Warner Division & 
Reid Murdoch & Co.) 
Drinking Straw Assn. 
Enameled Utensil Manufacturers Council! 
Folding Paper Box Assn. 


Grocers 


IT’S THE 


NIGHT OR DAY... 
ONLY WAY... 
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INTENSIVE covERAGE HERE! 


Every Hooper report, since the Hooper con- 


tinuing study began, shows overwhelming 
preference for WSBT in the South Bend 


| 
| market area—a greater audience, most of the 
| day, than all Chicago and local stations 


combined can claim. 


WSBT serves an area of 1,02 4.851 popu- 
| lation in 278,130 radio homes of 27 Indiana- 
Michigan counties. It is undisputed Ist 
| choice of Indiana’s 2nd market! 


COLUMBIA 


Effective Buying Income . 


The South Bend, Indiana Market 
(7 Indiana-Michigan Counties ) 
oe oe 464,000 
| ee ee $242,556,000.00 
$545 263 000.00 
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sulation Board Institute 
iquified Petroleum Gas Industry 
.gnesia Insulation Manufacturers Assn. 
irquette Cement Mfg. Co. 
itional Cedar Chest Manufacturers 
Assn. 
reserve Industry Council 
Theodore R. Sills & Co. 
ne Brunswick-Balke-Collender Company 
1e Gypsum Assn. 
iand Steel Company & subsidiaries 
ynroe Auto Equipment Company 
dio Manufacturers Assn. 
construction Finance Corporation (sur- 
plus electronics & radar disposal) 
efrigeration & Air Conditioning Equip- 
ment Manufacturers Assn, 
Benjamin Sonnenberg 
eech-Nut Packing Company 
jenry Dreyfuss 
Gar Wood Industries 
General Cable Corporation 
ran American Airways System 
Pepsodent Division of Lever Brothers 
Company 


Public Relations 
Field Ready for 
Big Expansion 


(Continued from Page 2) 


other interests, as well as a number 
of charitable organizations for which 
he receives no compensation. His 
partnership with Doris FE. Fleisch- 
man, his wife, is housed in a five- 
story building at 26 E. 64th St., New 
York City. 


Birdwell Goes Commercial 


Russell Birdwell & Associates, | 
with offices in New York and Bever- 


lv Hills, Cal, recently created a 
flurry in the labor-management pic- 
ture by running a business page ad- 
vertisement in the New York Times. 


Copy stated that Benjamin Fairless. 
president of United States Steel Cor- 
poration, had bungled his public re- 
lations job badly, and could have 
used outside counsel’s advice profit- 
ably. 

Immediate response to the ad was | 
an avalanche of G.I. job applicants, 
plus inquiries from five promising 
corporation prospects. Three of 
these are reported at the contract 
stage. 

Birdwell, blessed with a knack of 
getting his own name in print with 
that of his clients, has two divisions, 
one for commercial and industrial, 
the other for motion pictures and en- 
tertainment. The New York office, 
with a staff of eight, and the Beverly 
Hills office, with 15, report a total 
of 70 small and large accounts. The | 
Birdwell list includes Duotone 
Phonograph needles, Associated 
Filmakers and Howard Hughes’ 
varied interests, such as TWA, the 
Kaiser-Hughes cargo plane, films 
and film protegees. Birdwell classi- 
fies “10 major commercial-industrial 
accounts” as confidential. His most 
spectacular exploitations included 
“Gone With the Wind,” and Hughes’ 
production of “The Outlaw” with 
Jane Russell. 


Hannigan ‘Press Agent’ 


Steve Hannigan, who still prefers 
‘o call himself a “press agent,” has 
\ staff of more than 45, divided be- 
ween New York (25), Hollywood 
10) and several key points. 

Hannigan names eight accounts, 
ne in an advisory capacity. Three 
rincipal ones are Owens-Illinois 
‘lass Company, Toledo; Coca-Cola 
ompany (all of parent companies in 
‘ew York and Atlanta including 
cholastic Sports Institute, Ltd.), 
nd Olin Industries, East Alton, IIL, 
icluding Western Cartridge Com- 
any and Winchester Repeating 
\rms Company of New Haven. 

Others are Northrop Aircraft, 
‘leetrie Autolite Company, Pure Oil 
ompany and National Association 
f Leather Glove Manufacturers. 


lis only individual account is Jack | 
senny for American Tobacco Com- 
any. He still serves the Union Pa.| 
ifie Railroad, for whom he launched | 
ie Sun Valley Resort, in an ad-| 
sory capacity. 

Chicago’s largest public relations 


agencies are Lawrence H. Selz Or- 
ganization and Theodore R. Sills & 
Co., both emphasizing large-scale 


| publicity services to associations and 
industrial clients. 


Selz Group Specialist 
Selz, who probably represents 
more national trade associations 
than any other man in the field, es- 
timates that more than $1,500,000 in 
publicity expenditures by 43 large 
and small clients passed through his 
hands in 1945. Although declining 
to disclose what portion of this fig- 
ure is payment for services of his 
organization, he admits net profits 
in the neighborhood of $100,000, 
which he terms “modest,” Gonsider- 
ing the size of his total billing. His 
offices occupy the three small tower 
floors of the LaSalle-Wacker build- 
ing, once occupied by the principals 

of Blackett-Sample-Hummert. 
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Accounts include Enameled Uten-| his own office, Sills has built an or-| professional relationship, like doctor 
sil Manufacturers Council, Consoli-| ganization of 48, serving more than | or lawyer,” his business is known to 


dated Grocers Corporation, Asbestos | 15 accounts. 


Cement Products Association, Pre- 
serve Industry Council, and Insula- 
tion Board Institute. 
Acknowledged a_ super-salesman, 
employing the group presentation 
techniques and copy group service 
plans of large advertising agencies, 
Selz proudly presents his own staff 
home economist and interior decorat- 
ing specialist to callers, and invites 
his clients to examine his detailed 
cost-accounting records at any time. 
Sills Banks on Clips 


Theodore R. Sills, with offices in 
Chicago and New York, is co-author 


of “Public Relations Principles and | 


Procedures,” latest text on the field. 
(ADVERTISING AGE, Feb. 11) 

During 16 years, since he left the 
industrial advertising field to set up 


Although his services 


include Curtiss Candy Company and 


| may include policy recommendations | a number of public utilities in the 
‘and labor relations on the highest | Missouri valley. 


| management levels, he still admits 
| more candidly than some outfits that 
“clippings get the renewals.” 
| 
| Brunswick - Balke - Collender 
Inland Steel Company. 

Another large Chicago operator is 


divided between Chicago and Oma- 
ha offices. Veteran of 16 years serv- 
ice with the Standard Gas & Electric 
and H. M. Byllesby utilities empire, 
Hicks specialized in handling utility 


and trade cases with legislative 
bodies and commissions. Although 


he declines to reveal his list of 
clients, on the grounds of a “elose 


Harry R. Coleman & Co., divorced 
from MacFarland, Aveyard & Co. 
during 1945, ineludes Stewart-War- 


Top trio of Sills accounts are The | ner Corporation, Bell & Howell, and 
Com-| United Wallpaper among its larger 
pany, The Gypsum Association and | national clients. Going beyond the 


usual public relations and publicity 
services, Coleman does a variety of 


Joseph W. Hicks, with a staff of 20, |internal jobs including dealer and 


house organs and 


manuals. 


correspondence 


Eldean Rising 
One of New York’s fastest-growing 
younger firms, reported to be press- 
ing “the big three’ in billings, is 
that of Fred Eldean, former assist- 
ant to Paul Garrett at General Mo- 
tors, and public relations man for 


. 


OLOSSUS of 


Today...even more colossal 


the Cross Roads, the 


A American farmer, looms even larger 
today than last year! 


With his production setting still another 
new record in 1945, the farmer stepped up 
his income to an unprecedented 28 bil- 
lions, and salted away nearly 5 billions of 
it in savings. His accumulated cash and 
War Bonds now come to 17 billions. 


There he stands... feeder of our people, 
and food producer for millions of hapless 
people overseas. There he stands... war 


—— Cc eatloman 


NATIONAL SPOKESMAN FOR AGRICULTURE 
A CURTIS PUBLICATION 


hero, international soldier of the soil, 
giant of energy and production. 


There he stands . . . colossal customer. A 
man with a list of needs that staggers the 
imagination, and with plenty of money 


to satisfy them. 


Even in normal times the farmer and his 
rural neighbors buy 40% of all America’s 
consumer goods! Sell him through the 
magazine that has won his confidence 
and respect. Country Gentleman, the No. 


1 farm magazine. 
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Tax Foundation and the Petroleum 
Institute. 

Starting with Firestone Tire & 
Rubber, Eldean has added TWA, 
Ford Ferguson Company, Delta Mfg. 
Company and several others. 


Pendleton Dudley, who once rent- | 
ed his Pleasantville, N. Y., estate’s | 
garage to the then-struggling pub- | 


lishers of Reader’s Digest, was 
named outstanding public relations 
counsel of 1945 by the National As- 


sociation of Public Relations Coun- | 


sel. Of his 15 accounts, best known 
are American Meat Institute, Corn 
Industries Research Foundation and 
Florida Citrus Industries. 

Biggest plum of 1945 was the Ford 
Motor Company account, which Earl 
Newsom acquired from Steve Han- 
nigan when Henry Ford II stepped 
up to the management of the com- 
pany. American Locomotive Com- 
pany and part of Standard Oil Com- 
pany of N. J. are Newsom perennials. 


Drug Trade Specialist 


Baldwin & Mermey, noted for their 
work in restoring the reputation of 
McKesson & Robbins after the Mu- 
sica scandal, include Sterling Drug, 
Marlin Firearms Company = and 
Hershey Corporation among their 
top clients. The firm reports a 300% 
increase in billings since 1941. 

Perpetual proponent of lighter- 
than-air craft is Harry A. Bruno, 
a pioneer aviator who handled many 
of the early trans-Atlantic fliers, as 
well as the German zeppelin flights. 
His current clientele includes the 
Willys Jeep, Atlas Corporation 
yoodyear Tire & Rubber, Jacqueline 
Cochran Cosmetics, and a portion of 
Standard Oil Co. of New Jersey. 

A respected veteran of corporation 
public relations is Verne Burnett, 
formerly vice-president of General 
Food Corporation and brother of Leo 
Burnett, the Chicago advertising 
agency principal. Since opening his 
own office in 1944, Burnett has ac- 
quired 12 accounts, including Gen- 
eral Foods, General Aniline & Film 
Corporation and the Association of 
National Advertisers. 

A student of market and opinion 
research, Burnett has emphasized 
the use of opinion polls by Psycho 
logical Corporation and others as a 
measure of effectiveness in publicity 
work. 

James Selvage of Selvage & Lee 
entered the field from AP in 1933, 
when he represented the National 
Association of Manufacturers during 
the NRA’s life. In 1945 the firm 
gained Union Bag and Paper Com- 
pany and A, E. Staley Company. 

A newcomer and headlitie-maker 


Reach the Cream 


OF THE 


TEN BILLION DOLLAR 
Negro MARKET with 


OUTSELLS ALL OTHER 
MAGAZINES AMONG NEGROES 
WRITE FOR RATE CARD 
Negro Digest Publishing Co. 
5125 Calumet Avenue  A-2 
Chicago 15, Illinois 


,is G. Edward Pendray, formerly of sisting of advertisements and news- 


| Westinghouse, who set up his own 
‘shop last August, 
| house, American Machine & Foundry 
| Company and the Greenleaf Corpora- 
| tion as starters. 

Unpublicized but respected veter- 


Tribune. Tiring of handling the ad- 
ministrative details of a large of- 
fice staff, he has trimmed his organ- 
ization to himself and three secre- 
taries. He normally sets up and 
trains a publicity organization on 
his client’s payroll, then counsels its 
operation, as well as public rela- 
tions, He did this with Johns-Man- 
ville Corporation. 


Offers Dealer Mat Book 


con- 


an in the field in New York is Bron- | 
son Batchelor, onetime Washington | 
correspondent of the old New York | 


| Radio 


| paper adaptations of newly created 
with Westing- | 


national magazine copy on the new 
Scott radio-phonograph, has 
prepared for dealer 
Laboratories, through Leo 
surnett Company, Chicago. 


Dr. Pepper to Have 


New Plant in Dallas 

Dr. Pepper Company, Dallas, has 
started construction of a $1,500,000 
new plant and headquarters office 
building, housing national offices and 
all Dallas operations. The four- 
story building will be located on a 
26-acre tract. All machinery and 
equipment will be new. 

A new Dr. Pepper bottling plant is 
nearing completion in Mexico City, 
and large interests in Hawaii have 
been franchised and bottling opera- 


been | 
use by Scott | 


Afford Luxuries 


Study Shows Half 
of Families Can 


Minneapolis, Feb. 19.—More than 
15,000,000 American families this 
year will have incomes of $2,500 or 
more, according to a study by North- 
western National Life Insurance 
Company. More than 12,000,000 fam- 
ilies will receive $3,000 or more. 

The study estimates that, after 
deduction of income taxes and ad- 
justment of price levels, a family 
of four must receive a gross income 
this year of approximately $2,500 in 
order to net the equivalent buying 
power of the 1913 family with $1,300 
income. 

It is pointed out that nearly half 
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bulk of war bonds and other savi) zy 
will not need to dip into their ¢ iy. 
ings to buy luxuries. By midy: iy. 
Northwestern asserts, high ince ye 
levels will be “entirely financed” py 
industrial activity. 

Emphasizing that the $2,500 jp. 
come is “now the acceleration poi.” 
above which a rapidly increas ; 
proportion of income is spent oy 
“prosperity goods,” the study j re. 
dicts proportionately heavier x 
penditures on home maintena)¢. 
life insurance, recreation and hea\:h, 
and automobiles. 

In the middle or late ’30s, whey 
the “acceleration level” of income 
was between $1,800 and $1,850, only 
one family of four enjoyed an income 
above the prosperity acceleration 
level, the study declares, adding that 
the proportion is now nearly one 


| 
| 
| 
| 


An advertising mat book, tions will start March 1. 


of all U. S. families, which own the 


half. 


The PLANTS COVERED BY iF DO OVER 96% 
OF ALL THE METALWORKING BUSINESS 


To get a picture of the broad scope of metalwork- 
ing, run your eye over the products made by the 
plants STEEL reaches. This is the biggest industrial 
market by far—bigger than textiles, or chemicals or 
food producing. And STEEL gets your message to 
the plants that do over 96% of all the business in 
this huge market. 

Why do the men who are responsible for pro- 
ducing autos, machine tools, refrigerators, clocks, 
and a wide variety of other products read STEEL? 
Glance down the column of operations and you will 
have part of the answer. Here are the 20 operations 
that are common to all of the plants. STEEL is edited 
to keep these men informed on new ideas, new 
methods, new ways to improve production and re- 
duce costs on these 20 operations. 

Gathering this information for them is the largest 
full time editorial staff of any business paper in the 


country. That's further reason why metalworking 
men read STEEL. It brings them news . . . markets 
. . . engineering and production help. 

High readership is assured by this excellent edi- 
torial coverage of their industry based on the 20 
operations. Because STEEL is a weekly it has all 
the advantages of being seen and read more fre- 
quently for its timely, authentic news. 

For more data on STEEL'S market—its size— 
number of plants—operations performed—and im- 
portance to you—invest an hour in looking over 
STEEL'S study of the market. Advertising men tell 
us this continuing study provides the most com- 
plete and up-to-date data available anywhere on 
the Metalworking Market. The man from STEEL 
will be glad to show you this highly informative 
market study. 
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/ rgentina Offers 
Large Market, 
DeLind Reveals 


incinnati, Feb. 20.—The potential 


ref. igeration and radio market in 
Ar-entina for the next few years 
wii be 20,000 refrigerators and 
10) 000 home radios annually, John 
w. DeLind Jr., director of exports 
of ue Crosley Corporation, has re- 


porred following return from 
three-month trip to South America. 

Mr. DeLind asserted that Argen- 
tina has a $1.5 billion favorable 
trade balance, which will make it 
the best market for U. S. goods in 


South America. Chile, he said, is 
building up exports of fruits and 
wines, but may not be in a strong 
position to import products. He 


al 


; pointed out that, although Brazil 
has only “a consuming population of 
about 7,500,000 people” among its 
32,000,000 inhabitants, its economic 
position has improved vastly in the 
past five years and it has natural 
resources “comparable to that 
such nations as the United States 
or Russia.” 


May Need Argentine Factories 


He stated that his inspection of 
manufacturing facilities in’ Argen- 
tina revealed that, generally, Ar- 
gentine production of radio tubes, 
refrigerators and other appliance 
and radio products cannot long re- 
main competitive with more efficient 
U. S. manufacturing but that “Amer- 
ican manufacturers . May be 
|forced to consider fabrication of 
| their products either wholly or in 
part in the Argentine.” 


“Tt is generally believed in Ar- 


of | 


| gentina,” he asserted, “that as soon 


the United States,. much inefficient 
local fabrication will be discontin- 
ued and be supplanted by the partial 


produced complete electric refriger- 
ators as part of a kitchen cabinet 
unit, he pointed out, now plans to 
import refrigerators from the U. S. 
and to assemble them into locally- 
made cabinets. 


Iowa Ads Tie-In 
With Centennial 


promotion and advertising program 
this summer with a state committee 


as materials become available from | 


manufacture and local assembly of | 
such products as can be economical- | 
ly produced.” One company that has | 


|legislature and, although allocated 


‘has asked the legislative interim 
| committee for $50,000 to carry out 
| its program. 

Bert Stolpe, promotion manager 
of the Des Moines Register and Trib- 
une, is a member of the centennial 
|committee and has been appointed 
‘chairman of its policy committee. 


Brake Lining Campaign 
lnateoiiae by Raybestos 
| Raybestos division of Raybestos- 


| Manhattan, Ine., Bridgeport, Conn.. 
through Keeling & Co., Indianapolis, 


| 
| Papers in the automotive, fleet and 


|industrial fields, centering around 


to direct the campaign. The com-j|the theme “Full-Range” brake Cel. 
mittee was established by the last | trol with an added safety feature, | #0 95,000 square feet of floor space. 


‘ 
1 
1 
\ 
\ 
\ 
’ 
' 
1 
' 
| 
: Bar Products 
1 
1 
1 
1 
! 
! 
! 
r 
! 
! 
' 
' 


! 
! 


RESPONSIBLE 


Rolling 


Forging 


Plate or 


REACHING THE MEN 


THESE OPERATIONS 


COVERING THE PLANTS MAKING THESE 


Steel Mill Products 


Wire Products 
Sheet & Strip Products 
Plate Fabricators 

Structural Fabricators 
Ornamental and Wrought Iron 
Surface and Metallurgical Treatment 
Contract Machine Shops 

Dies, Molds 


Building Hardware & Trim 


PRODUCTS 


Heating & Ventilating Equipment 


Metal Furniture 
Containers & Holloware 
Light Metal Specialties 


Plate Products, Processing Equipment 
Cars, Locomotives and Ships 
Airplane Parts & Accessories 


Auto & Machine 


Parts 


Auto Bodies, Trailers 


Small Tools & 


Cutlery 


Plumbers’ Supplies, Steam Specialties 
Agricultural Implements 


Contractors’ Equipment 
Automobiles, Airplanes, Tractors 
Electrical Equipment 
Electrical Appliances 


Materials Handling Equipment 
Engines, Pumps, Compressors 


Smelting & Refining 
Sand & Permanent Mold Casting 


Maintenance Machining 
Production Machining 
Heat Treating or Annealing 
Stamping, Forming or Drawing 


Structural Fabrication 


Die Casting 
Maintenance Welding 
Production Welding 
Pickling 
Metal Washing or Degreasing 


Sand Blasting 
Electroplating 
Galvanizing or Tinning 
Buffing and Polishing 
Painting, Lacquering, etc. 
Engineering (Design) 
Laboratory (Testing ) 


STEEL Penton Building, Cleveland 13, 


Heavy Machinery 
Special Machinery 
Metalworking Machinery 
Machine Tools 


Machine Tool Accessories 


Instruments 


Office Machinery and Equipment 


(Con Product) 


Ohio 


IS 


“Check Brakes—Reline with Ray- 


only $1,000 for expenses, the group | bestos.” 


A complete merchandising pro- 
gram composed of point-of-sale 
signs, display material, direct mail 
and other dealer and jobber helps 
will be available to carry the con- 
sumer and trade publication adver- 
| tising into the service station. 


McKesson & Robbins 
‘Builds in Houston 


| McKesson & Robbins, New York, 


|has announced plans for the con- 
| struction of new offices and ware- 


| houses in Houston to accommodate 
| 


Towa advertisers are planning to| has launched a campaign in The Sat- | combined drug and liquor sales op- 
tie in the state’s centennial in their| urday Evening Post, plus business | Tons. involving an additional in- 


vestment of more than $500,000. 
| The new building, scheduled to be 
|}completed about July 15, will con- 


Electromaster Names Bell 

Maj. J. A. Bell has been appointed 
| director of utility sales for Electro- 
master, Inc., Detroit, Mich. He was 
a member of the company’s sales 
staff for 11 years prior to the war. 


to "SET" 
YOUR OWN 


PERFECT— 


peor 


—, 


Just Cut Out, place the letters in 
position on your copy—they adhere 
themselves—and you have perfect 
reproduction copy for House Organs, 
Charts, Graphs, Advertisements, 
Movie Titles, Broadsides, Folders, 
Signs and scores of other uses. 


Presto-Type is easily set in straight or 
curved lines, superimposed on photo- 
graplis or artwork and used in count- 
less other ways to give you good typog- 
raphy and low-cost reproduction copy. 
Each transparent sheet of Presto-Type 
contains the alphabet, numerals and 
punctuation marks of one size and type 
face in sharp, opaque black or white 
that will reproduce perfectly. 
Adheres Instantly .. . No paste, wax 
or glue. Special adhesive back makes 
each character adhere to your copy in- 
stantly—yet it can easily be removed 
for resetting. 

Superimpose Letters on Photographs 
or Drawings... The crystal clear trans- 
parent Presto-Type background enables 
you to set your type directly on photo- 
graphs and illustrations. 

Perfect Alignment . . . Convenient 
guide lines and transparent backgrounds 
permit perfect and easy alignment of 
characters. 

Black or White Letters for Light or 
Dark Backgrounds .. . Presto-Type is 
available in either black or white let- 
|| ters to harmonize perfectly with any 
| | type of background, c 
Directional Arrows . . . Small, me- 
dium and large arrows with white out- 
lines. Has hundreds of uses . 


ONLY 75c per sheet 


A large selection of beoutiful 
type faces available to suit your 
every need. Write today for de 
scriptive folder and type chart to 


ARTHUR BROWN & BRO., Inc. 


67 WEST 44th STREET 
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Automotive Digest’s paid circulation continues to grow and lead all other Fr 
publications in the Automotive field. Behind this constant growth is a record of custo 
editorial leadership and service to the tremendous Independent Service Market. mina 


Leadership that produces responsive readership — the type of | York 


readership that means extra sales. 


For the most thorough coverage of the 
Independent Service Market, on a 7x10 


page, at lowest cost per square inch, use 
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